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ABSTRACT 
 

Digital disruption is pervasive, but affects retail acutely. A key question is: How are retailers adapting 
in times of digital turbulence? The purpose of this study, therefore, was to better understand the 
spectrum of digital maturation and branding practices of retailers. Through the use of a scoring model, 
a digital maturity and branding scale was developed and applied to 933 businesses located in two 
cities in South Africa and Germany. Quantitative and qualitative data were collected from observation 
in the field and an Internet desk study. These scales provide key components that are important to 
incorporate into the business strategy to build digitally mature brands. Cross-country comparison 
offered layered insights into digital maturity and branding professionalism. Both constructs were 
affected by the geographical footprint and tenure of retailers. 
The paper contributes to an improved definition of the term digital maturity by identifying different 
classes of digital maturity. The four stages of digital maturity, as introduced in the study, can be 
understood as stages of transformation. A retailer that has established a business focused on the 
fixed channel (the store in the city) is usually characterized as an “Offliner”, as a starting point. The 
transformation to “Digital Forerunner” follows the path of the three stages that ensue. On the other 
hand, recently-founded companies as well as international market entrants are characterized by a 
more advanced level of digital maturity, as “Advanced Onliners” or “Digital Forerunners”. Several 
companies in these categories start their businesses as hybrids (online and offline) as digital-local 
retailers. On the other hand, the extensive presence of long-standing and established family-owned 
retailers is a strong indicator of resistance to digital engagement. 
The study illustrated that the digital engagement of companies with an international footprint goes 
hand in hand with the level of intensity of branding practices. The reverse applies for locally-rooted 
smaller companies at the other end of the scale, in particular local retailers: according to the 
observational data, such companies were lagging behind in both constructs.  
 

Keywords: Digital maturity; brand management; branding; cross-country analysis; omnichannel. 
 

1.1 INTRODUCTION 
 

Digital disruption will affect all types of businesses globally, including those in South Africa. To gain a 
sense of the digital adoption and advancement of businesses in South Africa, the research reported 
on here investigated the digital maturity and branding practices of 933 businesses located within the 
central business districts of two international cities of similar regional importance, namely Koblenz in 
Germany and Stellenbosch in South Africa. Retailers were analyzed in order to compare and contrast 
their progression along the digital maturity scale as well as their branding practices. The United 
Nations Development Programme (UNDP) lists Germany as a developed country and South Africa as 
a developing country (UNDP, 2018). It is easy for one to assume that businesses situated within the 
advanced German economy would be digitally more mature than their counterparts in the developing 
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South African economy, but the findings from this study show otherwise and do not register 
advantage in respect of the advanced economy. Rather, they reveal slight differences built on the 
variations of retailers in connection with their local circumstances. 
 

Due to accelerated technological development in many sectors across the world, as mentioned 
above, the business environment for retailers and their brands has become increasingly turbulent and 
unpredictable. As technological change continues unabated, the nature of retailers’ response to this 
change, including their branding practices, demands more scrutiny. First, while the focus of brand 
management within the retail industry has traditionally centered on store or house brands, recently 
more and more retailers have become aware of the importance of their own (corporate) retail brand 
(Redler, 2018). This development reflects the generally increasing importance of corporate brands 
across many industries (Balmer, 1995), as well as the industry-specific perception that many retailers 
are selling similar products in a highly competitive environment (Schmidt et al., 2017). To meet this 
challenge, the goal is to focus on differentiation through a strong retailer brand (Hosseini et al., 2015) 
and to build up retailer brand equity (Ailawadi and Keller, 2004). Secondly, consumer behaviour is 
dramatically changing in terms of what, where, how and when consumers research, gather 
information, purchase, pay or need services, which means that retail and sales channel structures are 
disrupted or at least are re-invented. All of this is driven by technological developments. To remain 
successful, retailers all over the world will have to adopt a new role within the practice of consumption 
by utilizing the opportunities of digitalization. Both developments – the increasing importance of 
retailer brands and of retailers’ digital readiness – are of the highest importance for retailers of all 
sizes and within all retail sectors. 
 

Locally-rooted retailers face very different challenges from those confronting their national or even 
global competitors, and many of them are under threat. In several industrialized countries, politicians, 
researchers and practitioners cooperatively work on the development of viable solutions to avoid the 
extinction of the local heritage of merchants and physical marketplaces. So far, in most developed 
countries, professional and globally operating retailer brands like Abercrombie, Zara, H&M or Lush 
have taken over the cityscape. For instance, in Germany, local retailers have recently been losing 
market share, which is down to 15 per cent in 2017 (IHK Darmstadt, 2017). At the same time, it is 
astonishing to see the proliferation of e-commerce, mobile commerce and mobile payment services 
via giant platforms like Amazon, eBay, Gumtree, Booking.com, M-pay, Paypal and others. The 
establishment of these platforms is shaping and re-shaping how retailers interact and do business 
with their customers.  
 

It can be expected that the professionalism and digital readiness of retailers varies across 
geographical areas and urban landscapes of different size. For example, the digital readiness of 
globally operating retail chains can be expected to be higher than that of local retailers. But thus far, 
there is no clear picture based on empirically valid information of the differences in branding 
professionalism and digital readiness, taking size and location into account. The study presented in 
this paper aims to provide a starting point for the development of such a picture. 
 

In order to achieve our research goals, we first clarify the central constructs of the research presented 
in this article by means of a detailed literature review. Building on this, the results of an empirical 
study analyzing the digital maturity and the professionalism of branding activities of retailers and 
related businesses within two different but comparable cities in South Africa and Germany are 
introduced and discussed. Lastly, conclusions relevant to further retail-related research and to the 
practice of retail management are drawn, and the limitations of the study are pointed out. 
 

1.2 THEORETICAL BACKGROUND 
 

Digital maturity and branding professionalism are two constructs that need to be explained in order for 
readers to interpret and understand the present research. We therefore provide a brief overview of the 
key terms that will be used when we present the results of our study. 
 

1.2.1 Digital Maturity 
 

It is inevitable that businesses will be affected by the digital revolution, but it is projected that the retail 
industry will experience one of the highest degrees of digital disruption among all industries by         
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2020 (Rigby and Tager, 2014). Considering this, digital maturity is an important concept increasingly 
used to rate the technology-driven progress of industries, businesses and organisations (Berghaus 
and Back, 2016). Technology in this regard has a focus on digitalization, a process of transferring 
information into an electronic data format and evaluating its impacts on society and business 
(Brennen and Kreis, 2014). Shahiduzzaman et al. (2017) characterize digital maturation as a process 
whereby a company becomes increasingly digital over time by leveraging digital technologies. Prior 
measurements for estimating digital maturity concentrate on the impact of digital maturity, or on a 
company’s readiness to deal with digital disruption (Heinemann, 2017). Early regional studies 
promoted by the consultancy industry posited a positive impact of high digital maturity on firm 
performance, for instance on revenues and marketing costs (Chadha, 2018). 
 
Digital disruption involves the transformation caused by emerging digital technologies and business 
models. Innovative technologies are making an impact on the value of existing products and services, 
and this is why the term ‘disruption’ is used: the emergence of new products and services can 
revolutionize the current market and provoke the need for re-evaluation (Oxford College of Marketing, 
2016). Digital disruptions in the retail environment are pervasive. The emergence of e-commerce can 
be seen as digital disruption, in three main ways: the proliferation of pure online players like Amazon, 
the opportunity to extend sales channels online for all retailers, and manufacturers’ direct sales online 
shops. Retailers react by reducing their physical footprint and by focussing on customer experience 
across channels, in particular combining and intertwining customer touchpoints seamlessly – so-
called omnichannelling (Heinemann, 2017). Operating through omnichannels reflects the variety of 
consumer behaviour and experience throughout the customer journey (Lazaris and Vrechopolous, 
2014). Nevertheless, sustaining a physical presence still fulfils certain requirements of consumers, in 
particular the desire for immediate product availability, shopping atmosphere, curated shopping and 
after-sales service (Heinemann, 2017).  
 
Digital (online, Internet) marketing assumes various forms. This study focused on those forms that are 
mostly relevant to retailing, namely website marketing, e-commerce, search engine marketing, social 
media marketing, mobile marketing, and digital in-store marketing (Pawar, 2014). The concept of 
omnichannel services are also included. 
 
Website marketing: Offering a website is a very basic method of utilizing the opportunities of the 
Internet. The Internet has a vast capacity for building brands online, and the unique advantage of the 
Internet over conventional media is the opportunity to interact directly with consumers (Davila, 2014). 
Moreover, a website can act as a landing page for various online services linked to it. A website 
represents the starting point and strategic home of basic and advanced services to inform, inspire or 
interact with consumers, to transact products or to offer omnichannel services (Hesse, 2019). A 
website is vital for attracting customers and its design is crucial for success, because the more 
appealing and user-friendly customers find an organisation’s website the more they want to engage 
(De Goede et al., 2011). The responsiveness of a website is defined in terms of the availability of 
feedback to users and response from the website managers. Responsiveness is positively correlated 
with the perceived ease of use of a website (Green and Pearson, 2006). Feedback instruments 
should be included within a website by the web designers to improve the user’s perception of the 
website’s ease of use (Green and Pearson, 2006). Consumer interaction with the brand on a website 
enhances brand knowledge and results in strong relationships with consumers (Christodoulides, 
2009; Jih et al., 2010). Mishra (2016) believes that websites should encompass contact information 
including office hours, telephone number, alternate or after hours contact information and e-mail 
address. In addition to advertising products, services or brands, websites indicate where these can be 
bought (Lindstrom and Andersen, 2010). Websites present a platform for marketers to communicate 
with the general public and with actual and potential customers and provide them with additional 
information (Keller, 2009).  
 
E-commerce: E-commerce has grown rapidly and has become a strategic element for big retailers 
and organisations (Mulpuru et al., 2011). E-commerce involves making use of the Internet to execute 
commercial transactions between businesses and clients (Awa et al., 2015; Nemat, 2011; 
Niranjanamurthy et al., 2013; Stokes, 2013). E-commerce supports business expansion to national 
and international markets; reduces the cost of creating, processing, distributing, retrieving and 
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managing paper-based information by digitising the information; it improves the efficiency and 
processes of the business and enhances customer service (Khan, 2016). However, the disputable 
reliability of online purchasing, insufficient telecommunication bandwidth in some countries, and high 
initial capital outlay are hampering e-commerce (Vadwala and Vadwala, 2017). Nevertheless, 
significant growth in e-commerce and consumer demand for products and services offered online has 
prompted retailers to be more eager to provide products and services on their online platforms 
(Rowley, 2009). Furthermore, the emergence of e-commerce is re-balancing relations among 
businesses, manufacturers, distributers and customers (Choshin and Ghaffari, 2016). Another 
important factor is that e-commerce is vital in the process of economic development because of its 
significant ability to assist small and medium-sized enterprises as well as large enterprises to grow 
and compete globally (Kurnia et al., 2015; Savrul et al., 2014). The importance of the adoption of e-
commerce, particularly by small and medium-sized enterprises, is apparent in the numerous studies 
done on the subject (Awiagah et al., 2015; Ghobakhloo et al., 2011; Rahayu and Day, 2015). The e-
commerce environment is different from the offline one, where the physical storefront and the store 
employees serve as a touch point between the company and its customers. Shoppers enter a 
physical store and can have face-to-face interactions with sales representatives when they need 
product information, service or help; in addition, they can touch and feel the product that they are 
interested in. In the online environment, consumers click into a website where there is typically no 
interaction with salespeople. It is also very difficult for them to touch and feel most products. This 
increases the perceived risk for consumers, as they have to rely on themselves to find the product 
that they are interested in and complete the transaction themselves. Hence, as the primary interface 
between the customer and the retailer, the online shop design plays an important role. Hasan (2016) 
argues that the ability of a traditional store to fulfil consumers’ expectations through the careful design 
of physical, social and aesthetic elements is analogous to a website’s ability to attract and retain 
online consumers through carefully designed website screens and interfaces.  
 
Search engine marketing: The most popular search engine is Google (Tran et al., 2017), which 
produces organic search results that are algorithmically generated (Bar-llan and Levene, 2011). 
Accordingly, search engine optimization of a corporate website significantly contributes to the 
accessibility and discoverability of a retailer’s store or a service provider’s office. When an Internet 
user enters a query, the user receives search results containing both organic links and paid links 
(Yang and Ghose, 2010). Search engine advertising consists of the marketers’ specific selected 
keywords and text ads that appear in the sponsored results returned by the search engines (Rutz and 
Bucklin, 2011). These ads can be targeted and the order in which the ads appear is based on a 
number of factors, including the amount the advertiser is willing to pay for each click, the relevance of 
the ad to the query, and the quality of the page linked to in the ad (Rutz and Bucklin, 2011). If a user 
clicks on a paid link, the user is directed to the advertiser’s landing page, and the advertiser pays the 
search host a fee (cost per click) for directing a potential customer to the business online (Rutz and 
Bucklin, 2011). It is a measurable advertising mechanism that enables businesses to track much more 
accurately how much they are spending and what the (potential) return is (Blake et al., 2015; Rutz et 
al., 2011; Yang and Ghose, 2009). Because nearly a third of mobile searches are related to location, 
such searches provide marketing benefits by increasing foot traffic through more store visits (Lincoln, 
2018). Local search ads may include an option for users to call the business location by using the 
phone number of the featured business. Local search ads link to the business and include location 
page information such as store hours, address, customer reviews, and photos (Lincoln, 2018). In 
several countries, fixed-premise businesses make successful use of Google Maps, an app based on 
geographic navigation, offering costless business presence including the opportunity to provide limited 
information about a store or office, contact information, parking space, visual impressions or opening 
hours (Hesse, 2019). The information on Google Maps may have limited accuracy, and occasionally 
faults in location data may produce an unexpected route (Cipeluch et al., 2010; Papiewski, 2019; 
Rundle et al., 2011; Vandeviver, 2014).  
 
Social media marketing: Social media marketing covers all marketing activities occurring on social 
media platforms, in particular those seeking to create brand awareness and influence consumer 
behavior (Blanchard, 2011). Social media platforms can be classified as instant messengers (e.g., 
WhatsApp, Facebook Messenger), social networks (e.g., Facebook, LinkedIn), micro-blogging (e.g., 
Twitter) and media sharing platforms (e.g., Instagram, YouTube, Snapchat). Building a social media 
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presence for every business is vital because more and more people consult social media for 
inspiration or information before making purchase decisions (Hootsuite, 2019). Starting a social media 
presence invites companies to change the communication cycle between consumers and businesses 
(Dahl, 2015). Consumers have the opportunity to voice their opinions, preferences and complaints. 
The feedback that organisations receive from consumers can assist in improving marketing strategies 
and product offerings (Lund et al., 2018). Besides being utilized for a company or brand presence, 
social media platforms increasingly offer advert campaigns targeted at selected groups (Hesse, 
2019). Although there are drawbacks in social media campaigning, like high volumes of postings, the 
complexity of different platforms and recipients regularly just glimpsing ads, this form of digital 
marketing prevails around the globe as a fixed component of the marketing communication set of 
tools (Carter and Levy, 2012; Hesse, 2019).  
 
Mobile marketing and mobile applications: Across the globe, mobile phones “are evolving from 
simple communication tools into service delivery platforms” (Aker and Mbiti, 2010: 208), enhancing 
economic development in ways beneficial to both consumers and organisations. Mobile marketing, 
covering all marketing activities that build on the usage of mobile devices, has grown significantly and 
is set to continue to grow (Persaud and Azhar, 2012). The popularity of smartphones has led to an 
increase in the development of mobile apps over the last few years. Mobile apps are small computer 
programmes specifically designed and created for smartphones and tablet PCs (Hughes, 2011). 
Through mobile apps on smartphones, users can perform a number of tasks from searching for 
information, to communicating, to shopping and buying. Various large retailers (e.g., Macy’s) offer in-
store apps, for instance for the better navigation and discoverability of goods in a store. Branded apps 
are downloadable as software to a mobile device that prominently displays a brand’s corporate 
design, often via the name of the app, and the appearance of a brand logo or icon throughout the user 
experience (Bellman et al., 2011).  
 
Digital in-store marketing: Retailers and service providers increasingly make use of digital services 
on their premises. Electronic payment options and free Wi-Fi for visitors are services rapidly 
spreading around the globe, and the digitalization of further elements in stores is bound to follow. 
Payment services are a known critical success factor in consumer purchasing behaviour in the e-
commerce environment (Hesse, 2019). Complementing established payment methods used by 
businesses like cash, credit cards or debit cards, online-payment giants such as PayPal are now 
successful in the offline retail environment (Moyo, 2018). In addition to that, “contactless” payments 
facilitated by near-field communication are an emerging method of payment that allows customers to 
do their purchasing using a mobile device while in store (De Kerviler et al., 2016). While pure mobile 
payment services like Snapscan and Zapper are limited to mobile payment, established payment 
players can add such services to their portfolio (Mavundza, 2019; Sidler, 2017; SnapScan, 2019). 
While the development of these services is slower than expected in developed countries due to the 
inertia of consumers and retailers (Hesse, 2019), the development in emerging markets is more 
advanced since consumers are seeking alternatives to carrying cash (Department of Industry, 2018). 
The offering of free Wi-Fi to consumers is seen as a competitive advantage: by satisfying customers’ 
need for Internet access, businesses can secure a segment that values Internet connectivity (Yusop 
et al., 2011). Wi-Fi offered in store can be used to compare prices, but gives retailers so many other 
benefits, for example the tracking of consumer movements, and personalised ads dependant on aisle 
and dwell times in sections of a store (Shen et al., 2018). Digital price tags, also known as electronic 
shelf labels (ESLs), are used by retailers to improve the shopping experience for consumers and may 
also be used in the future to enable price differentiation based on the shopper’s individual 
characteristics. In addition, the functionalities of ESLs will make restocking more efficient by reducing 
the time spent on this task, reduce the risk of human error and cut back on staff costs (Dark, 2018). 
Digital price tags are expensive (Bredenkamp, 2017), though the implementation of digital price tags 
is expected to grow globally at a compounded annual general rate of 23 per cent between 2017 and 
2023 (Arizton, 2018). Various retailers in South Africa, such as Pick n Pay and Spar, have placed 
ESLs in their stores (Simmons, 2017).  
 
Omnichannel services: Although consumers increasingly embrace online channels during the 
various stages in their purchase decision making, services that connect the online and offline worlds 
meet their needs even better (Hesse, 2019). Click-and-collect services combine online purchases with 
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an immediate pick-up opportunity in a brick-and-mortar store or at various locations (Constantine, 
2015). Similarly, retailers – in particular those with various on-site locations – offer same-day or next-
hour delivery by setting up a local delivery service from the store to the customer (Hesse, 2019). For 
targeted purchases, numerous physical store retailers allow consumers to check real-time product 
availability online before travelling to the city. For the provision of services, more and more companies 
offer appointment tools on their websites or in an app, to allow consumers to request or set a time and 
date to meet up and interact, for instance with a hairdresser, physiotherapist or in a nail spa (Wang 
and Fung, 2015). Accordingly, omnichannelling reflects the need for retailers to keep all their channels 
up to date, with their digital appearances linking all their stores to their online platforms, and to be 
accessible on all the touchpoints that customers prefer (Heinemann, 2017; Anon., 2013). 
 

1.2.2 Branding 
 
Brands are a direct consequence of the strategy of market segmentation and product differentiation 
(Keller, 2013). A trusted brand increases expectations, reduces consumer perceptions of risk and 
simplifies decision making (Devasagayam et al., 2010). Brands have been defined in various ways 
(Kapferer, 2004), however, McGhie (2012) defines a brand as “emotional shorthand for accumulated 
or assumed information,” to the extent that “a brand is present when the value of what a product, 
service or personality means to its audience is greater than the value of what it does for that 
audience” (p. 14). 
 
Brand management comprises all the activities involved in the creation, management and termination 
of brands (Burmann et al., 2017). It involves building a promise, satisfying that promise and 
preserving it (Iglesias et al., 2013), in this way contributing to the long-term sustainable competitive 
advantage of a company (Todor, 2014).  
 
Branding is an aspect of brand management focussing on the more operational tasks (Schmidt, 
2015). It usually refers to the management of brand elements (brand name, colour, logo, signs and 
digital signage, packaging), which Keller (2013) defines as “distinct devices that are trademarkable, 
which serve to differentiate and identify the brand” (p. 114).  
 
For marketers it is important that brand elements are cohesive (Malinga, 2010). Brand elements 
create value for the customer because they identify the product source (the manufacturer); reduce the 
risk of post purchase dissonance – functional, time and financial risks (the retailer); reduce search 
costs (consumers learn and evaluate brands through trial and error); signal quality (the brand name, 
for instance, is closely associated with an indication of quality or lack thereof); and serve as a 
symbolic device as consumers use brands to express themselves through association with it 
(Sarantidis, 2012). 
 
In the context of the retail industry, the brand of the retail store (a retailer’s brand, also called a store 
brand) is of highest importance (Redler, 2018). Many retailers sell similar products, meaning that a 
Coca-Cola from Checkers does not taste different from a Coca-Cola from Woolworths. The brand of 
the retail store is one chance for the retailer to differentiate itself from its competitors. Studies have 
shown that retailers who incorporate the idea of the retailer brand in their strategies and behaviours 
are more successful than others (Schmidt et al., 2017). Since they are perceivable within the store, 
the brand elements are the most obvious part of a brand management strategy from the customer’s 
point of view. 
 

1.3 METHODOLOGY 
 
For the study an empirical epistemological perspective and an interpretivist approach was adopted to 
provide an organised process in order to understand social reality (Bhattacharya, 2008). The study 
built on a descriptive approach informed by observations to deductively examine retailers’ digital 
habits and branding practices (Malhotra and Birks, 2007). A cross-country comparison was the driver 
of the data collection process, which started with the selection of two cities in two markets differing in 
their economic development. The study focused on retailers and other companies with physical 
premises located in the city centres of the two cities. By analyzing town in countries at two poles of 
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economic development, the study aims to achieve fresh perspectives (Walk, 1998). Building on the 
comparative analysis, obstacles and potentials of digitalization and branding practices are discussed. 
The analysis concentrates on the observable activities (e.g., offering a Facebook account) and visible 
artefacts (e.g., a brand logo as an outdoor sign) of retailers. In addition, companies in the 
neighbourhood of such retailers were analyzed to cross-validate findings and identify differences from 
and similarities to other types of business.  
 

1.3.1 Research Setting 
 
The study was conducted in the cities of Koblenz (Germany) and Stellenbosch (South Africa). The 
Koblenz population is about 120,000. The city is home of Koblenz-Landau University and Koblenz 
University of Applied Sciences. The densest age range of the population is from 40 to 49 years. From 
a retail perspective, Koblenz offers a well-off clientele with considerable purchasing power and 
ubiquitous access to the Internet (Koblenz Stadtmarketing, 2017). Stellenbosch is an economic hub in 
its area with a population of about 175,000. It is home to Stellenbosch University and is surrounded by 
wine farms. The most prevalent age range is between 20 and 24 years, which can be accredited 
largely to the student population (Western Cape Government, 2015). 
 
In the German market, according to the German Retail Federation, retail is still dominated by in-store 
sales (HDE, 2018). The retail turnover share of e-commerce in 2018 was still below 15%, but growing 
by around 10% per year (HDE, 2018). The ‘brandscape’ in German cities is increasingly dominated by 
global and nationwide retailer brands and manufacturer brands. Local retailers that still exist to a large 
extent, are losing market share and are slowely disappearing (IHK Darmstadt, 2017). The South 
African retail market, on the other hand, was chosen because it is a growing and emerging market 
(Hirsch, 2012). In recent years, international retailer brands like Walmart, Zara and H&M have started 
to open stores in South African cities, and e-commerce has experienced double-digit growth 
(Euromonitor International, 2018). E-commerce may close the gap between international trends and 
local needs (Schmidt et al., 2017). The growth of e-commerce in South Africa is a result of 
international and local businesses targeting the growing middle class in the country, offering 
convenience shopping to South Africa’s fairly young population, with 20 per cent of Internet users 
making use of e-commerce (Global Economic Governance Africa, 2017). Global online giants 
Amazon and Alibaba, as well as medium-size pure-online players like Gumtree.com, Spree.com and 
Onedayonly.com have already entered the South African market (Euromonitor International, 2018).  
 
An overview of the business demographics of the two cities and the companies in the data sample is 
given in Table 1.1. 

 
Table 1.1. Business demographics 

 

 Koblenz Stellenbosch 

All companies  
included in the study 

 

500  

 

433 

Circumstances 

- Streets 

- Pedestrian areas 

- Malls 

 

32% (160) 

53% (265) 

15% (75) 

 

55% (238) 

5% (22) 

40% (173) 

Types of Business 

- Retailer (incl. food retailing) 

- Service Provider 

- Gastronomy (incl. food services) 

 

55% (275) 

21% (90) 

24% (104) 

 

53% (229) 

33% (144) 

14% (61) 

Geographical Footprint 

- Local/regional 

- National 

- International 

 

64% (320) 

18% (90) 

18% (90) 

 

54% (234) 

25% (108) 

20% (87) 
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Describing the research setting, a salient difference in the local circumstances for retailing must be 
mentioned. The cityscape in the center of Koblenz was characterized by pedestrian areas, with 53 per 
cent of the companies analyzed located in these areas, while only 5 per cent of those in Stellenbosch 
were comparably situated; but more stores in Stellenbosch were located in shopping malls than in 
Koblenz (40% as opposed to 15%). The multi-branch ratio and the share of chain stores also differed 
between the two cities. The majority of stores still had local roots, notably in Koblenz, at 64 per cent, 
compared to Stellenbosch at 54 per cent. There was also a comparable landscape of types of 
business within the cities. The majority of businesses were retailers (including food-retailing) in both 
cities (Koblenz 55%, Stellenbosch 53%), besides a significant proportion of service providers 
(Koblenz 21%, Stellenbosch 33%). Twenty-four per cent of businesses in Koblenz and 14 per cent in 
Stellenbosch were classified as gastronomic and food services. 
 
Commensurately, bases of comparison for digital commerce must to be highlighted. While retailers in 
Koblenz enjoyed a well-off clientele spread across the generations, Stellenbosch’s shopping 
community had a younger average age. Although customers in Koblenz had easy access to the 
Internet across the city, large customer groups were still reluctant to use digital services (Hootsuite, 
2019). Conversely, in Stellenbosch the accessibility and bandwidth of the Internet were inferior, while 
the usage by consumers was much more intensive, in particular with regard to the social media 
(Hootsuite, 2019). 
 

1.3.2 Data Collection1 
 
Quantitative and qualitative data were collected from the Internet and from observation in the field. 
The data collection took place during February 2019 (in Stellenbosch, South Africa) and March 2019 
(in Koblenz, Germany). In total, 933 businesses operating from fixed premises within the central 
business districts of Koblenz (500) and Stellenbosch (433) were included in the study. 
 
For assessing the constructs of digital maturity and branding practices, dimensions were distilled from 
the literature review and a previous study (Hesse, 2019). In preparation for data collection, the list of 
dimensions (see Table 1.2) was verified in two pre-tests, one conducted by a researcher in Koblenz, 
and a second conducted by research assistants in Cape Town. 
 
In addition to the verification of the dimensions, scores of 0, 1 or 2 were defined and described to 
indicate digital and branding progress: a score of 0 meant limited progress and a score of 2 advanced 
progress. In the interests of standardized scoring, a document containing relevant guidelines was 
supplied to the field workers in both cities. Scoring of the offline dimensions of the companies was 
supported by a smartphone app to ensure that the data gathering was as error-free as possible. 
 
The identification of observation targets aimed at assembling a comprehensive database representing 
the real local environment. The central business districts of both cities were divided into smaller 
numbered zones. Pairs of fieldworkers selected numbered zones that contained the samples to visit. 
No interviews were conducted, and data was collected through direct personal observation. The 
fieldworkers as observers were neutral bystanders, not involved in altering any behaviour, just 
interpreting and recording what they found. Observational research is characterized by a wide array of 
information, captured systematically, about people’s behaviour, objects and events, and does not 
require the researcher to communicate with those being observed (Haydam et al., 2018). To limit 
subjective scoring, field workers were instructed to resolve ambiguous issues immediately. 
 
The first part of the data collection considered branding activities. The stores were all physically 
visited to collect the data, and all the data was recorded in an app and transferred onto Excel 
spreadsheets. Details of the physical presence of the companies – including name, type, industry, 
footprint and location – were also recorded. The second part of data collection was conducted by desk 
research and focussed on how retailers dealt with digitalization, digital services and the Internet. 
Another Excel spreadsheet was used to assess the dimensions of digital maturity, including website 

                                                           
1Code of Conduct and Ethics: Ethical clearance for the research project was obtained from the University of Technology in 
Cape Town South Africa, which included providing assurances of respect for privacy. 
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marketing, e-commerce and omnichannel services, applications, search engine marketing, and social 
media marketing (see Table 1.2). Again, to limit subjective scoring, field workers were instructed to 
resolve ambiguous issues immediately. 

 
Table 1.2. List of dimensions for data collection 

 
Digital Maturity (desk research online) Branding Practices (fieldwork offline) 
 Website marketing  

o Existence 
o Responsiveness 
o Usability/Design 
o Contact Opportunities 
o Opening Hours 
o E-Mail Newsletter 

 E-Commerce and Omnichannel Services 
o E-Commerce/Delivery 
o Click&reserve/Click&collect 
o Appointment Tool 
o Product Availability Check 

 Applications 
o Brand/Company App 
o Further Smartphone Services 

 Search Engine Marketing 
o Organic Search 
o Paid Search 
o Google Maps 

 Social Media Marketing 
o Facebook Account 
o Instagram Account 
o Any other Account 

 In-store Digital Marketing (field work offline) 
o Payment Services 
o In-store Wi-Fi 
o Digital Price Labels 

 Existence of a (Retailer) Brand 
o Brand Name 
o Brand Logo 
o Brand Colour 

 Outdoor Signage 
o Building Signs 
o Entrance Door 
o Shop Windows 

 In-Store Brand Management Practices 
o Corporate Fashion 
o Store Design (Interior) 
o Packaging 
o Branded Price Tags 

 
1.3.3 Data Analysis 
 
The data, gathered in the two locations, was united and standardized using Excel. After the data was 
prepared and validated for analysis, a first ad-hoc analysis was conducted, followed by discussion 
within the research team, including authors and field workers in both countries. The identification of 
significant characteristics, whether similarities or differences, as well as peculiarities, further drove the 
process of data analysis. 
 
The data was used first to describe and then compare and contrast the businesses’ digital maturity 
and branding practices in the two cities (Walk, 1998). In addition to interpreting the analysis 
qualitatively, Langley’s (1999) quantification strategy was applied (see Tables 1.3 and 1.4). First, a 
total branding score (a possible maximum of 20) and a total digital maturity score (a possible 
maximum of 44) were compiled. Secondly, groups of companies along statistical frequencies in both 
constructs were clustered and their characteristics were listed and labelled (see Table 1.5). Thirdly, a 
cross-country analysis was conducted to identify similarities and differences between the two cities 
(Walk, 1998). Fourthly, using Pivot-tables specific propositions were examined in detail to extract 
findings appropriate to further research or practical implementation. 
 

Additional data focusing on retailers was gathered and analyzed for a better understanding of the 
database. For instance, the number of followers of the social media accounts of companies was used 
to understand and cross-validate the relevance of the companies’ social media marketing. Moreover, 
the brand and corporate websites of national and international retailers were visited with the aim of 
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obtaining a clearer picture of the interplay between corporate activities and the activities of local 
stores and offices.  
 

The data collected and analyzed encompassing retailers (including food retailers) and service 
providers (including food and gastronomy services), whereas the analysis presented in this paper 
concentrates on retailers. Data concerning other types of businesses was gathered and analyzed for 
similarities and differences to cross-validate or even triangulate the findings with regard to retailers’ 
digital habits and branding practices. All in all, the cross-country analysis of retailers’ activities builds 
on observations, conducted online and offline, complemented by further desk research. 
 

1.4 RESULTS 
 

The results of the study offer broad insights into various characteristics of the digitalization and brand 
management practices of retailers in the two cities involved. First, the branding practices of retailers in 
the two cities are evaluated. Secondly, digital engagement is discussed. Thirdly, four stages of digital 
maturity in respect of the retailers are identified. Fourthly, the study homes in on locally-rooted smaller 
retailers. Finally, the interplay of digital maturity and branding practices is examined.  
 

1.4.1 Branding Practices 
 

The study reveals that in both cities companies utilize core branding elements, specifically names, 
logos, colours - and especially by branding buildings and shop windows (see Table 1.3). Surprisingly, 
retailers of any size located in Stellenbosch display these practices to a greater extent than retailers in 
Koblenz, where smaller locally-rooted retailers in particular are less likely to do so. The use of in-store 
branding practices, like corporate fashion, store design, brand price tags and branded packaging, 
could be identified to a lesser extent. Again, in this regard, Stellenbosch companies are empirically 
proven to be more active than Koblenz companies. All in all, in Koblenz 57 per cent of businesses 
have below-average branding practices, while for Stellenbosch the figure is 36 per cent. 
 

1.4.2 Digital Engagement 
 

The existence of a company’s website is an important prerequisite for further digital activities, whether 
e-commerce or search engine marketing. The same is true for social media accounts, which serve as 
a base for social media marketing. Both a website and a social media account are present for 
approximately 75 per cent of the companies in both cities. As might be expected, such companies are 
well represented in organic search engine results. In particular, nearly all the companies in Koblenz 
are displayed as a search result on the first page of Google’s search engine. With regard to Google 
Maps, companies in both cities are easily accessible and most of the companies offer consumer-
relevant information like opening hours, special offers or photos, and this information is widely 
accessed, particularly by students and tourists. Focusing on retailers, again, basic services such as e-
commerce and delivery are widely distributed among Koblenz’s international and national retailers. 
Most, however, do not utilize the more advanced applications that build on these, like appointment 
tools or product availability services (see Table 1.4). Conversely, and perhaps contrary to 
expectations, national and international retailers in Stellenbosch widely offer omnichannel services. 
Overall, in general, locally-rooted smaller retailers are lagging behind with regard to developments in 
digital commerce in both cities. 
 

1.4.3 Stages of Companies’ Digital Maturity 
 

The study found that digital maturity varied on a continuum. To arrive at a rigorous qualitative 
description, the dimensions of digital maturity are summarized in four stages. According to Langley’s 
(1999) quantification strategy, the average score of the companies was calculated to be 16 out of a 
possible maximum of 44 points. This average can be used as an indicator for a city’s retailer digital 
maturity index. The average is exactly the same for both cities involved in this study. Companies with 
a calculated total of between 0 and 11 were grouped in the cluster “Offliners”, between 12 and 22 in 
the cluster “Basic Onliners”, between 23 and 33 in the cluster “Advanced Onliners”, and between 34 
and 44 in the cluster “Digital Forerunners”. Subsequently, the characteristics of digital maturity within 
the clusters are briefly described (see Table 1.5).  



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Retailers’ Branding and Digital Maturity: Empirical Comparison of Selected South African and German Markets 

 
 

 
11 

 

Table 1.3. Branding practices of Koblenz and Stellenbosch retailers 
 

 
 

Koblenz Stellenbosch

All companies (500) All retailers (273) All local retailers (155) All companies (433) All retailers (229) All local retailers (100)

brand name 1,22 1,28 0,99 1,53 1,54 1,28

brand logo 1,17 1,08 0,97 1,45 1,46 1,32

brand colour 1,18 1,16 0,86 1,56 1,55 1,41

building signs 1,49 1,48 1,23 1,57 1,63 1,64

entrance door 1,07 1,08 1,22 0,98 0,84 1,05

shop window 1,19 1,22 1,22 1,01 0,97 0,99

corporate fashion 0,54 0,42 0,23 0,95 0,94 0,49

store design 0,72 0,77 0,4 1,1 1,13 0,82

packaging 0,81 1,11 0,7 0,89 1 0,63

branded price tags 0,55 0,69 0,45 0,85 1 0,79

sum (branding practices) 10 10 8 12 12 10
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Table 1.4. Digital engagement of Koblenz and Stellenbosch retailers 
 

 

Koblenz Stellenbosch

All companies (500) All retailers (273) All local retailers (155) All companies (433) All retailers (229) All local retailers (100)

website existence 1,14 1,14 1,17 1,14 1,08 0,85

website responsiveness 1,79 1,78 1,59 1,38 1,38 1,01

website usability 1,39 1,44 1,24 0,8 0,78 0,56

contact opportunities 1,04 1,07 1,02 0,94 0,89 0,66

opening hours 0,94 0,96 0,93 0,89 0,86 0,69

e-mail newsletter 0,73 1,06 0,47 0,62 0,7 0,36

e-commerce/delivery 0,76 1,6 0,66 0,54 0,54 0,38

click&reserve/click&collect 0,31 0,49 0,23 0,44 0,49 0,25

appointment tool 0,23 0,16 0,12 0,25 0,08 0,03

product availability check 0,34 0,47 0,36 0,67 0,59 0,34

brand/cpompany app 0,17 0,19 0,01 0,36 0,36 0,05

further smartphone services 0,19 0,21 0,13 0,21 0,2 0,05

organic search 1,93 1,9 1,89 1,4 1,38 1,22

paid search 0,28 0,38 0,06 0,37 0,38 0,11

Google maps 1,83 1,83 1,74 1,45 1,46 1,3

facebook 1,15 1,14 0,75 1,14 1,28 0,87

instagram 0,77 0,89 0,45 0,74 0,85 0,37

we chat 0 0 0 0 0 0

any other social media 0,38 0,52 0,1 0,48 0,55 0,27

payment service 1,1 1,27 1,13 1,01 1,12 1,03

in-store wifi 1 1 0 0,29 0,22 0,1

digital price labeling 0,9 0,95 0,92 0,76 0,97 0,7

sum (digital maturity) 16 18 13 16 16 11
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Table 1.5. Characteristics of digital maturity 

 
Offliners 
(0-11) 

Basic Onliners 
(12-22) 

Advanced Onliners 
(23-33) 

Digital Forerunners 
(34-44) 

Stellenbosch: 30% (132) 
Koblenz: 31% (155) 

Stellenbosch: 46% (199) 
Koblenz: 46% (229) 

Stellenbosch: 22% (94) 
Koblenz: 22% (108) 

Stellenbosch: 2% (9) 
Koblenz: 2% (8) 

Frequently observed: 
 Organic search (SEO) 
 Google Maps 
 Payment services 
 
Rarely or not observed: 
 Website marketing (all) 
 E-commerce and omnichannel services (all) 
 Social media marketing (all) 
 Paid search (SEA) 
 Brand/company app 
 Further smartphone services 
 In-store Wi-Fi 

Frequently observed: 
 Website marketing (some) 
 Organic search (SEO) 
 Google Maps 
 Facebook account 
 Payment services 
 
Rarely or not observed: 
 Appointment tool 
 Brand/company app 
 Further smartphone services 
 We Chat Account 
 In-store Wi-Fi 

Frequently observed: 
 Website marketing (all) 
 E-Commerce and omnichannel services 

(some) 
 Organic search (SEO) 
 Google Maps 
 Facebook account 
 Instagram account 
 Other social network accounts 
 Payment services 
 
Rarely or not observed: 
 We Chat Account 

Frequently observed: 
 Website marketing (all) 
 E-Commerce and omnichannel services (all) 
 Organic search (SEO) 
 Paid Search (SEA) 
 Google Maps 
 Facebook account 
 Instagram account 
 Other social network accounts 
 Payment services 
 In-store Wi-Fi 

 
Rarely or not observed: 
 We Chat Account 
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Differences between retailers and other types of business as well as differences based on the 
geographical footprint of companies tend to be levelled out by clustering the companies as indicated 
above. The local peculiarities of Koblenz and Stellenbosch are briefly presented and described in the 
delineation of digital maturity stages that follows. 
 
Offliners: “Offliners”, elsewhere called “digital latecomers” or “digital laggards” (Tiago and Verissimo, 
2014: 705), typically appear in search engine results based on their Google Maps business account. 
Such companies do offer payment opportunities such as credit cards, debit cards and mobile payment 
services to their customers. Of particular note is the non-existence of a website or a social media 
account and, accordingly, any digital service within that stage. The cluster represented 31 per cent of 
the companies in Koblenz and 30 per cent in Stellenbosch. Typically, smaller companies, in particular 
locally-rooted companies, are to be found in this stage. 
 
Basic Onliners: In contrast to the “Offliners”, the group of “Basic Onliners” in addition employ website 
marketing, at least by having a website, and social media marketing, with an account, in most cases, 
on Facebook. This biggest group of companies was of the same proportion (46%) in both cities. Basic 
digital services and applications were prevalent, for instance the companies could easily be found on 
search engines’ and Google Maps’ top results, whereas specific services were only identified in 
scattered instances. 
 
Advanced Onliners: Companies advanced in digital habits can be characterized by their extensive 
application of website and social media marketing. First, companies (notably in Koblenz) started with 
search engine advertising activities. Omnichannel services were observed, albeit of a limited 
character (e.g., an appointment tool offered by service providers and a product availability check 
offered by retailers). Brand or corporate apps and other smartphone services were still not prevalent, 
although some did use these. In both cities around 22 per cent of the companies could be assigned to 
this stage.  
 
Digital Forerunners: Finally, “Digital Forerunners” additionally employ search engine advertising on a 
regular basis and offer free Wi-Fi in most locations. Nearly all digital services and applications were 
scored at an advanced level. Exceptionally, the social network We Chat was employed in a very few 
cases and targeted primarily at Chinese tourists. Only 2 per cent of the companies surveyed in both 
cities qualified as digital forerunners. 
 

1.4.4 Locally-Rooted Retailers Lagging Behind 
 
Retailers’ digital maturity was stronger and varied less than that of other types of business in both 
cities. Nevertheless, when it comes to small, locally-rooted retailers, there was a higher share of 
“Offliners” and a lower share of “Advanced Onliners” in both towns. Accordingly, the computed digital 
maturity index was much lower for small, locally-rooted retailers (see Table 1.6). 

 
Table 1.6. Digital maturity index 

 
 Stellenbosch Koblenz 
All companies 16 16 
Locally-rooted retailers 11 13 
National & international retailers 20 24 

 
Many of the locally-rooted retailers made use of basic digital services and applications like a website 
with company information, a Google Maps account and a social network account on Facebook. 
However, such companies were lagging behind in the implementation of e-commerce and additional 
omnichannel services. Most smaller retailers still hesitated to invest in omnichannel services like a 
product availability check, even if such services will improve customers’ experience and add to their 
existing on-site strength. 
 

In regard to their branding practices, local retailers on the Koblenz database achieved an average of 8 
points (which was much lower than the scores of international and national companies), whereas their 
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counterparts in Stellenbosch scored more (an average of 10,4 points). The basic branding practices 
observed were signposting of the building, the entrance doorway and the shop window. Core brand 
elements like name, logo and colour were utilized rarely in Koblenz and much more often in 
Stellenbosch. Advanced practices like corporate fashion or in-store elements were not employed by 
most of the small retailers in either city.  
 

1.4.5 Similar Tendencies of Digital and Branding Practices 
 
The branding rating model offered a range from 0 to 20. Again, applying Langley’s (1999) 
quantification strategy, the average of the companies was calculated as 10 for Koblenz and 16 for 
Stellenbosch. In Koblenz, 57 per cent of the businesses had below-average branding practices, while 
in Stellenbosch this figure was 36 per cent. Companies in Koblenz, especially non-internationals of 
which there wasw a higher share than in Stellenbosch, were lagging behind in utilizing core branding 
practices and in-store branding opportunities.  
 
The study illustrated that the digital engagement of companies with an international footprint goes 
hand in hand with the level of intensity of branding practices. The reverse applies for locally-rooted 
smaller companies at the other end of the scale, in particular local retailers: according to the 
observational data, such companies were lagging behind in both constructs.  
 

1.5 DISCUSSION 
 
A lot of research on digital commerce and branding practices has an empirical focus on one market 
(e.g., Berghaus and Back, 2016; Schmidt et al., 2017). By assessing the digital maturity and branding 
practices of retailers in two cities in two different countries, and comparing the results, this study offers 
a fresh perspective on the two constructs, construed as a continuum on which the businesses within 
the cities are located. The geographical footprint of companies (whether the businesses were 
considered to be local, national or international) is reported as a clear indicator for both constructs. 
Before this comparative assessment of digital maturity, it might have been assumed that companies in 
the more advanced economy (Koblenz, Germany) would have progressed further along the scales of 
digital maturity and branding practices. Yet it emerged that the opposite is the case. As mentioned 
above, in Koblenz 57 per cent of the businesses had below-average branding practices, while for 
Stellenbosch this figure was 36 per cent. Emerging markets are characterized by a high 
representation of international market entrants (UNDP, 2018). In this instance, the emerging market 
hosts more companies that are non-local (national and international) and feature a higher level of 
maturity in both constructs. Conversely, a large number of long-standing, established family-owned 
retailers were identified in Koblenz, whereas in Stellenbosch there is a greater proportion of 
newcomers. The four stages of digital maturity, as introduced in the study, can be understood as 
stages of transformation. A retailer that has established a business focused on the fixed channel (the 
store in the city) is usually characterized as an “Offliner” as a starting point. The transformation to 
“Digital Forerunner” follows the path of the three stages that ensue. On the other hand, recently-
founded companies as well as international market entrants are characterized by a more advanced 
level of digital maturity, as “Advanced Onliners” or “Digital Forerunners”. Several companies in these 
categories start their business as hybrid (online and offline) as digital-local retailers (Hesse, 2019). On 
the other hand, the extensive presence of long-standing and established family-owned retailers is a 
strong indicator of resistance to digital engagement. 
 

1.5.1 Theoretical Implications 
 
The study offers insight into two different markets and shows how digitalization is shaped in four 
different stages within those markets. By illuminating which dimensions are represented or not, the 
research substantiates the understanding of digital maturity in the case of retailing. It also makes a 
practical contribution towards improving the definition of the term and identifying different classes of 
digital maturity. Digital maturity is described as a process with four stages – a path of digital 
engagement – where different players have different starting or entering points. The study also 
demonstrates the characteristics of emerging markets that lead to an increasing level of digital 
maturity and branding professionalism in comparison to developed markets. The study innovatively 
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indicates how digital maturity and branding practices correlate. Finally, methodologically speaking, the 
study offers an assessment of digital maturity and branding practices that can easily be applied in any 
city. 

 
1.5.2 Practical Implications 
 
In both countries, practitioners – in particular owners of locally-rooted companies – may recognize 
areas for activities to extend (in particular) omnichannel services and in-store branding opportunities. 
For instance, offering free Wi-Fi to visitors should be a priority for most businesses. Most notably, 
long-standing retailers in Koblenz are urged to invest in digitalization beyond a website, Google Maps 
and a social media account, and to extend their commitment to branding, using brand elements in-
store and more generally. On the other hand, Stellenbosch retailers are advised to make more 
effective use of basic services, for example, through search engine optimization and Google Maps 
discoverability. Recognizing that digital engagement can be construed as four stages in a process of 
transformation, as well as contrasting different developments in different markets, may help 
practitioners to initiate changes to enter the next stage. 

 
1.5.3 Limitations 
 
Limiting the assessment and comparison to two cities within two markets renders the study 
comparable to a case study, with its inherent limitations. Case studies offer rich insights and enable 
researchers to reach a deeper understanding of the case as representing a phenomenon. On the 
other hand, case study research is limited in generalizability (Yin, 2011). The selection of two cities in 
the study at hand shows a strong bias and limits the interpretation of the findings to the specific 
circumstances for retailing in the two cities. This limitation provides a springboard for extending the 
research to (a) other similar medium-sized cities in the same markets, and (b) bigger cities (e.g., 
comparing Berlin and Cape Town) or rural areas and (c) including other regions like Southern Asia or 
the US. 

 
A second limitation of the study is the lack of a weighting mechanism for the dimensions of the 
constructs within the assessment. The scales of the dimensions were used unweighted, because 
digitalization as a phenomenon is young, dynamic and unexplored. The importance of the specific 
dimensions of the constructs may vary over time. Nevertheless, there are dimensions with an 
antecedent character (e.g., the existence of a website) which should be considered in future research. 
Moreover, the observations conducted in the study do not extend to any impacts or effects related to 
the constructs. No observation was made of the behaviour of consumers, or of indicators of the 
financial performance of the retailers or other types of business, such as an increase in sales volume. 
The assessment is limited to observation of the appearance of the dimensions of the two constructs 
and scoring the character of a dimension. For instance, a retailer may offer a product-availability-
check for all products available in a brick-and-mortar store. This advanced digital service would be 
awarded two points, whether or not customers are aware of the service, and whether or not the 
investment in such a service has led to an increase in sales.  

 
1.6 CONCLUSION 
 
German and South African consumers increasingly use the Internet to look for product                
information and to purchase online products and services such as flights, books, consumer 
electronics and fashion. Nevertheless, about 25 per cent of German and South African companies in 
the study sample are more or less offline, not offering even basic digital services, while a significant 
number of companies ignore opportunities for branding. The constructs are shown to be 
interconnected, digital engagement is displayed on a continuum and differences between the 
developed and the emerging economy are reported as unexpected. The geographical footprint               
and retailers’ tenure seem to have a significant impact on both constructs. Thus, the company and 
retailer portfolio of the city in a developing market displays more mature digitalization and branding 
practices. 
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ABSTRACT 
 

The aim of this study was to investigate the effect of transformational leadership and leader-member 
exchange (LMX) on innovative behaviour and its components. The study was quantitative in nature 
and used a sample of 559 respondents from eight South African companies. Two main hypotheses 
and ten sub-hypotheses were tested using multiple regression analysis. The results show that both 
transformational leadership and LMX impact positively on innovative behaviour and the associated 
components. LMX was found to have more positive and significant impact on innovative behaviour 
and its components relative to transformational leadership. Furthermore, the results reveal that among 
the components of innovative behaviour, LMX has a greater impact on championing, followed by 
application. In contrast, the results indicate that transformational leadership has a greater positive and 
significant impact on formative investigation, followed by generativity. This study contributes to the 
current literature on leadership and innovation, which is generally limited in emerging countries such 
as South Africa. Recommendations and suggestion for future research are presented. 
 
Keywords: Leadership style; innovative behaviour; innovation; components; South Africa. 
 

2.1 INTRODUCTION 
 
The ability to innovate is a basic strategic goal to gain a competitive advantage (Špaček & Vacík, 
2016). Innovation is an important key for organisations to win the market competition in aspects of 
organisation and culture, to produce excellent products (Dhir & Satpathy, 2016). June and Kheng 
(2014) argue that innovation has become a prerequisite in many knowledge-based economies. 
According to Denti and Hemlin (2012), at least two reasons exist why leadership has been an integral 
part of innovative organisational performance for many decades. Firstly, leaders construct 
environments that favour creativity and innovation. Secondly, in a top-down process, leaders manage 
the strategic innovation goals and activities of their organisations. As such, one important antecedent 
of innovative behaviour is the quality of employees’ relationships with their supervisors, identified in 
the context of the leader-member exchange theory (Schermuly, Meyer & Dämmer, 2013). According 
to the LMX theory, when high-quality relationships exist between subordinates and superiors, 
subordinates will be awarded more resources and freedom in making decisions (June & 
Kheng, 2014). Similarly, transformational leadership focuses on developing human capital, which in 
turn helps in transforming organisations into innovative organisations (Hussain, Talib & Shah, 2014).  
 
Prior studies have demonstrated a positive relationship between leadership styles and employee 
innovative behaviour, with some authors focusing on transformational leadership style (Alsalami et al. 
2014; Mokhber et al. 2015; Manafi & Subramaniam, 2015), while others focussed on LMX (Kheng & 
Mahmood ,2013; June & Kheng, 2014). Although literature (Kleyson & Street, 2001) recognises that 
innovative behaviour is a multi-dimensional construct (i.e. opportunity exploration, generativity, 
formative investigation, championing, and application), a search in two major databases (EBSCOHost 
and ProQuest) covering a wide range of databases, revealed no study that critically and 
systematically examined the relationship between leadership style and employee innovative 
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behaviour by examining employees’ innovative behaviour and the components thereof. The study on 
which this article is based was therefore designed to present a better understanding of the 
relationship between transformational and leader-member exchange (LMX) leadership styles and 
employees’ innovative behaviour and the components thereof, namely, opportunity exploration, 
generativity, formative investigation, championing, and application. This article begins with a brief 
literature review on prior studies that investigated the relationship between leadership styles and 
innovative behaviour. Thereafter, the method used and the analysis are outlined, and the results are 
presented and discussed. The article concludes with an interpretation of the results and implications 
for business leaders. 
 

2.2 LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 
This section begins with a brief definition of each leadership styles and innovative behaviour, followed 
by a review of prior studies that investigated the relationship between transformational and leader-
member exchange leadership styles developed, and innovative behaviour. Thereafter, the main 
hypotheses about the relationship between leadership styles and innovative behaviour are proposed. 
 

2.2.1 Leadership Styles 
 
Transactional leadership and leader-member exchange (LMX): Burns (1978) defines 
transformational leadership as a continuous process by which leaders and followers motivate each 
other to reach higher levels of morality and motivation. In line with Burns’ definition, Bass (1985) 
defines transformational leadership in terms of consequences that occur resulting from the influences 
that transformational leaders have on people. Similarly, Podsakoff, MacKenzie, Moorman and Fetter 
(1990) describe transformation leadership as a leadership style that induces an additional level of 
work performance from individuals. Yukl (2002) describes transformational leadership as a process 
that involves the influencing of people’s way of thinking in line with the values and vision of the 
organisation so that the organisational goals are achieved. In line with other scholars, Krishnan (2005) 
defines transformational leadership as a leader’s ability to motivate and influence followers to achieve 
more than is outlined in their role profiles.  
 
In contrast, the leader-member exchange (LMX) theory describes the role-making processes between 
a leader and each individual subordinate and the exchange relationship that develops over time (Yukl, 
2010: 222). Similarly, Walumbwa, Mayer, Wang, Wang, Workman and Christensen (2010) define 
LMX as the quality of exchange between a supervisor and an employee. Along the same lines, Gu, 
Tang and Tang (2013) define LMX as a social exchange process that reflects a work-related 
relationship between supervisors and subordinates where the quality of the LMX relationship is based 
on mutual trust, liking and respect. Stated differently, LMX is a system of components and their 
relationships which involve both the members of a dyad interdependent patterns of behaviour and 
share the same values (Schrieshem, Castro and Cogliser, 1999). Perhaps it is with this context in 
mind that Graen and Uhl-Bien (1995) argue that the LMX model as it stands describes the 
effectiveness of leadership in building the relationships between dyadic partners in and between 
organisations. In other words, LMX represents the exchange process between leaders and individual 
subordinates.  
 

2.2.2 Innovative Behaviour 
 

Innovative behaviour is behaviour directed towards the initiation and application of new and useful 
ideas, processes, products or procedures within a work role, group or organisation (De Jong & 
Hartog, 2007). Similarly, Janssen (2000) defines innovative work behaviour as the intentional 
creation, introduction and application of new ideas to increase performance within the group or 
organisation. In other words, innovative work behaviour is an employee’s actions directed at the 
generation, application and implementation of novelty ideas, products and processes within the 
organisation (Kheng & Mahmood, 2013; Kleysen & Street, 2001). After reviewing 28 articles, Kleyson 
and Street (2001) discovered the five factors that best categorise behaviour associated with individual 
innovation, namely: opportunity exploration, generativity, formative investigation, championing, and 
application. For the sake of clarity, a brief description of each behaviour follows. 
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 Opportunity exploration refers to the metaphor of travelling extensively through innovation 
opportunities to learn or discover more about them. This includes paying attention to 
opportunities (Greif & Keller, 1990; Van de Ven, 1988; Kanter, 1988), looking for opportunities 
to innovate (Mohr, 1987; Howell & Higgins, 1990; Drucker, 1991), recognising opportunities 
(Roberts, 1997; Kanter, 1988; Angle, 1989), and gathering information about opportunities 
(Damanpour, 1991; Howell & Higgins, 1990).  

 Generativity deals with behaviour directed at generating beneficial change to grow 
organisations, their people, products, processes, and services. This includes generating ideas 
and solutions for identified opportunities (Staw, 1990; Howell & Higgins, 1990; Maute & 
Locander, 1994), generating representations and categories of opportunities (Farr & Ford, 
1990; Ford, 1996), and generating associations and combinations of ideas and information.  

 Formative investigation involves giving form to and fleshing out ideas, solutions, and opinions 
and testing them through investigation. This includes formulating ideas and solutions (Maute & 
Locander, 1994; Roberts, 1997; Amabile, 1988), experimenting with ideas and solutions (Greif 
& Keller, 1990; Kirton, 1976; Amabile, 1988), and evaluating ideas and solutions (Amabile, 
1988; Anderson & King, 1993; Rogers, 1983; Damanpour, 1991). 

 Championing refers to individuals who emerge to bring creative ideas to life. This includes 
mobilising resources (Ford, 1996; Maute & Locander, 1994; Damanpour, 1991), persuading and 
influencing (Howell & Higgins, 1990; Mohr, 1987), pushing and negotiating (Kanter, 1988; Ford, 
1996; Howell & Higgins, 1990), and challenging the risk-taking (Kanter, 1983; Kirton, 1976; 
Amabile, 1983).  

 Application denotes working and making innovations a regular part of usual business. The 
three-basic behaviour of application includes implementation (Rogers, 1983; Zaltman, Duncan 
& Holbek, 1973; West & Farr, 1989), modifying (Rogers, 1983; Roberts, 1997) and routinization 
(Anderson & King, 1993; Rogers, 1983).  

 

2.2.3 Transformational Leadership Style and Innovative Behaviour 
 

Various studies that investigate transformational leadership styles and organisational innovation exist 
(Ho & Fu, 2018; Zuraik & Kelly, 2018; Al Ahmad, Easa & Mostapha, 2019; Ngongo, Ochola, Ndegwa 
& Katuse, 2019). However, very few studies focus on transformational leadership style and innovative 
behaviour (Zhang, Zheng & Darko, 2018; Sethibe & Steyn, 2017).  
 

For instance, Ho and Fu (2018) conducted a study using data collected from Taiwan to investigate the 
nature of the relationship between transformational leadership and organisational innovation. The 
study revealed that transformational leadership style have a positive influence on organisational 
innovation. Similarly, Zuraik and Kelly (2018) investigated the relationship between CEO 
transformational leadership, innovation climate, exploratory and exploitive organisational innovation 
using 215 US-based corporations and found that CEO transformational leadership has a direct 
positively effect on organisational innovation. Using data collected from 211 Top Executives in Kenya, 
Ngongo, Ochola, Ndegwa and Katuse (2019) investigated the components of transformational 
leadership style on the adoption of patient-centred (PC) technology innovation and found that all four 
components of transformational leadership (Idealised Influence, Individual Consideration, Inspirational 
Motivation and Intellectual Stimulation) significantly influenced the adoption of PC technology 
innovation. Zhang, Zheng and Darko (2018), using data gathered from 251 construction industry 
professionals in China, found that transformational leadership could nurture a mutual climate for 
innovation to motivate employees’ innovative behaviour. Likewise, Sethibe and Steyn (2017), using 
data collected from 52 companies in South Africa, investigated the impact of transformational and 
transactional leadership styles on innovative behaviour and found a positive relationship between both 
leadership styles and innovative behaviour, however, not all components of leadership styles were 
effective. The following hypotheses regarding transformational leadership style were proposed. 
 

H1: Transformation leadership style has a positive relationship with innovative behaviour.  
 

Subsequently, the following sub-hypotheses emerged. 
 

H1a: Transformation leadership style has a positive relationship with opportunity exploration.  
H1b: Transformation leadership style has a positive relationship with generativity.  
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H1c: Transformation leadership style has a positive relationship with formative investigation.  
H1d: Transformation leadership style has a positive relationship with championing.  
H1e: Transformation leadership style has a positive relationship with application.  
 
2.2.4 Leader-member Exchange (LMX) Leadership Style and Innovative Behaviour 
 
Based on the literature review, Li, Lin, Wu and Jin (2016) developed and tested a conceptual                 
model to explore the relationship between LMX and employees’ service innovation behaviour using 
data collected from 407 participants in China, Fujian Province. The study found a positive and 
significant relationship between LMX and employees’ service innovation behaviour. Similarly,                  
Park and Jo (2016) explored the factors that affect innovative behaviour in the government                 
sector, particularly examining how proactivity, LMX and climate for innovation affect employee’s 
innovative behaviour. Using data collected from 1011 participants, the study found that proactivity and 
climate for innovation had a positive relationship with employee’s innovative behaviour; LMX had a 
positive relationship with proactivity although it did not have a direct relationship with innovative 
behaviour.  

 
Using data collected from 1221 participants from organisations across various industries in                
Australia, Khalili (2017) conducted a study to empirically determine the influence of LMX                       
on employees’ creativity and innovation. In addition, the study investigated the moderating                       
role of employees’ personal initiative on the associations. The findings revealed a positive                         
and significant relationship between LMX and employees’ creativity and innovation. Also, the                  
findings revealed that employees’ personal initiative moderated the LMX employees’                            
creativity and LMX employees’ innovation relationship. As a result, the following hypotheses were 
proposed. 

 
H2: Leader-member exchange leadership style has a positive relationship with innovative behaviour.  

 
Subsequently, the following sub-hypotheses emerged. 
 
H2a: Leader-member exchange leadership style has a positive relationship with opportunity 
exploration.  
H2b: Leader-member exchange leadership style has a positive relationship with generativity.  
H2c: Leader-member exchange leadership style has a positive relationship with formative 
investigation.  
H2d: Leader-member exchange leadership style has a positive relationship with championing.  
H2e: Leader-member exchange leadership style has a positive relationship with application.  
 
2.3 METHOD 
 
In order to investigate the nature of the relationship between leadership styles and innovative 
behaviour, the study employed a quantitative research design strategy. This section starts by 
describing the sampling and the data-collection method used, followed by a brief description of the 
instruments used to measure leadership styles and innovative behaviour constructs. The section 
concludes with a brief description of how the data were analysed.  

 
2.3.1 Sample and Data Collection 
 
Using 559 questionnaires collected from eight South African companies, the quantitative cross-
sectional research design was adopted. 55.3% of the respondents were male while 44.7% were 
female. 14% of the respondents were from top management, 67.6% from a wide range of middle 
management and professionals (e.g. specialists, skilled technical and academically qualified workers, 
junior management, and supervisors), and 16% were semi-skilled and unskilled workers. The 
respondents were all between 20 and 68 years old with an average of 38.75 (SD = 9.703). 54% 
represented the core business and 46% were from support services.  
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2.3.2 Instruments and Measures  
 
The transformational leadership behaviour inventory (TLI) (Podsakoff et al., 1990), which contains 22 
items, was used and the alpha value was 0.936. For LMX, the seven-item instruments developed by 
Graen & Uhl-Bien (1995) and Schriesheim, Castro and Cogliser (1999) were adopted and the alpha 
value was 0.907. With regard to innovative behaviour and its components, fourteen-item 
questionnaires developed by Kleysen and Street (2001) were used. The overall Cronbach’s Alpha 
coefficient was 0.953 for innovative behaviour. Opportunity exploration, generativity, formative 
investigation, championing, and application revealed an alpha of 0.817 (3 items), 0.830 (2 items), 
0.887 (3 items), 0.864 (3 items) and 0.893 (3 items) respectively.  
 

2.3.3 Data Analysis 
 
The statistics software, IBM SPSS 23.0, was used to perform descriptive statistics, correlations and 
regression analysis. The results of the analysis are presented in the next section. 
 

2.4 ANALYSIS AND RESULTS 
 
To examine the relationship between leadership styles, innovative behaviour and its components, 
correlation and regression analysis was used. This section begins by presenting the results of the 
descriptive statistics and correlation matrix, followed by results of the linear regression analysis.  
  

2.4.1 Descriptive Statistics and Correlation  
 
In total, eight constructs were included in this article. These include two leadership style constructs, 
namely transformational and LMX constructs, and the innovative behaviour construct with its 
components as sub-constructs. Table 2.1 presents the means, standard deviations, Cronbach’s alpha 
and correlation of all constructs included in the study. The constructs are listed by name in the first 
horizontal column and by abbreviation in the first vertical row.  
 

Table 2.1. Means, standard deviations, Cronbach’s alphas and correlations 
 
 Mean SD TFL LMX IB 
Transformational leadership (TFL) 3.5763 0.70238 (0.94) - - 
Leader member exchange (LMX) 3.6681 0.84709 - (0.91) - 
Innovative behaviour (IB) 4.1619 0.90785 0.424** 0.448** (0.95) 
 Opportunity exploration (IB-OP) 4.4008 0.93709 0.341** 0.366** (0.81) 
 Generativity (IB-GE) 4.3710 1.04152 0.352** 0.353** (0.83) 
 Formative investigation (IB-FI) 4.0197 1.06661 0.447** 0.453** (0.89) 
 Championing (IB-CH) 4.0568 1.03738 0.357** 0.397** (0.86) 
 Application (IB-AP) 4.0305 1.05922 0.362** 0.394** (0.89) 

**p < 0.01; *p<0.05; Numbers in brackets represents Cronbach’s alphas 

 
The results presented in Table 2.1 show that both transformational leadership style and LMX are 
significantly and positively related to innovative behaviour. When individual components were 
analysed, the results showed that all components of innovative behaviour were positively influenced 
by both leadership styles, with a greater impact on formative investigation.  
 

2.4.2 Regression Analysis 
 
The output of the regression analysis is presented in Table 2.2. The literature reveals that the 
hypotheses are supported if the standardised beta coefficient has a positive relationship and is 
significant (p-value < 0.05). The results of the regression analysis indicate that all hypotheses tested 
were supported. The results of hypotheses H1 and H2 are presented in model 1 (Table 2.2). H1 
predicted that transformational leadership has a positive and significant effect on innovative 
behaviour. In support of the hypothesis, the beta coefficient for transformational leadership style and 
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innovative behaviour showed a significant positive impact (Beta = 0.245, p < 0.01), indicating that 
there is a strong positive relationship between transformational leadership style and innovative 
behaviour. Similarly, H2 predicted that LMX would have a positive effect on innovative behaviour. The 
hypothesis was supported (Beta = 0.323, p < 0.01). Although both leadership styles impact positively 
on innovative behaviour, the results show that LMX has a greater impact on employees’ innovative 
behaviour relative to transformational leadership.  
 

Table 2.2. Results of linear regression analysis 
 

 Transformational leadership LMX 
Model 1 Model 2 Model 1 Model 2 

Beta t Beta t Beta t Beta t 
Innovative 
behaviour 

0.245** 3.175 - - 0.323** 5.031 - - 

 Opportunity 
exploration  

- - 0.143* 2.295 - - 0.254** 4.062 

 Generativity - - 0.196* 3.132 - - 0.201** 3.210 
 Formative 

investigation 
- - 0.240** 4.042 - - 0.266** 4.490 

 Championing - - 0.123* 1.986 - - 0.302** 4.890 
 Application - - 0.141* 2.286 - - 0.284** 4.597 
R

2
  0.215 0.142 0.215 0.142 

Adjusted R2  0.212 0.139 0.212 0.139 
**p < 0.01; *p<0.05 

 

In model 2 (Table 2.2), the results for 10 sub-hypotheses (H1a, H1b, H1c, H1d, H1e, H2a, H2b, H2c, 
H2d and H2e) are presented. Sub-hypotheses H1a, H1b,H1c,H1d and H1e tested the influence of 
transformational leadership on each component of innovative behaviour, namely, opportunity 
exploration, generativity, formative investigation, championing, and application. Sub-hypotheses H1a, 
H1b,H1c,H1d and H1e are all supported. The results show that transformational leadership has the 
highest influential factor on formative investigation (Beta = 0.240, p < 0.01) followed by generativity 
(Beta = 0.196, p < 0.01).  
 
Similarly, model 2 (Table 2.2) reveals that LMX has a significant and positive influence on each 
component of innovative behaviour, that is, opportunity exploration, generativity, formative 
investigation, championing, and application. Sub-hypotheses H2a, H2b, H2c, H2d and H2e tested the 
influence of LMX on each component of innovative behaviour and all sub-hypotheses were supported. 
Interestingly, the results show that LMX has the highest influential factor on championing (Beta = 
0.302, p < 0.01) followed by applications (Beta = 0.284, p < 0.01).  
 

Overall, the results are not surprising, although LMX revealed more significant positive impact on 
innovative behaviour and its components relative to transformational leadership style. It is also worth 
noting that LMX has the highest influential factor on championing, whereas transformational 
leadership style has the least impact, although positive and significant. Furthermore, the results show 
that transformational leadership style has a greater impact on formative investigation relative to other 
components of innovative behaviour.  
 
2.5 DISCUSSION 
 

Using data collected from eight South African companies, the study investigated the impact of 
transformational leadership style and LMX on innovative behaviours and its components. Consistent 
with prior studies (Ho & Fu, 2018; Zuraik & Kelly, 2018; Al Ahmad, Easa & Mostapha, 2019; Ngongo, 
Ochola, Ndegwa & Katuse, 2019; Li, Lin, Wu & Jin, 2016; Park and Jo, 2016; Khalili, 2017), the 
results reveal that both transformational leadership style and LMX have positive and significant 
influence on innovative behaviour.  
 

Furthermore, the results reveal that overall, LMX has a greater impact on all components of innovative 
behaviour, in comparison to transformation leadership. With regard to each component of innovative 
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behaviour, the results show that LMX has the greatest impact on championing. This suggests that 
leaders who focus on social exchange processes can influence employees to transform creative ideas 
and bring them to life by either mobilising resources or persuading and influencings others to embrace 
risk-taking (Ford, 1996; Maute & Locander, 1994; Damanpour, 1991). 
 
With regard to transformational leadership, the results show that leaders’ ability to motivate and 
influence followers to achieve more than what is outlined, are suitable for fleshing out ideas, solutions, 
and opinions and trying them out through investigations. 
 
2.6 CONCLUSION AND IMPLICATIONS 
 
The conclusion that can be drawn from the afore-mentioned discussion is twofold. Firstly, the results 
suggest that if the aim is to improve innovative behaviour within the organisation, then the leader 
should adopt both transformational and LMX styles of leadership, particularly during the formulation, 
experimentation and evaluation of ideas and solutions (formative investigation). Secondly, if the 
primary aim is to bring creative ideas to life (championing), or working towards making innovations a 
regular part of business as usual (application or execution), then most of the energy should be 
channelled towards the social exchange process that reflects a work-related relationship between 
supervisors and subordinates where the quality of the leadership relationship is based on mutual trust, 
liking and respect (LMX).  
 

2.7 CONTRIBUTION OF THE STUDY 
 
Despite an extensive amount of work having been done on understanding the nature of the 
relationship between leadership styles and innovative behaviour, prior studies often assessed only 
one dimension of innovative behaviour rather than behaviour associated with opportunity exploration, 
generativity, formative investigation, championing and application. Thus, this research contributes to 
the current literature on leadership-innovation, which is generally limited in emerging countries such 
as South Africa.  
 

2.8 LIMITATIONS, RECOMMENDATIONS AND FUTURE RESEARCH 
 
This study has some limitations which should be considered when interpreting the results. This study 
is cross-sectional, and such, does not provide inference on causality. Like many prior studies, the 
study used a self-reporting technique which may be subjected to social desirability bias. Thirdly, this 
study focused only on two leadership styles, namely, transformational leadership style and LMX. 
Therefore, a more comprehensive study that considers other leadership styles such as, transactional 
and ethical leadership styles, is recommended. Furthermore, future studies conducted in South Africa 
should consider including the Ubuntu leadership style, which is more specific to the South African 
context.  
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ABSTRACT 
 

Researchers and brand/marketing managers are keen in Generation Y’s purchasing behaviours since 
it has an impact on customer value and loyalty. A survey was conducted on a sample of 384 tertiary 
students at five Botswana Universities. Confirmatory factor analysis was conducted, while structural 
equation modelling was performed to test the three hypothesised relationship. Findings of the paper 
includes the fact that Black Friday rituals among Generation Y customers in Botswana involve 
commodity exchange, utilitarian insight, hedonic experience, social value gift giving and sharing with a 
view to comprehensively articulate affective, conative and relational desires of Generation Y 
customers that constitute 60% of Botswana’s population. Managers need to appreciate the use of 
narrowcast driven social media to reach out to Generation Y customers by using guerrilla marketing 
and extensive seasonal pre-emptive strategies to reach out to Generation Y customers in Botswana. 
The present study attempts to fill the gap in literature, in the context of cognitive, social and relational 
capital dimensions and provides a telescopic or novel insight into the antecedents of customer value 
perception and customer loyalty among Generation Y customers in Botswana with regard to Black 
Friday rituals, which has not been investigated before.  
 
Keywords: Black Friday; customer value; customer loyalty; Generation Y; cognitive capital. 
 

3.1 INTRODUCTION 
 
This quantitative study explores the impact of Black Friday rituals on customer value and loyalty 
among Generation Y customers in Botswana, underpinned by the stimulus-organism-response 
theory(S-O-R). Black Friday is a day which comes after Thanksgiving in the United States of America 
(USA) which indicates the advent of the traditional holiday season that is associated with a myriad of 
consumer discounts, wherein families come to enjoy the shopping experience (Thomas & Peters, 
2011; Lennon, Kim, Lee & Johnson, 2018). While it is well documented that Black Friday is associated 
with significant benefits to both customers and firms, there is an acute paucity of studies on Black 
Friday shopping (Lennon, et al, 2014; Lennon, Kim, Lee & Johnson, 2018; Thomas & Peters, 2011). 
 
Generation Y refers to those individuals who were born between 1977 and 1994, who could also be 
classified in the age bracket of 25-38 years, constituting 2,5 billion people in the world, which is the 
biggest generation of customers today (Paul, 2001; Solomon, 2015; Tjandra, Maktoba and Ensor, 
2015; Viacom, 2012). These customers are known to have grown up in an era of technology, hence 
they are techno-savvy, and make use of technology in their search for products before making a final 
purchase (Bolton et al, 2013; Ruane, 2014; Runyan, et al, 2013). Literature confirms that brands 
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should appeal to the needs of Generation Y customers if they are to succeed, the majority of 
Generation Y are still in college and have limited access to finance which will have a deterministic 
effect on their purchasing behaviour in future (Tangsupwattana & Liu, 2018). In view of the above, 
Generation Y customers need attention since they lack brand loyalty (Giovannini & Xu, 2015; Little, 
2012), which may affect customer-company relationships.  
 
The cultivation of strong customer-company relationships has been confirmed in literature as the 
critical task for marketers which subsequently results in behaviours associated with customer loyalty 
and firm success (Huang & Cheng, 2016; Palmatier, et al, 2006). While customer experience and its 
intended behavioural outcomes have been studied in other countries through interviews (Trevinal and 
Stenger, 2014) and survey based approaches (Gentile et al, 2007), it is becoming increasingly 
complex to apply some of the evidences from developed countries to developing countries (Izogo & 
Jayawardhena, 2018), hence the motivation for this research which is contextualised in Botswana, a 
developing country.  
 
Several studies have explored the relationship between consumer purchasing decisions and brand 
loyalty in general, such as Oliver (1993;1997) and Kim and Jang (2014) without particularising to the 
Generation Y customers, this gap motivated us to focus on this particular generation of customers. 
Furthermore, other researches such as those conducted by Huang, Chen, Ou, Davison and Hua 
(2017), investigated buyers’ loyalty in relation to Chinese online consumer-to-consumer platforms, 
based on cognitive, structural and relational capital. Literature also confirms that the products which 
are demanded and consumed by Generation Y customers is greatly influenced by their need to gain 
social acceptance among their peers (Grotts and Johnson, 2013; Martin and Turley, 2004). 
 
Customer loyalty has been researched in literature, which has been defined as the positive business 
environment which reflects the performance of the firm (Mubarik, Chandran and Devadason,2016). In 
a study of 111 pharmaceutical firms in Pakistan, Mubarik, Chandran and Devadason (2016) found out 
that relational capital has a great impact on customer loyalty. In the case of behavioural loyalty, 
customers would rely on their suppliers for as long as there are no other options available to them, 
whilst in attitudinal loyalty customers rely on their customers even in situations where alternatives are 
available (Mubarik, Chandran and Devadason, 2016; Vida, Laura, and Vilte, 2010). Customer loyalty 
in the context of Black Friday rituals means that customers would prefer to buy brands of products at 
specific retail outlets during the subsistence of Black Friday shopping. With better understanding of 
young customers, retailers should be able to establish and improve more effective and efficient 
marketing strategies and plans geared towards attracting and gaining more customers as posited by 
Mummalaneni and Meng (2009). 
 
Based on the literature survey we conducted, and the three S-O-R constructs of cognitive capital, 
relational capital and social identification, the following hypotheses were tested in this empirical: 
 
H1: There is a significant and positive relationship that exists between cognitive capital and the 
customer value perception of Generation Y customers participating in Black Friday shopping rituals; 
 
H2: There is a significant and positive relationship that exists between relational capital and the 
customer value perception of Generation Y customers participating in Black Friday shopping rituals; 
and  
 
H3: There is a significant and positive relationship that exists between social identification and         
the customer value perception of Generation Y customers participating in Black Friday shopping 
rituals. 
 
A cursory examination of the preceding relationships and coupled with our findings in Botswana, this 
study offers practical guidelines on how retailers could improve profitability during Black Friday 
promotions resulting in customer loyalty. The paper is organised such that the theoretical framework 
is presented first, followed by the discussion on research methodology. Furthermore, the empirical 
findings, discussion of results and the managerial implications are clearly articulated for the benefit of 
brand managers and marketers in diverse firms. 
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3.2 THEORETICAL FRAMEWORK 
 

3.2.1 Theories Underpinning the Study 
 

The role of emotions has gained the attention of both academics and practitioners as a critical 
element in understanding consumption experiences and behaviour as argued by (Han and Jeong, 
2013). This study seeks to adopt the stimulus-organism-response theory (S-O-R) in the context of 
myriad of stimulus, organism and response perspectives among Generation Y customers in the 
Botswana perspective. The S-O-R theory, as outlined by Wu and Li (2018) posits that, the mediating 
mechanisms of organism translate environmental stimuli into behavioural response of consumer 
behaviour. Theoretically, Chin and Leng (2016) contended that the theory of planned behaviour 
(TPB)/Theory of Reasoned Action (TRA) has been widely used as a social psychology theory by 
many researchers to understand consumers’ behaviour. This study, however, seeks to apply S-O-R 
as theoretical foundations underpinning the nomological web between cognitive capital, relational 
capital, social identification and customer value perception in the context of Black Friday rituals/ 
hedonic/utilitarian dynamics among Generation Y customers in Botswana.  
 

Researchers and practitioners as elucidated by Kwon and Jang (2012) noted that customers’ 
perceptions of the firm and its services have implications on behaviour intent/affective and cognitive 
relationship most especially in the context of Black Friday rituals. The S-O-R paradigm as postulated 
by Hulten (2012) is often used to investigate the interplay between a retail setting, consumer 
behaviour and response. Hulten (2012) further observed that most theoretical frameworks are based 
on Mehrabian and Russell’s (1974) approach/avoidance model of environmental psychology as 
arousal, dominance and pleasure influence consumer behaviour. Thomas and Peters (2011) thus 
concluded that the findings of their study show that Black Friday is a unique consumption ritual that 
blends elements of Black Friday metrics with traditional holiday and shopping rituals. 
 

3.3 THEORETICAL MODEL DEVELOPMENT 
 

3.3.1 Interrelationship of Cognitive Capital and Customer Value Perception 
 
This study provides some important theoretical implications with respect to the nexus of relationship 
between cognitive capital and customer value perception in the context of Black Friday rituals among 
Generation Y customers in Botswana. Lazarevic (2012) thus contends that the era in which a person 
grew up affects their behaviour, attitudes and cognitive capital in relation to customer value perception 
metrics.  
 

According to Izogo and Jayawardhena (2018), the retail sector has undergone and will continue to 
undergo transformation in the coming years. Evans and Cothrel (2014) thus posit that with digital tools 
rapidly redefining the way value is created and delivered, the best way to exploit the burgeoning 
opportunities which online retailing offers is to enhance customer experience. Bolton et al (2014) thus 
contend that recent definitions of shopping experience are explicit about value and have gone further 
to perceive customers as participants in value creation and by implication experience co creation. 
Trevinal and Stenger (2014) thus argue that conceptualization of shopping experience takes into 
consideration not only cognitive and affective elements, but also utilitarian and hedonic experiences in 
customer to customer interactions/business to customer dynamics as well. Izogo and Jayawardhena 
(2018) thus posit that some of the influential theories of consumer behaviour include TRA, its 
successor, Theory of Planned Behaviour (TPB) and Technology Acceptance Model (TAM). They 
further noted that the first two theories contend that customers’ attitude toward an episode is a 
function of customers’ beliefs or rational cognitive assessment of the episode. They noted that TAM is 
aligned with S-O-R framework as the two theories fit into belief attitude intention framework (BAI) 
proposed by Froehle and Roth (2004). Based on the aforementioned, we thus hypothesize that: 
 

H1: Cognitive capital is significantly and positively related to customer value perception. 
 

3.3.2 Interrelationship of Relational Capital and Customer Value Perception 
 

According to Jones and Taylor (2012), social capital can exist at structural, relational and cognitive 
levels. Thomas and Peters (2011) further noted that, rituals are important to consumers’ holiday 
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celebrations and shopping behaviour as they utilize consumption rituals to construct individual, social 
and collective identities on daily basis. Few studies, most especially in the emerging economy context 
have examined consumer shopping rituals in the context of relational capital/customer value 
perception with respect to Black Friday rituals. Rintamaki, Kanto, Kunsela and Spence (2006) thus 
posit that creating and delivering customer value is a precondition for retailers to survive in today’s 
competitive marketplace. They further noted that many shoppers, most especially Generation Y 
customers are looking for more than simply fair prices and convenience which are the cornerstone of 
utilitarian value. Based on the aforementioned coupled with the unique needs of Generation Y 
customers, retailers need a telescopic insight into the myriad of hedonic and social shopping motives 
or attributes as regards Generation Y customers and Black Friday rituals in Botswana. Ballantine et al 
(2010) thus posit that atmospheric cues/sensory stimuli are significant for hedonic cues/sensory 
stimuli which are significant for hedonic experience in terms of attractive and facilitating stimuli. 
Mubarik, Chandran and Devadason (2016) concluded that the dimensions of relational capital include 
satisfaction, trust and commitment. According to Izogo and Jayawardhena (2018), drawing on the S-
O-R framework, relational experience can be elicited through cues like photographs, speech texts, 
personalized greetings, human audios and videos. Therefore, it is hypothesized that: 
 
H2: Relational capital significantly and positively related to customer value perception. 
 
3.3.3 Interrelationship of Social Identification and Customer Value Perception 
 
According to Ferrarini et al (2010), the individual dimension in the context of social identification 
addresses the experiences, feelings and emotions a certain brand or product provides to the 
customer. However, the extent to which social identification is implicated with respect to Generation Y 
customers as regards as regards intrinsically pleasing properties a consumer perceives, personal 
enjoyment/hedonic experiences acquired in the context of Black Friday among Generation Y 
customers is not known. Based on the assertion espoused above, this study seeks to investigate the 
nomological web between social identification and customer value perception for Black Friday rituals 
among Generation Y customers in Botswana. Bolton, Parasuraman, Ankie, Nanne, Gruber, Yuliya 
and Solnet (2013) contend that Generation Y customers actively contribute, share and search for 
content on social media platforms as the social media use indicates harbinger of how the platform will 
be used in the future. Bolton et al (2013) thus concluded that Generation Y social media use, rituals 
engagement affects identity formation, their expectations regarding service, habits formation, 
brand/firm’s engagement, participation in value cocreation, brand loyalty, purchase behaviour/lifetime 
value/value of the firm.  
 
The assertion espoused above thus resonates with the need to investigate the extent of Generation Y 
involvement in Black Friday rituals with theoretical/managerial implications on social identification and 
customer value perception. Tangsupwattana and Liu (2017) thus posit that in this era of marketing, 
focus only on product function value seems not to gain an advantage in fierce competition as symbolic 
consumption is prevalent in social life. Eastman and Liu (2012) and Lazarevic (2012) concluded that it 
is not surprising why Generation Y customers seem to be driven by status seeking consumption than 
those of previous generations as they believe that purchased goods elicit wealth and prosperity. 
 
Based on the aforementioned, we thus hypothesize that: 
 
H3: Social identification is significantly and positively related to customer value perception. 
 

3.4 METHODOLOGY 
 

3.4.1 Data Collection 
 

Data collection was undertaken between May 2019 and September 2019. In order to test the 
hypotheses for this study, we conducted a quantitative study on a sample of 384 tertiary students in 
Botswana using simple random sampling method, from five tertiary institutions. We settled for a 
sample size of 384 since the population of the students was not known, so we were guided by Krejcie 
and Morgan (1970) who posited that for a population of 1000 000, the appropriate sample size should 
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be 384. Simple random sampling method was appropriate for this study since we wanted to ensure 
that all the respondents had an equal chance of participating in the research. We also made sure that 
we included two screening questions, the first one being, “What is your age group?” which was meant 
to confirm that respondents were indeed part of Generation Y customers. The second screening 
question was: “Have you participated in Black Friday rituals and shopping in the previous years, prior 
to 2019?” Respondents who did not meet the two criteria exited from the research and were excluded 
from progressing with the research. 
 
Data were solicited from respondents located in Gaborone, Botswana’s capital city; Francistown; and 
Palapye in order to achieve generalisation of the findings. In this regard, we then developed a 
structured questionnaire which had all the twenty measurement scale items of the research variables. 
Respondents indicated their level of agreement on a five-point Likert scale (1= “Strongly disagree” to 
5= “Strongly agree”). The questionnaire was pilot tested for the purpose of ensuring content validity 
and technical correctness among a group of twenty final year students at one tertiary institution in 
Gaborone since this is where most of the students were located. Based on the feedback that we got, 
we then made minor adjustments to the wording of the questionnaire to enhance its clarity and 
simplicity, and ultimately, we administered 525 questionnaires on a full scale. 391 questionnaires 
were fully completed and returned for further statistical analysis, representing a 74.47% response 
rate, which can be deemed satisfactory for data analysis. 
 

3.4.2 Empirical Findings 
 
3.4.2.1 Profile of respondents 
 
Respondents are between the age range of 18-35 years. 95.4% of the sampled respondents are 
within the age range of 18-24 years, while 4.6% are within 25-29 years of age. Furthermore, 39.9% of 
the respondents are male, while 60.1% of the respondents are female.  
 
3.4.2.2 Measurement model assessment 
 
Confirmatory factor analysis was conducted on twenty scale items using Amos 23, with a view to 
explicating psychometric proficiency of the 4 constructs model. Goodness of fit measures meet 
minimum threshold as contended by Hair, Black, Babin and Anderson (2014). Goodness of fit 
measures are all within the limit of 0.9 and Root Mean Square Error of Approximation (RMSEA) is 
below a value of 0.08 as noted in extant literature as indicated in Table 3.1. 
 

Table 3.1. Measures of Goodness of fit (Measurement Model) 

 
CMIN DF P CMIN/DF NFI RFI IFI TLI CFI RMSEA 
331.12 108 0.00 3.07 0.89 0.92 0.91 0.88 0.96 0.032 

 
Psychometric dimensions of the 20 items used to measure the 4 constructs of the study were 
evaluated as shown in Table 3.2. The factor loadings, variances explained, mean (M) and Standard 
deviation (SD) lend credence to the regularity of the items measuring the construct. 

 
3.4.2.3 Convergent validity, discriminant validity and composite trait reliability 

 
Convergent validity, discriminant validity and composite trait reliability of the constructs were 
determined as shown in Table 3.3. Convergent validity was evaluated by determining whether AVE for 
each construct is above 0.5 as postulated by Hair et al (2014). AVE for all the 4 constructs exceed 0.5 
and range between 0.675 and 0.840 which explicates convergent validity. Discriminant validity was 
evaluated by determining if AVEs of the constructs exceed corresponding inter-item correlations. As 
shown in Table 3.3, the inter-item correlation values range between 0.317-0.562 well below the lowest 
AVE value of 0.657. Finally, the composite trait reliability was evaluated, and it is evident in Table 3.3 
that the reliabilities exceed the threshold of 0.7, ranging between 0.720 to 0.894. Composite Reliability 
could thus be confirmed. In addition, multicollinearity precepts were also not violated as tolerance 
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values are less than 1 and Variance Inflation Factor values are greater than 1 as established in extant 
literature. 
 

Table 3.2. Factor Loadings, variance explained, means (M) and standard deviation (SD) 
 
Construct Item Factor 

loading 
Variance 
explained 

M SD 

CC X1 0.944 0.83 3.53 1.28 
X2 0.936 0.76 3.56 1.22 
X3 0.798 0.62 3.61 1.09 

RC X4 0.858 0.81 3.87 1.04 
X5 0.477 0.64 3.15 0.99 
X6 0.825 0.57 3.40 1.14 
X7 0.771 0.82 3.64 1.04 
X8 0.821 0.73 3.42 1.29 
X9 0.752 0.68 3.27 1.34 

SID X10 0.796 0.72 2.96 1.11 
 X11 0.892 0.81 2.91 1.30 

X12 0.767 0.74 3.11 1.23 
X13 0.826 0.83 3.12 1.27 

CVP X14 0.743 0.71 4.18 1.05 
X15 0.781 0.69 3.72 0.837 
X16 0.900 0.82 3.80 0.850 
X17 0.915 0.86 3.43 0.908 
X18 0.771 0.73 3.36 0.886 
X19 0.943 0.87 3.28 1.034 
X20 0.828 0.81 2.92 1.12 

 
Table 3.3. Average variance extracted, squared inter construct correlations and composite trait 

reliability 
 
Variables CC RC SID CVP 
CC 0.801*    
RC 0.472 0.751*   
SID 0.562 0.363 0.675*  
CVP 0.512 0.317 0.467 0.840* 
Composite Trait 
Reliability 

0.876 0.720 0.838 0.894 

*AVE reflected diagonally and squared correlations below AVE 

 
3.4.2.4 Structural model assessment 
 
The goodness of fit measures was evaluated as shown in Table 3.4. The fit measures were found to 
be in the range of 0.9 threshold and the RMSEA is below the 0.08 threshold as contended in extant 
literature. 
 

Table 3.4. Measures for Goodness of fit (Structural Model) 
 
CMIN DF P CMIN/DF NFI RFI IFI TLI CFI RMSEA 
298.12 109.11 0.00 2.73 0.93 0.89 0.91 0.88 0.94 0.043 

 
Table 3.5. Summary of findings 

 
H1 CC/CVP Supported 
H2 RC/CVP Supported 
H3 SID/CVP Supported 
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As shown in Table 3.5, hypotheses H1, H2 and H3 are all supported in this empirical study. 
 

3.5 DISCUSSION 
 
The study investigated the effect of cognitive capital, relational capital and social identification 
experiences of Generation Y customers in Black Friday rituals in Botswana on their customer value 
perception. The findings of this study are supported by Structural Equation modelling which was 
conducted to explicate convergent/discriminant validity of the hypothesized relationship. Rintamaki, 
Kanto, Kumsela and Spence (2006) posit that the drivers of customer value encompasses hedonic 
and social aspects of consumption. They further noted that hedonic and social dimensions of 
customer value are seen as meaningful and vital aspects or softer aspects of shopping that 
complement the traditional utilitarian perspective. Hence, the motivation of this study is to discern 
experiences on customer value perception among Generation Y customers with respect to Black 
Friday rituals. Furthermore, Harrison et al (2010) noted that Black Friday is a cultural spectacle that 
contain elements of organisational rituals such as roles, rules and shopping strategies. This study 
thus set the tone for hypothesized relationship between cognitive capital, relational capital, social 
identification and customer value perception based on relationship rather than transactional 
engagement.  
 
Furthermore, Klaus (2013) and Compean et al (2016) as well as Izogo and Jayawardhena (2018) 
contend that extant literature not only supports relational experience and shopping enjoyment, but 
also customer to customer interaction and business to customer interaction are critical drivers of 
customer value perception. This study in Botswana thus explicates the nexus of relationship between 
cognitive experience, relational engagement, social affiliation and value cocreation in Black Friday 
rituals. Finally, it can be concluded that Black Friday rituals among Generation Y customers in 
Botswana involve commodity exchange, utilitarian insight, hedonic experience, social value gift giving 
and sharing with a view to comprehensively articulating affective, conative and relational desires of 
Generation Y customers that constitute 60% of Botswana’s population. The result of this study thus 
provides interesting insights and explicates specificity as regards hedonic, utilitarian and social 
aspirations of Generation Y customers in Botswana. 
 

3.6 MANAGERIAL IMPLICATIONS 
 
The results of the study clearly explicate the importance of the myriad of relationships between 
cognitive, social and relational dynamics on customer value perception of Generation Y customers in 
Black Friday rituals in Botswana. Taylor (2012), supported by Bolton et al (2013) further noted that 
Generation Y customers who are digital natives rely heavily on technology for entertainment, 
interpersonal interactions and emotional regulation which is further corroborated by Savage et al 
(2011). Based on the aforementioned, service firms should adopt service guarantees and develop 
effective recovery strategies that drive value creation, atmospheric affiliation to the Generation Y 
customers in Botswana. 
 
Firstly, marketing/brand managers need to identify the multisensory fantasy and emotive aspects of 
Generation Y customers experience in order to comprehensively articulate strategic identification, 
cognitive, relational and customer value perception metrics for buyer behaviour process. Based on the 
foregoing, managers need to understand/articulate the myriad of relationships between benefit, 
convenience and value dimensions in order to discern a target driven strategy for Generation Y 
customers. Secondly, managers need to appreciate the use of narrowcast driven social media to 
reach out to Generation Y customers by using guerrilla marketing and extensive seasonal pre-emptive 
strategies to reach out to Generation Y customers in Botswana. Thirdly, brand managers could use 
the concept of customer value as a managerial tool in planning, advertising, promotions, 
segmentation strategies and managing store atmospherics in staging integrated or more 
comprehensive and memorable shopping experiences. In conclusion, Generation Y customers are 
already changing the marketplace and society as corroborated by Bolton et al (2013) and brand 
managers must recognise the cognitive, social and relational shifts of the target market in order to 
drive value creation. 
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3.7 CONCLUSIONS 
 
The extent to which the bundles of attributes are meaningful in the context of perceived benefits or 
sacrifices depends on customers’ subjective goals and purposes. Six dimensions of hedonic shopping 
as noted in extant literature which include adventure, gratification, role, value, social and idea 
shopping set the premise for the nomological web between relational, cognitive and social 
identification on customer value perception among Generation Y customers. The functional and 
product centric thinking of the utilitarian perspective also has an implication on buyer behaviour 
process. The present study thus attempts to fill the gap in the context of cognitive, social and 
relational dimensions and provides a telescopic or novel insight into the antecedents of customer 
value perception and customer loyalty among Generation Y customers in Botswana regarding Black 
Friday rituals.  
 
This study is constrained by limitations that offer opportunity for future research as the sample of the 
study comprised only Generation Y customers. While the study indicates strength in terms of internal 
psychometric nomenclature, caution must be taken when extrapolating the findings to other consumer 
segments. Future research can also deploy qualitative research methods to explore other attributes or 
complement the findings of the study. Other constructs of emotional dynamics could also be 
incorporated in order to explicate more intense insights into the cognitive, relational and social 
dynamics. The use of questionnaires and statistical tools of analysis is often criticized when studying 
experiential and symbolic aspects of consumption. The conceptualization of some constructs could 
benefit more through the adoption of qualitative methods such as in-depth interviews/ narrative 
analysis in future research. 
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ABSTRACT 
 

Airport services are of critical importance to the economy of many regions globally as airports can 
influence employment, tax base and gross domestic profit (GDP) within these regions. The Port 
Elizabeth International Airport (PEIA) contributes 0.1% to the regional GDP (R236 million) and 
employs about 418 people, with an overall income contribution of R74 million to the employment 
sector. The primary aim of this paper is to establish empirically which service quality dimensions 
influence customer satisfaction at PEIA. A quantitative research paradigm was utilised whereby a 
structured self-administered questionnaire was conducted amongst 203 domestic and international 
tourists. One set of hypotheses was constructed based on an extensive literature review. Data was 
firstly analysed using descriptive statistics. Pearson product-moment correlation coefficients were 
utilised to measure the relationship between the service quality dimensions and customer satisfaction. 
Regression analysis was employed to determine which of the hypotheses are supported or rejected 
based on the findings of the questionnaire. Pearson product-moment correlation coefficients 
presented 8 strong, 15 moderate and 5 weak correlations amongst the dependent- and independent 
variables. Four statistically significant relationships were found between the service quality 
dimensions (tangibility, assurance, empathy and convenience) and customer satisfaction.  
 
Keywords: Service quality; service quality dimensions; customer satisfaction; airports. 
 

4.1 INTRODUCTION AND PROBLEM STATEMENT  
 
Airports are of critical importance to the economy of many regions globally, as airports can contribute 
towards employment, tax base and gross domestic profit (GDP) within these regions (Luke 2010:122). 
PEIA contributes 0.1% towards the regional GDP (R236 million) and employs about 418 people, with 
an overall income contribution of R74 million to the employment sector. The PEIA handles over 1.2 
million passengers annually and over 60 000 scheduled flights (Rnews 2018:1). Airports Company 
South Africa signed a memorandum of understanding in 2018 with Nelson Mandela Bay Municipality 
(NMBM) and Nelson Mandela Bay Tourism (NMBT) to increase air service connectivity between 
national gateways and NMBM through the PEIA (Daniels 2018:1). The airport is considered an 
international airport as it meets all the requirements and provides all the services that international 
airports are required to provide. It is therefore important that the PEIA ensures that customers are 
satisfied with the services that it provides.  
 
The importance of customer satisfaction cannot be overstated as the customer satisfaction levels 
provided by the airport are key in the airport management’s understanding of their customers, and 
designing an appropriate marketing strategy (Park & Jung 2012:353). Customer satisfaction has an 
influence on both the airport and the airlines (Gheorghe, Sebea & Stoenescu 2016:89). Customer 
satisfaction has a strong influence on the tourism industry as it affects the decision of the tourist 
regarding the tourism destination. The airport represents a passenger’s first point of contact with the 
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foreign country and hence plays a vital role in the passenger’s (who also is a customer) view of the 
tourism destination. 
 
Airports face an enormous challenge in addressing the needs of customers as a result of the 
customers’ diverse cultures and country of origin. Each customer may have a very different view or 
opinion of the service quality at an airport depending on their country of origin (Gheorghe et al., 
2016:92). For customer satisfaction to be ameliorated and improved upon, it is necessary that the 
complex nature of airport services is understood. This will help to determine the quality attributes to be 
improved upon and clarify the factors that lead to the customers’ satisfaction (Gheorghe et al., 
2016:92). 
 
According to Ali, Kim and Ryu (2016:214), a critical determinant of customer retention and positive 
responses by the customers is the physical environment of the service industry. Hence, despite the 
different services provided by airports, the main purpose of these services is not focused on 
customers but rather on the airports themselves. Airports, in general, do not measure the needs of the 
customers but rather their service performance. Studies have been conducted on service 
performance but not on the perceptions and needs of customers (Abourefaei, Mohamed & Akhras 
2015:1). Various researchers (Fodness & Murray 2007:494; Adeniran & Binuyo 2016:128) observe 
that there exists limited information or results on the view customers have with regard to the service 
quality at the airports. 
 
The latter has influenced the formulation of the problem statement of this research as there is little 
known about the influence of service quality dimensions on customer satisfaction at airports, 
especially the PEIA. This led to the problem in question: What are the influences of service quality 
dimensions on customer satisfaction at the PEIA? 
 

4.2 OBJECTIVES OF THE STUDY  
 
The primary objective of this paper is to identify which of the service quality dimensions has an 
influence on customer satisfaction at the PEIA. In order to achieve the primary objectives of this 
paper, the following secondary objectives have been formulated: 
 
 To undertake a theoretical investigation into the influence of service quality dimensions and 

customer satisfaction. 
 To source primary data from a pre-determined sample of customers who have visited the PEIA 

and to analyse the data statistically; 
 To test the proposed hypotheses model; and 
 To provide conclusions and recommendations based on the finding of this research, which 

could assist the PEIA in ultimately improving their service quality by adopting the appropriate 
customer satisfaction model. 

 
In the following section, a brief literature overview of service quality and customer satisfaction follows. 
 
4.3 LITERATURE REVIEW  
 
The first sub-section outlines services quality and is followed by a literature overview of the service 
quality dimensions that may influence customer satisfaction at PEIA. 
 

4.3.1 Service Quality  
 
Service quality refers to a customer’s mental analysis of a service provided to him or her (Metwally 
2013:300; Park & Jung 2012:352). Service quality is a continuously investigated topic under the 
service marketing field and has drawn the attention of researchers as it influences customer 
satisfaction (Bhatt & Bhanawat 2016:28). As a result of the increase in customer awareness regarding 
service quality, organisations should focus on increasing the standard requirements of their services 
(Nyajeka 2016:33). Kratudnak and Tippayawong (2018:1774) state that the service quality of an 
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airport has direct and indirect influences, direct influences on the organisation’s productivity and 
profitability, and indirect influences on the tourism industry and other related organisations. Pandey 
(2016:242) states that determining the service quality of an airport can help the organisation in its 
efforts to cater for the particular needs of its customers. The seven service quality dimensions and 
how they can be measured in an airport will be elaborated on below. These dimensions as identified 
by Tait and Roberts-Lombard (2018:59) are tangibility, reliability, responsiveness, assurance, 
empathy, complaint-handling and convenience. 
 
4.3.1.1 Tangibility 
 
Tangibility refers to how well an organisation maintains its buildings, equipment and communication 
tools, and its ability to provide an appropriate appearance of personnel (Berndt & Tait 2014:57). 
Customers expect the facilities and equipment of companies to be modern-looking, and their 
employees to be neat and presentable (McCollin, Ograjensek, Gob & Ahlemyer-Stubbed 2011:72). 
The condition of an organisation’s surroundings provides customers with tangible evidence of what 
level of service to expect. This dimension of assessment can also influence the behaviour of other 
customers (Adeoye & Lawanson 2012:16). According to Subha and Archana (2013:30), tangibility 
within an airport setting can be defined as the outward appearance of the airport’s structure, 
equipment, employees, and printed materials. 
 
Researchers have found that the tangible surroundings of a building have a definite influence on 
customer contentment and allegiance (Lam, Chan, Fong & Lo 2011:320). Stylish decor, pleasant 
conditions and spacious layout in lavish restaurants were confirmed to have a positive influence on 
eliciting optimistic customer emotions (Hyun & Kang 2014:65). Therefore, due to the significant effect 
that the tangible environment has on customers, steps should continuously be taken to improve it 
(Moon, Yoon & Han 2015:194). 
 
4.3.1.2 Reliability  
 
According to Berndt and Tait (2014:56), reliability is the ability to provide services to customers that 
are accurate and dependable, and focus on delivering the promised service quality standards that the 
organisation has made. Reliable service is expected by customers every time they interact with an 
employee and this means that the services a customer receives should be executed in a timely 
manner, in the same way, and consistently, with no mistakes or errors (Adeoye & Lawanson 
2012:16). If an organisation is unsuccessful in delivering the key services that customers expect to 
receive, customers will come to the conclusion that the firm is unreliable (Berndt & Tait 2014:56). 
 
Like most service sectors, airports are expected to deliver high-quality service. The first and last point 
of contact for a tourist or any other visitor to a country is an airport (Arif, Gupta & Williams 2013:364). 
Therefore, services delivered at an airport should be done efficiently to lower travel time and to make 
shopping and leisure time more enjoyable in the commercial areas (Martin-Cejas 2006:60). 
Customers desire airports to provide essential services, for example bathrooms, concessions and 
places to eat. They also expect them to be well-organised with clear directions (Smahel 2017:34). 
Every airport has a unique feel to it, even though it provides the same fundamental services to 
customers such as check-in, security as well as border protection. Customers might experience small 
but noteworthy variations that might surprise them (Smahel 2017:34). 
 
4.3.1.3 Responsiveness  
 
The willingness or eagerness of employees to provide high quality service without delay is known as 
responsiveness (Berndt & Tait 2014:57). Customers expect to receive quick and efficient service from 
employees who are willing to attend to their specific needs (McCollin et al. 2011:72). Keeping 
customers waiting for long periods of time without providing a legitimate reason can give clients the 
impression that the firm does not care about service quality (Adeoye et al. 2012:16). Subha et al. 
(2013:30) state that responsiveness, which relates to performance standards, is the quality with which 
processes are carried out. Regarding the airport sector, the recognition of this dimension seems 
acceptable as customers want to avoid problems during their travels or when boarding and 
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disembarking. Customers want to receive a service without problems, performed at high levels, 
properly, and punctually (Subha et al. 2013:30). 
 
In research conducted by Abdallah, Mohamed and Mekawy (2007:291), the researchers discovered 
that responsiveness was one of the most vital service quality dimensions. They further state that the 
ability of the employees to understand the specific needs of their customers, provide services 
instantly, and handle the baggage of customers, is deemed to be very important to them. Alhkami and 
Alarussi (2016:119) state that responsiveness is an important dimension of service quality. They 
define responsiveness as an employee’s willingness to assist customers, to answer these customers’ 
pressing needs, and inform them when services will be rendered. Thus, responsiveness is the ability 
of the organisation to respond swiftly to defects or problems in the service it provides and indicates 
the importance of providing quality services. 
 
4.3.1.4 Assurance 
 
Assurance is described by Berndt and Tait (2014:57) as the ability of an employee to convey 
trustworthiness, believability, honesty and confidence. It also refers to the knowledge that employees 
possess and the courtesy they show to clients. According to Adeoye and Lawanson (2012:16), the 
assurance dimension is related to the ability of an employee to carry out the service, to the courtesy 
and respect showed to the customer, to their ability to communicate effectively when dealing with 
customers, and to the attitude of the employee towards the customer. Customers anticipate that 
employees will answer all their questions professionally and that they will be treated courteously 
(McCollin et al. 2011:72).  
 
From the perspective of the airport, Subha and Archana (2013:30) define assurance as the quality of 
social communication between customers and the airport service provider. Wiredja, Popovic and 
Blackler (2019:492) argue that customers enjoy a better travelling experience when airport services 
meet or surpass their expectations. Thus, customers expect employees to be capable, helpful, and 
respectful, to understand their desires, and to provide clear and understandable information (Liou, 
Tang, Yeh & Tsai 2011:13792). Even though airports are becoming more technologically advanced, 
the emergence of this dimension shows that personal interaction still needs to be given more attention 
(Subha & Archana 2013:30). According to Sachdev and Verma (2004:45), assurance is one of the 
most significant factors of service quality. Subha and Archana (2013:32) provide similar findings 
stating that both assurance and empathy are the primary drivers of customer satisfaction and that 
employees, especially contact personnel, have the most influence on this very important service 
quality dimension. 
 
4.3.1.5 Empathy  
 
Empathy can be seen as the management’s analysis of what its customers require and then making 
these services available to them (Alhkami & Alarussi 2016:120). Alhkami and Alarussi (2016:120) 
further state that empathy also entails the employees of the organisation knowing exactly what their 
customers require. Sulankey and Kazimoto (2017:9) pose that empathy at the airport can be 
measured by the following: the employees’ ability to provide assistance through advice to the 
customers regarding their specific needs; the airport being able to accommodate the needs and wants 
of all their customers through their services; the employees’ understanding what specific needs the 
customers demand; and the customers being considered the major priority of the workers, thus 
requiring their exclusive attention. Adeniran and Fadare (2018:5) focus on the services that can be 
used to measure the airport employees’ level of empathy. These include the cleanliness of the airport 
facilities and its products, the availability of quality information on the screen, and the availability of 
signage indicating where the boarding, terminals and arrivals gates are. 
 
The perceived equality of the security screening system may differ among customers (Sindhav, 
Holland, Rodie, Adidam & Pol 2006:324). Perceptions could be based on how fair an individual 
believes the procedure regarding the selection of customers is. The perception could also be based 
on the individual’s experience compared with that of other customers (Sindhav et al. 2006:324). 
Sindhav et al. (2006:324) propose that this new and significant aspect of security screening will affect 
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customer satisfaction. According to Kirschenbaum (2013:16), security checkpoints are viewed as a 
source of anxiety to travellers but are mostly tolerated for the sake of overall safety. Therefore, 
security screening should be done in a dignified and respectful manner (Sindhav et al. 2006:324).  
 
4.3.1.6 Complaint-handling  
 
A complaint is defined by Metwally (2013:299) as a situation where a customer makes his opinion 
known about his dissatisfaction with regard to the organisation’s product or service. The researchers 
further describe complaint-handling as the ability of the organisation to take the complaints of the 
customers into account and look for means to resolve these complaints. This would save unnecessary 
costs (Metwally 2013:299). Airports act as an intermediary between all the involved parties and hence 
play a crucial role in complaint-handling and management. This is important as it can affect the airport 
internally and externally (Di Pietreo, Mugion, Pantouvakis, Patsiouras, Toni & Renzi 2015:2). 
According to Metwally (2013:300), an organisation should ensure that it handles complaints as quickly 
as possible, as efficient complaint-handling is key to customer-retention and influences the 
organisation’s image, reputation and credibility. 
 
Di Pietreo et al. (2015:20) state that complaint-handling at an airport can be measured by determining 
the following: if the airport has been able to manage the external relationship between its customers 
and employees; how far the airport goes in trying to reduce the influence of the negative complaints of 
the customers on the airport; if the airport has implemented an effective method to solve or address 
the complaints made by the customers; and if the customers are kept informed of the actions the 
airport has taken to solve the complaints by getting feedback from these customers either in person or 
through social media. 
 
4.3.1.7 Convenience  
 
Convenience is defined by Farquhar and Rowley (2009:425) as an organisation’s ability to diminish 
the amount of effort, energy and time that customers need to invest in order to acquire a certain 
service or product. According to Gagliano and Hathcote (1994:64), convenience in a service 
organisation refers to the ability of the organisation to provide modern services during its operational 
hours that can do the job as fast as possible for customers. Benoit, Klose and Ettinger (2017:527) 
indicate that convenience should result in a number of benefits, namely, customer retention, fulfilment, 
customers revisiting the organisation to get the same service, customers recommending the service to 
other individuals, and an increase in customer loyalty. 
 
According to various researchers (Bezerra & Gomes 2016:88; Kratudnak & Tippayawong 2018:1778; 
Sulankey & Kazimoto 2017:9), convenience measures provided by an airport should include the 
following: the availability and quality of the stores at the airport; the availability of employees to handle 
customers’ requests; the availability of financial organisations (or machines) to perform the financial 
services or exchange bureaus; and the convenience of the service or trading hours to the customers. 
In summary, convenience at an airport can be seen as a reduction in the duration and effort for the 
customer by getting feedback and reviews regarding the service that was made available for the 
customer in a timely manner (Berry, Grewal & Seiders 2002:7). 
 

4.3.2 Customer Satisfaction 
 
Customer satisfaction is defined as the difference between the perception a customer has of a service 
or product before being provided with it or coming across it, and that customer’s view or idea after 
experiencing the use or consumption of the product or service (Sulankey & Kazimoto 2017:7). Salim, 
Setiawan, Rofiaty and Rohman (2018:406) state that a customer’s insight and view of the 
performance in line with his prospect has an influence on his or her satisfaction levels.  
 
Park and Jung (2012:353) argue that determining how satisfied customers are at an airport is of great 
importance for the management of the airport so that it is more versed with the opinions of customers. 
This will enable them to develop relevant marketing strategies. Sulankey and Kazimoto (2017:5) state 
that customer satisfaction is a key factor in the development of an airport as it will increase revenue. 
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Customer 

Satisfaction 

Customer satisfaction with regard to the quality of services rendered at the airport enables the airport 
to strengthen its competitiveness against other airports and increase the income that the airport 
makes, which in turn, also promotes the sustainability of the airport (Jamkatel 2018:70).  
 
In the section to follow the hypothesised model developed based on the literature will be presented. 
 

4.4 HYPOTHESISED MODEL 
 
The hypothesised model was developed using the key constructs discussed in the literature review. 
The hypothesised model is illustrated below in Fig. 4.1. 
 
Independent variables                                           Dependent Variable 
 
  

  

      H1 

 

      H2 

 

      H3 

  

      H4 

 

      H5      

 

      H6 

     

      H7 

                       

  

 

 
Fig. 4.1. Proposed hypothesised model of the influence of service quality dimensions on 

customer satisfaction (Source: researchers’ own construction) 
 
The following hypotheses were raised to determine if an empirical relationship exists between the 
service quality dimensions (tangibility, reliability, responsiveness, assurance, empathy, complaint-
handling and convenience) and customer satisfaction at the PEIA, as indicated in Fig. 4.1: 
 
 H1: Service tangibility influences customer satisfaction at the PEIA. 
 H2: Service reliability influences customer satisfaction at the PEIA. 
 H3: Service responsiveness influences customer satisfaction at the PEIA. 
 H4: Service assurance influences customer satisfaction at the PEIA. 
 H5: Service empathy influences customer satisfaction at the PEIA. 
 H6: Service complaint-handling influences customer satisfaction at the PEIA. 
 H7: Service convenience influences customer satisfaction at the PEIA. 

 
The following section will discuss the methodology adopted in this paper. 

Tangibility 

Reliability 

Responsiveness 

Assurance 

Empathy 

Complaint-handling 

Convenience 
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4.5 METHODOLOGY  
 

A quantitative research methodology was adopted for this paper, using a descriptive research 
approach. The sample of this study only includes domestic and international tourists, who have made 
use of the PEIA’s facilities, and who are older than eighteen years. The non-probability sampling 
technique of convenience sampling was used in the study as permission was given to conduct the 
research at PEIA. The permission was obtained from the Airport Authority.  
 
The measuring instrument selected for this study was a self-administered questionnaire. The 
questionnaire was constructed based on literature on the subject in conjunction with selected items 
from measuring instruments that have been used before to test similar constructs. The questionnaire 
consisted of three sections. Section A was designed to gather the demographical information of the 
respondents, whereas Sections B and C used a 5-point Likert-scale to measure the views of the 
respondents about the service quality dimension and its influence on customer satisfaction with the 
PEIA. A total of 213 questionnaires were handed out to respondents during the questionnaire 
administration process. Of the 213 questionnaires handed to respondents, 203 were considered 
usable for data analysis while 10 were not as they contained missing answers, or the respondent 
indicated the same value to all items on the Likert-scale.  
 

The data collected from the questionnaires were captured in Microsoft Excel 2016. Once the data 
were cleaned, the statistical program known as Statisca version 12 was utilized to analyse the 
captured data. The validity and reliability of the data was assessed using an exploratory factor 
analysis (EFA) and Cronbach Alpha coefficients, respectively. 
 

According to Hair, Anderson, Tatham and Black (2006:113), the minimum desirable factor-loading to 
retain items is 0.30. However, factor-loadings of 0.40 are considered more valid. For this reason, the 
study adopted a cut-off point at 0.4 and thus any item with a factor-loading of less than 0.40 was not 
be considered for any future statistical analysis. In addition, any items that cross-loaded were also 
disregarded (Zikmund, Babin, Carr, & Griffin, 2013:594). Furthermore, items per construct in an EFA 
should have at least three to four items loading onto each construct for it to be considered valid 
(Raubenheimer 2004). Collis and Hussey (2014:52) indicate that reliability refers to the ability of the 
measurements to be exact and true, and to the presence of similarities in the results of the research 
when done multiple times. Cronbach’s alpha coefficients were calculated to assess the internal 
consistency of the scale items. This study adopted a Cronbach’s alphas coefficient cut-off point of 
0.70 as it is considered to indicate good reliability (Zikmund et al. 2013:302). 
 
The study also made use of the following inferential statistics, namely, the Pearson product-moment 
correlation and multiple regression. The Pearson product-moment correlation coefficient was used to 
measure the correlation among the independent variables (tangibility, reliability, responsiveness, 
assurance, empathy, complaint- handling and convenience) as well as the dependent variable 
(customer satisfaction). Multiple regression was used to determine which independent variables had a 
significant influence on the dependent variable. Regression analysis was utilised to determine which 
of the hypotheses were supported or rejected based on data collected. According to Mugenda and 
Mugenda (2003:142), when a t-value of a construct is less than 1.96 at a significance level of 0.05 or 
between 1.96 and 3.09 at a significance level of 0.001, the null hypothesis is rejected. 
 

4.6 RESEARCH RESULTS AND DISCUSSION 
 

This section will firstly present the demographic data of respondents. Subsequently, a summary of 
validity and reliability analyses of the independent and dependent variables will be illustrated, followed 
by the results of the Pearson product-moment correlation coefficients and the multiple regression 
coefficients tests. 
 

4.6.1 Demographic Data  
 
Table 4.1 presents the demographic data of the respondents. From Table 4.1, it can be seen that 
most of the respondents were South African citizens (73%) while foreign citizens accounted for 27% 
of the sample. Most of the respondents resided in Africa (91%), while 7% of the respondents resided 
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in Europe. Of the 203 respondents, 47% were females and 53% males. The majority of the sample 
was between the ages of 18 - 35 years (76%). The lowest response rates were from the age group 66 
years and above (2%). The reason possibly is that people over the age of 66 years travel less than 
younger people. This trend is confirmed by Statistics South Africa (2018:6) which indicates that this 
age group travels less in comparison to the other age groups. Forty-four percent of the respondents 
had a degree, while 23% of the respondents had a post-graduate degree. 

 
Table 4.1. Demographic data of the respondents 

 
Variable Indicators Percentage 

Citizenship South African citizen 73% 

Foreign citizen 27% 

Continent of residence Africa 91% 

Asia 1% 

Europe 7% 

North America 1% 

Gender Female 47% 

Male 53% 

Age group 18-25 55% 

26-35 21% 

36-45 8% 

46-55 8% 

56-65 6% 

66+ 2% 

Education School exit level certificate  15% 

Certificate 6% 

Diploma 12% 

Degree 44% 

Post-graduate degree 23% 

 
4.6.2 Validity and Reliability  
 
A factor analysis extraction was conducted using Statisca version 12. Eight constructs emerged with 
Eigen values exceeding one. For ease of presentation and due to the size of the factor matrix, it will 
not be presented. The guidelines described in the methodology section of this paper were used to 
determine the validity and reliability of the measuring scale. Therefore, only a summary of the validity 
and reliability of the measuring scale will be presented in Table 4.2. 
 

Table 4.2. Summary of the validity and reliability of the measuring scale 
 
Constructs Retained 

items 

Eigenvalue Factor loading Cronbach’s 

alpha Minimum Maximum 

Tangibility 3 12.57 0.648 0.743 0.710 

Reliability 5 1.16 0.405 0.760 0.797 

Responsiveness 4 1.82 0.406 0.757 0.786 

Assurance 4 1.06 0.483 0.581 0.768 

Empathy 3 1.61 0.639 0.782 0.779 

Complaint-handling 5 1.40 0.487 0.786 0.798 

Convenience 3 1.95 0.665 0.785 0.705 

Customer satisfaction 6 3.17 0.552 0.813 0.804 
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As is evident from Table 4.2, factor loadings vary between 0.405 to 0.813, with at least three items 
retained for each construct. It is further evident that all constructs returned Cronbach’s alpha 
coefficient scores above 0.700, thus providing satisfactory evidence of reliability for these constructs. 
 
In the following section, the operationalisation of the independent and dependent variables will be 
presented. 
 

4.6.3 Operationalisation 
 

Zikmund et al. (2013:292) define operationalisation as the process of identifying scales that 
correspond to avoid variances in the concept being examined. This definition is supported by 
Williamson (2016:1) who explains that operationalisation is the act of defining or explaining a concept 
or variable to remove any ambiguity. Williamson (2016:1) states that the definition which the 
researcher uses in this instance is influenced by the results of the study. Therefore, operationalisation 
is needed to clarify the meaning of constructs after they have been established as valid and reliable. 
Table 4.3 provides the operationalisation of the independent and dependent variables. 
 

Table 4.3. Operationalisation of the independent and dependent variables 
 

Variable Construct Operationalisation 

Independent    

 Tangibility A well-designed airport that is visually appealing and creates a 

comfortable atmosphere for customers and ensuring that 

equipment used in the airport is in good condition. 

Reliability The consistent, highly skilled services that airport employees 

provide to each individual customer by mitigating complaints 

and providing flawless check-in-services. 

Responsiveness The ability of employees to respond to the requests of 

customers quickly and politely, while ensuring the needs of 

customers are their top priority. 

Assurance The ability of employees to deal with the needs of customers in 

a knowledgeable and trustworthy manner and being easily 

accessible to customers at all times. 

Empathy An airport service that provides communication timeously when 

flights are delayed, and that implements efficient security 

screening while maintaining the dignity of customers. 

Complaint-

handling 

The ability of the airport to take timeous action with regards to 

complaints of customers and provide the customers with 

feedback about their complaint., These services should operate 

at hours convenient to the customers. 

Convenience An airport’s ability to provide have a variety of stores, accessible 

financial services and information regarding the airport, and to 

have services that are easily obtained. 

Dependent   

 Customer 

Satisfaction 

Providing essential services in a clean environment with 

functional equipment while maintaining high levels of service 

delivery. 
 

Table 4.3 provides the definitions of the independent variables (tangibility, reliability, responsiveness, 
assurance, empathy, complaint-handling, and convenience), and the dependent variable (customer 
satisfaction) to match the items which loaded on the constructs. This means that the definitions in 
Table 4.3 were adjusted to suit the study. In the following section, the descriptive statistics of the 
study will be provided. 
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4.6.4 Descriptive Statistics 
 
Various researchers (Collis & Hussey 2014:226; Zikmund et al. 2013:410) define descriptive statistics 
as a method used in describing and summarising the quantitative data acquired in a more 
compressed and suitable form. This method can also be used in identifying a particular pattern which 
is not visible when using the raw acquired data. Descriptive statistics is usually connected to 
frequency distribution that summarises the information into frequency tables (Aaker, Day & Kumar 
2007:438). A measure of central tendency is used to reduce a series of data into a single figure or 
average (Aaker et al., 2007:440). According to Wiid and Diggines (2009:243), there are several ways 
of measuring central tendencies. However, the mode, median and arithmetic mean are the most 
commonly used. The arithmetic mean refers to the total sum of all the values, divided by the number 
of values. Standard deviation is a measurement of variability, calculating the spread of the data set 
and the affiliation of the mean to the rest of the data. If the data points are close to the mean signifying 
that the responses are fairly similar, then the standard deviation will be small (AGA Institute, 2014:1). 
 

Table 4.4. Descriptive statistics of the independent- and dependent variables 
 
Variable Construct Mean Standard Deviation 

 

 

Independent 

Tangibility 3.79 0.80 

Reliability 3.83 0.71 

Responsiveness 3.77 0.74 

Assurance 3.77 0.70 

Empathy 3.88 0.79 

Complaint-handling 3.32 0.70 

Convenience 3.45 0.91 

Dependent Customer satisfaction 3.87 0.62 

 
From Table 4.4, it is evident that most of the service quality dimensions (tangibility, reliability, 
responsiveness, assurance and empathy) had mean scores above 3.5 (tending towards 4), which 
indicate that the respondents were in agreement that these service quality dimensions are important 
when considering overall customer satisfaction. The respondents were neutral (mean scores tending 
towards 3) in their perceptions regarding complaint-handling and convenience when considering 
overall customer satisfaction. As can be observed from Table 4.4, the construct, empathy, had the 
highest mean score (3.88) which could imply that the respondents regarded empathy as an important 
service quality dimension. The possible reason is that this construct incorporates issues such as, 
timeous communication when flights are delayed and the implementation of efficient security 
screening while respecting the dignity of customers. It is further evident from Table 4.4, that customer 
satisfaction with a mean score of 3.87 (tending towards 4), implies that the respondents agreed that 
they were content with the level of customer service (which equates to customer satisfaction) at PEIA. 
The standard deviation for all the constructs was low (all less than one), meaning that the responses 
were fairly similar among the respondents.  
 
The following section presents the findings of the inferential statistics used in this study. 
 

4.6.5 Inferential Statistics 
 

Inferential statistics is a data analysis method used in making observations of a population by using a 
sample (Collis & Hussey 2014:261). This means that inferential statistics can be used to generate 
results, and these can be used in making general conclusions about a population through the use of a 
sample. This study made use of the Pearson product-moment correlation coefficient and multiple 
regression analysis, the results of which will be presented in the following sections. 
 

4.6.5.1 Pearson product-moment correlation coefficient 
 

The Pearson product-moment correlation coefficient is used to determine the strength and direction 
between two variables (Chee 2015:2). Furthermore, the Pearson product-moment correlation values 
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range between 1 to -1 (Struwig et al. 2013:167). According to Cohen (1988:77), the strength of the 
correlation relationship is guided by the following measures: a large relationship where r ≥ 0.50, a 
moderate relationship where r ≤ 0.49, and a weak relationship where r ≤ 0.29.  
 

Table 4.5. Correlation matrix of the dependent and independent variables 
 
Variables CS Tan Rel Res As Emp CH Con 

CS 1.000        

Tan 0.509 1.000       

Rel 0.509 0.395 1.000      

Res 0.499 0.409 0.642 1.000     

As 0.552 0.359 0.575 0.598 1.000    

Emp 0.528 0.401 0.399 0.376 0.472 1.000   

CH 0.379 0.251 0.419 0.447 0.501 0.319 1.000  

Con 0.448 0.268 0.281 0.235 0.318 0.211 0.310 1.000 

Key: CS= Customer satisfaction; Tan= Tangibility; Rel= Reliability; Res= Responsiveness; As= Assurance;  
Emp= Empathy; CH= Complaint-handling; Con= Convenience 

 
Table 4.5 depicts that all the variables reported positive Pearson product-moment correlation 
coefficients. However, most of the correlation relationships (r) indicated either a weak or moderate 
relationship (r < 0.49) between the variables. Customer Satisfaction reported a large correlation with 
Tangibility (r = 0.509), Reliability (r = 0.509), Assurance (r = 0.552) and Empathy (r = 0.528). These 
large relationships are supported by Kundi, Khan, Qureshi, Khan and Akhtar (2014:24) who state that 
regardless of the service offered, Reliability, Assurance and Empathy have an important role to play in 
influencing a customer’s level of satisfaction. In addition, Kim and Lee (2011:237) show that 
Tangibility also has a strong influence on Customer Satisfaction in the facility and equipment-based 
industries, such as airports.  
 
Reliability reported strong correlation with Responsiveness (r = 0.642) and Assurance (r = 
0.575).These strong correlations are supported by McCollin et al. (2011:72) who suggest that while 
customers expect to receive a service that is quick and efficient they, at the same time, expect to 
encounter employees who are willing to attend to their requests without delays regardless of when a 
request is made (responsiveness). Furthermore, according to Subha and Archana (2013:30), 
customers also expect employees to be capable, helpful and respectful, and to understand the 
particular needs of each customer (assurance). 
 
Responsiveness only reported a strong correlation with Assurance (r = 0.598). This strong correlation 
is in line with findings of Akpoyomare, Adeosun and Ganiyu (2016:163) who found a strong positive 
correlation between Responsiveness and Assurance in a study the authors conducted on airline 
service quality dimensions and customer loyalty in Lagos. Assurance reported a strong correlation 
with Complaint-handling (r = 0.501). This strong correlation is supported by Metwally (2013:308) who 
suggests that complaint-handling by airport employees can be improved not only through training, but 
also through staff development which aims to improve employees’ interpersonal skills instead of only 
improving a specific skill set. To test empirically if the hypotheses in the hypothesised model are 
either accepted or rejected, a multiple regression analysis was conducted. The results of the multiple 
regression analysis are presented next. 
 
4.6.5.2 Multiple regression analysis results 
 
Multiple regression analysis is defined by Zikmund et al. (2013:586) as an analysis which investigates 
the effects of various independent variables on a dependent variable concurrently. A hypothesis is 
rejected when a construct has a critical t-value of less than 1.96 at a significance level of 0.05 or less 
than 3.09 at a significance level of 0.001 (Mugenda & Mugenda 2003:142). Table 4.6 presents the 
results of the multiple regression analysis that was conducted to identify the influence of the service 
quality dimensions on customer satisfaction at the PEIA. 
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Table 4.6. Multiple regression results for the service quality dimensions influencing customer 
satisfaction 

 
Dependent Variable: Customer Satisfaction R² = 0.517 Hypotheses 

number 

Hypotheses 

Independent Variables Beta t-value Sig. (p) 

Tangibility 0.209 3.659 0.000* H1 Supported 

Reliability 0.103 1.500 0.135 H2 Not Supported 

Responsiveness 0.101 1.434 0.153 H3 Not Supported 

Assurance 0.170 2.433 0.016** H4 Supported 

Empathy 0.233 4.00 0.000* H5 Supported 

Complaint-handling 0.007 0.113 0.910 H6 Not Supported 

Convenience 0.234 4.381 0.000* H7 Supported 

*p<0.001 **p<0.05 

 
From Table 4.6, it can be observed that about 52% of the variance in customer satisfaction can be 
explained by the variances in the independent variables. Evidence of statistical relationships was 
identified at p=0.001 and p=0.05 among the independent variables (tangibility, assurance, empathy, 
and convenience), and customer satisfaction (dependent variable). This is also evident from the t-
values which exceed the critical value of 1.96 at p<0.05 and 3.09 at p<0.001. Therefore, H1, H4, H5, 
and H7 are supported. These independent variables influence customer satisfaction at PEIA. These 
findings suggest that the respondents regarded tangibility, assurance, empathy, and convenience as 
influential on customer satisfaction at PEIA. Table 4.6 further depicts that reliability, responsiveness, 
and complaint-handling had a critical value of less than the 1.96 cut-off point. These hypotheses (H2, 
H3 and H6) were thus rejected. These findings suggests that the respondents regarded reliability, 
responsiveness, and complaint handling as not influential on customer satisfaction at PEIA. 
 

4.7 CONCLUSIONS AND RECOMMENDATIONS  
 
As the primary objective of this paper was to identify which of the service quality dimensions had an 
influence on customer satisfaction at the PEIA, conclusions and recommendations will only be 
provided for the four significant relationships that were found among tangibility, assurance, empathy 
and convenience and customer satisfaction at PEIA. 
 

4.7.1 Tangibility 
 

Tangibility (H1) presented a weak statistically significant relationship with customer satisfaction at 
PEIA. Customers therefore perceive tangibility as influential in the attainment of customer satisfaction 
at PEIA. 
 

From the empirical results, it seems that in order for PEIA to improve customer satisfaction, it is 
important for the airport to provide an atmosphere that is comfortable, equipment that is in good 
condition and to ensure that the airport is visually appealing to its customers. According to Smahel 
(2017:34), an airport that is designed to improve service delivery and create a comfortable 
atmosphere will enhance customer satisfaction. Furthermore, customers expect airports to have 
facilities that are modern-looking and to provide sufficient equipment capable of meeting customer 
requirements (Hussin, Razmin, Aziz & Sabandan 2017:7). 
 

To strive towards customer satisfaction, it is therefore recommended that the PEIA: 
 

 Remove obstacles such as the wrapping services and the self-service technologies (SSTs) that 
block passenger flow. This will ensure that way-finding in the airport is simple. This can be done 
by having an office where the wrapping services are provided and putting the SSTs in one area 
of the airport to avoid congestion; 

 Increase the amount of natural light in the airport to give the terminal a brighter and more airy 
feel. This can be done by providing more windows and/or transparent ceilings which will let 
sunlight inside the airport buildings; and 
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 Use Root Cause Analysis (RCA) to identify the causes of a certain piece of equipment failing. 
Thereafter, try to eliminate or mitigate each of the reasons for equipment failure or malfunction. 
This method is relatively cheap, obviating the need for a large amount of money being spent on 
training or software. 

 

4.7.2 Assurance 
 
Assurance (H4) presented a weak statistically significant relationship with customer satisfaction at 
PEIA. Customers therefore perceive assurance as influential in the attainment of customer 
satisfaction at PEIA. 
 
From the empirical results, it seems that in order for PEIA to improve customer satisfaction, it is 
important for the airport to have employees that are knowledgeable enough to answer customer 
questions and to respond satisfactorily to the specific needs of customers. In addition, the airport 
should ensure that employees are easily located on the airport floor and that employees convey 
trustworthiness when providing services. According to Subha and Archana (2013:30), customers 
expect employees to be helpful, capable, and respectful, to understand their specific needs and to 
provide information that is clear and correct. Furthermore, even though airports are becoming more 
technologically advanced, the personal interaction between customer and airport employee still needs 
attention as it arguably has the most significant impact on customer satisfaction (Subha & Archana 
2013:30). 
 
To strive towards customer satisfaction, it is therefore recommended that the PEIA: 
 
 Provide customer service training programmes to employees. This will ensure that services 

provided by airport employees are consistent and in adherence with the service standards of 
the airport. In a country as diverse as South Africa, training in different languages will help 
airport employees to converse with more people and so win the trust of these diverse groups; 

 Provide an airport orientation programme to all employees. This will educate all employees at 
the airport on matters of importance that extend beyond the limited scope of their jobs; 

 Monitor and manage the performance of staff. Distribute customer satisfaction surveys on a 
regular basis to assess the overall level of customer satisfaction at the airport. These results 
can then be used to address areas of weakness and highlight any concerns that customers 
have; 

 Implement mystery shopping. This can be used to track and measure the performance of airport 
staff. Mystery shoppers are people unknown to the airport employees which means they can 
anonymously evaluate the service provided in line with acceptable standards. The results of 
each mystery shopper can then be reported to the appropriate supervisor and the behaviour of 
the relevant employee can then be immediately corrected or affirmed; 

 Use rewards, recognition, and incentives to motivate energise, and engage airport employees. 
This can be used to improve employee job satisfaction and customer satisfaction as well. It can 
also help retain quality employees and reduce turnover due to poor performance; and 

 Make use of roving ambassadors or customer service ambassadors who are employed to move 
about the airport terminal during peak travel times to help with queues, respond to inquiries, 
assist with way-finding and respond to requests during irregular operations. This can be seen in 
the Indianapolis International Airport (IIA) which was the first airport in the United States of 
America to make use of roving ambassadors. 

 

4.7.3 Empathy 
 
Empathy (H5) presented a weak statistically significant relationship with customer satisfaction. 
Customers and tourists therefore perceive empathy as influential in attaining customer satisfaction at 
the PEIA. 
 
From the empirical results, it seems that for the PEIA to provide satisfactory services to its customers, 
it is important to provide information to customers about flight delays and ensure that the 
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securityscreening measures are properly, respectfully and sensitively done. Various researchers 
(Alards-Tomalin, Ansons, Reich, Sakamoto, Davie, Leboe-McGowan & Leboe-McGowan 2014:61) 
state that passengers who undergo the airport security screening measures see a strong relationship 
between safety and justice, and their levels of satisfaction. These researchers also state that if 
security screening is done with dignity preferably using body scanning, then there is a higher level of 
perceived customer satisfaction at the airports. According to Baranishyn, Cudmore and Fletcher 
(2010:203), providing information to customers regarding any delay or flights is important in 
reassuring the customers and increasing their levels of satisfaction.  
 
To strive towards customer satisfaction at the PEIA, it is therefore recommended that the airport, in 
conjunction with airlines: 
 
 send messages (through emails and/or SMS) timeously and on an updated basis to the 

customers concerned, regarding any possible delays in flights;  
 provide customers with information regarding what should be done in case of flight delays and 

how the delay may influence connecting flights from other airports. Such information will enable 
the customers to stay calm and help them to know what procedures to follow in the event of 
flight delays. 

 provide professional training to all its staff with regards to proper security protocols to enable 
staff to keep customers safe and secure; 

 avoid the use of security screening measures that may humiliate customers. This can be done 
by making use of body scanning technology rather than pat-downs;  

 inform or remind customers (through emails or SMS) before they come to the airport of all the 
items which are a threat to transportation security, and other dangerous items which are 
prohibited in the airport or the aircraft; and 

 acquire adequate and up-to-date screening technology presently used by most international 
airport to manage security screening. The PEIA can do this by installing the “Syntech ONE 200” 
which is an artificial intelligence technology that enables baggage screening to be done on 
multiple passenger lanes at once. This technology permits the airport to identify illegal items 
effectively. This technology is used in the Osaka International airport. 

 
4.7.4 Convenience 
 
Convenience (H7) presented a weak statistically significant relationship with customer satisfaction. 
Customers and tourists therefore perceive convenience as influential in attaining customer satisfaction 
at the PEIA. 
 
From the empirical results, it seems that for PEIA to increase customer satisfaction, it is important to 
provide a variety of stores, have a variety of financial services available for the customers, and ensure 
that information is easily obtainable by customers. This idea is supported by Drennen (2011:13) who 
further states that they can be used in providing such information to customers especially when there 
are minimum employees SSTs at the airport, especially overnight. Kamarudin (2015:10) indicates that 
customers prefer airports that have a variety of shopping options (retail, food and beverage offerings) 
as they increase their level of satisfaction. This is the case because, most often, customers do not buy 
much before going to the airports since they expect to make the purchases there. The availability of 
certain services such as currency exchange, ATMs, and other financial service providers are also in 
high demand at airports and the availability of these will lead to an increase in customer satisfaction 
(Boudreau, Detmer, Tam, Box, Burke, Paternoster & Carbone 2016:128). 
 
To strive towards customer satisfaction at the PEIA, it is therefore recommended that the airport: 
 
 Increase the availability of essential stores (clothing, souvenirs, snacks, accessories) and 

restaurants to avoid over-crowding at these facilities, and to provide the customer with a variety 
of options; 

 Have information desks at all the entrances of the airport and not only at the arrivals section as 
is the case currently; 
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 Have more SSTs (information screens) where customers can check not only on the check- in 
zones but also where various services are located in the airport; and 

 Explore the possibility of extending the current financial services available at the airport which is 
presently limited to a currency exchange and ATMs of different banks. However, bearing in 
mind the size of PEIA, the current services available can be considered adequate.  

 

4.7.5 Concluding Remarks  
 
This paper has focused on identifying the service quality dimensions that influence customer 
satisfaction at the PEIA. It is evident from the results that four of the service quality dimensions 
influence customer satisfaction at the PEIA, namely, assurance, convenience, empathy and 
tangibility. The results and recommendations provide the PEIA management with guidelines and 
suggestions for implementing adequate service and thus improving overall customer satisfaction. This 
in turn can assist the airport to become more efficient. It also has the potential to increase the 
economic benefit that the airport contributes towards NMBM and the greater Eastern Cape Province. 
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ABSTRACT 
 

The aim of this paper is to explore the alignment between individual ethical values and organizational 
policies and value systems that are embedded within decision-making processes in the financial 
services industry. This paper seeks to develop a process for decision-making underpinned by 
structuration theory. In most organizations and in particular, the financial service industry, there is a 
wide gap between what policies and values hope to achieve and what employees do. The problem 
that organizations are faced with is to find congruence between organizational codes of ethics, 
policies, individual ethics, and decision-making. The study offers a theoretical framework that provides 
new insights into how organizational policies and individual ethics impact on decision-making within 
the financial services industry.  
 
Keywords: Structuration; quick-cash; utility maximizers; utilitarian; moral ontology. 
 

5.1 INTRODUCTION 
 
Fraud, theft, and the abuse of company resources is often discovered by informal observation than by 
any formal processes, thus clearly showing that employee trust is of utmost importance for the 
assurance of organizational, financial, and reputational survival. Trust is aligned with the ethical 
values that are embedded within the organizational policies and value systems. Employee activities 
often illustrate departure from the intended purpose of codes of ethics or policies. DesJardins & 
McCall (2014) alludes to, “Stretching the truth,” telling a “white lie” and “deceptive and misleading 
statements abound” within businesses. The problem is that organizations are faced with difficulty in 
finding congruence between organizational codes of ethics, policies, and individual ethics resulting in 
inconsistent decision-making when granting loans. According to Ferrell and Fraedrick (2015), a 
company’s values will determine how decisions are made within a situation where there are moral 
philosophies in conflict. The research objectives were to investigate the influence that organizational 
policies have on the ethical decision-making of Office Administrators in financial services companies 
and to create a conceptual framework that will serve as a guide for ethical decision-making. In order 
to realise these objectives, two research questions were explored: Firstly, do influences on agency 
and authority lead to behavioural change, and secondly, if structures using facilitating agents improve 
the quality of decision-making outcomes within the financial services industry. Many companies have 
introduced policies to guide employees on the criteria for the awarding of financial products. These 
policies are embedded in the principle of consequentialism, thus forcing administrators to act within 
the guidelines prescribed by these policies. The indebtedness levels in South Africans provide 
evidence that suggests that the policies and ethics applying to the granting of loans needs urgent 
intervention. The microloan sector has played a major role in making finance available to the public 
and became known as “quick-cash”. Indiscriminate lending practices have led to high levels of 
indebtedness by South African consumers. 
 
The South African Household Debt to Income Ratio over the period 2010 to 2018 shows a decrease 
in indebtedness but still indicates that an alarmingly high percentage of net income is used to service 
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debt. Household debt reached a peak in 2009 at a level of 84.40% while the lowest level was 71.90% 
in 2018 (Fig. 5.1). The introduction of the National Credit Act, (NCA) Act 34 of 2005 was an attempt by 
the South African government to control the lending practices of financial institutions. As a 
consequence of this legislation, Office Administrators working in the financial 
made aware of unethical practices when assessing and providing financial products to the public. It is 
therefore assumed that when organizations have formal codes of ethical conduct or policies, 
individuals will behave by following t
alluded to “utility maximizers” assuming that when individuals gain material or other benefits out of 
employment, they will always act in their interest. Ethics cannot be measured in terms of retu
investment and has never been measured to evaluate the levels of ethical discernment or the number 
of ethical interventions within an organization that led to failure or success. Hartman & DesJardins 
(2011) indicates that studies have found that ther
for ethical programs in organizations. Business ethics is the continuous processing, clarifying, and 
discussing what is ethical or not in a business that leads to the development of a vision of what is 
good. Professional ethics emerges from the interaction between a professional and a client (Su & 
McGettrick 2012). According to Connor (2013), policies are the preserve of authorities qualified to 
discern on ethical truths, suggesting that moral subjectivism will
policies with only those in authority having the knowledge and jurisdiction to facilitate the policy 
formulation process. South Africa and in particular the financial services industry have been inundated 
with scandals involving fraud, mismanagement, and theft at all levels of employment. The extent of 
financial indebtedness as a result of excessive lending and borrowing increased over the years. 
Giddens (2006) states that no event in the social environment exists du
that all events are structured within certain regularity and patterns. Social structure has no physical 
permanence such as buildings but has perpetual structuration that reconstructs as people interact. 
Changes in how ethics and policies are applied are continuous as the organizational dynamics evolve 
due to internal and external forces such as amendments to regulations and the movement of the 
actors. The assumption that values captured within policies will result in a utilita
ethical dilemmas was a problem that companies had to deal with as individual employees viewed their 
happiness as more important than that of the organization. 
objectives: (i) to present a theoretical i
Structuration Theory, (ii) provide an overview of the influence that individual ethics and structure have 
on decision-making and (iii) provide a model on how to straddle individual ethics and organizationa
policies in decision-making within a structured environment in the financial services industry.
 

 
Fig. 5.1. South African indebtedness levels. (Reserve Bank 2018)

 

5.2 CURRENT WORK 
 
There is a deficiency of empirical research that investigates the 
by organizational policies and system that influences individual ethics resulting in decision
give clear direction on the empirical approach to this research, one has to underpin the empirical 
context with the normative context, and this can only be done by understanding the philosophical 
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the South African government to control the lending practices of financial institutions. As a 
consequence of this legislation, Office Administrators working in the financial services industry were 
made aware of unethical practices when assessing and providing financial products to the public. It is 
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alluded to “utility maximizers” assuming that when individuals gain material or other benefits out of 
employment, they will always act in their interest. Ethics cannot be measured in terms of retu
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of ethical interventions within an organization that led to failure or success. Hartman & DesJardins 
(2011) indicates that studies have found that there are several expected and measurable outcomes 
for ethical programs in organizations. Business ethics is the continuous processing, clarifying, and 
discussing what is ethical or not in a business that leads to the development of a vision of what is 

rofessional ethics emerges from the interaction between a professional and a client (Su & 
McGettrick 2012). According to Connor (2013), policies are the preserve of authorities qualified to 
discern on ethical truths, suggesting that moral subjectivism will result in a lack of ethical goodness in 
policies with only those in authority having the knowledge and jurisdiction to facilitate the policy 
formulation process. South Africa and in particular the financial services industry have been inundated 

als involving fraud, mismanagement, and theft at all levels of employment. The extent of 
financial indebtedness as a result of excessive lending and borrowing increased over the years. 
Giddens (2006) states that no event in the social environment exists due to random actions but rather 
that all events are structured within certain regularity and patterns. Social structure has no physical 
permanence such as buildings but has perpetual structuration that reconstructs as people interact. 

and policies are applied are continuous as the organizational dynamics evolve 
due to internal and external forces such as amendments to regulations and the movement of the 

The assumption that values captured within policies will result in a utilitarian approach to 
ethical dilemmas was a problem that companies had to deal with as individual employees viewed their 
happiness as more important than that of the organization. Given the above, this paper has three 
objectives: (i) to present a theoretical interpretation of Policy Formulation Frameworks and 
Structuration Theory, (ii) provide an overview of the influence that individual ethics and structure have 

provide a model on how to straddle individual ethics and organizationa
making within a structured environment in the financial services industry.

Fig. 5.1. South African indebtedness levels. (Reserve Bank 2018) 
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theories that formed the foundations of ethical decision-making. Connor (2013) mentions that ethics is 
subjective and that each individual has to clarify personal ethical positions while also being mindful of 
the ethical consideration of others. Moral realism allows minimum space for debate and moral 
subjectivism leads to maximum disagreement. Where policies are formulated the intention is always 
egalitarian and utilitarian in purpose and the process provides an opportunity for exploration for the 
good that the policy intends. Sabatier (2007) contends that theoretical frameworks for policy 
processes have evolved over the last twenty years and identified a number of frameworks for policy 
formulation of which the Multiple Streams- and Advocacy Coalition Frameworks are relevant to policy 
formulation for the decision-making process. 
 
The Multiple Streams Framework: According to Sabatier (2007) the Multiple Streams Framework 
was developed by John Kingdon (1984) using the “Garbage Can Theory” for organizational behaviour 
developed by Cohen, March, and Olsen (1972). The Multiple Streams Framework makes use of three 
streams of stakeholders and processes. Knaggard (2015) states that the Multiple Streams Framework 
provides a good tool for understanding the policy process and agenda setting using the streams of 
Problems, Policies, and Politics. He contends that the problem broker frames the public problems and 
seeks justification by the policymakers making use of personal knowledge, values, and emotions 
when framing the problem within a political environment. Problem brokers must understand the 
environment in which they operate in particular the politics they will face when seeking credibility for 
their views. Hickman (2010) emphasizes that the reliance on collaborative capabilities of members 
within an organization generates a logical means during turbulent environments for leading change. 
Structures that are authoritarian inclusive of a shortage of decision-making models experience 
difficulty in deriving beneficiation from collective capabilities of groups, thus will the effective use of 
group capabilities be reliant on cultural proficiency, adaptive work environments, organizational 
learning, and an inherent willingness to experiment within the organization only. Zahariadis (2016) 
finds the Multiple Stream Framework to be a ritualistic process that has ambiguous messages 
resulting in conflicting interpretations that excludes some stakeholders from decisions without any 
prior preferences. He asserts that participation does not fully include everybody in every arena of the 
organization and that the Multiple Stream framework does not reject but enhances rational choice. In 
supporting the “garbage can” theory as a conceptualized process of choice he suggests four elements 
that include: choice opportunities, problems, solutions, and decision-makers. These four elements are 
brought together at the arena of choice and interact with each other to create temporal logic that is 
dependent on when each element arrives and departs from the arena of choice. Finality is capricious 
because decision-makers move in and out of the choice arena due to their other involvement within 
the organization. Furthermore, Zahariadis (2016) examines the three streams of the Multiple Streams 
Frameworks (Problem, Policy, and Politics) and states that the policy entrepreneur is the main 
facilitator of choice and indicates that choice opportunity is linked to the problem or politics. Problems 
are those aspects that diverge from the social or desired norm while policies are suggested ideas that 
are proposed and debated by strong advocacy that will debate concerns within a narrow policy 
community and politics include micro and macro environmental desires, regulations, and hopes. 
Strong advocacy for change in policy content and the manipulation of decision-making broking cartels 
is achieved when coalitions are formed by individuals who share the same objectives.  
 
The Advocacy Coalition Framework: Developed by Sabatier and Jenkins-Smith (1988, 1993). This 
framework has its focus on interactions between coalitions within organizations that advocates for the 
same beliefs within subsystems that prevail within organizations. Stritch (2015) indicates that 
advocacy coalitions comprise of people who share normative and causal beliefs and that there must 
be ideological and behavioural components that bring the advocacy coalitions together. He 
distinguishes between advocacy coalitions and advocacy communities. The difference is that 
advocacy coalitions share ideological beliefs and engage in coordinated activity while advocacy 
communities share ideological beliefs but do not engage in coordinated activities. Advocacy Coalitions 
can also be seen as a nascent policy subsystem formed to deal with emerging issues within an 
organization. Jenkins-Smith et al., (2014) posits that stakeholders within the Advocacy Coalition 
Framework that forms part of a policy subsystem also called “policy elites” are bounded by the 
limitations of their minds and are only capable by bounded rational thinking created by the tractability 
of the problem. They contend that internal belief systems move from the general to specific, 
identifying “deep core” beliefs as that which is normative and ontological and that these beliefs are not 
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easily changed, while “policy core beliefs” are different to “core belief” as these are formed by 
institutional cognitive defenses because they are developed as a result of the general welfare of the 
operations of the organization. Experience is a catalyst to change in policy core beliefs. Policy 
formulation requires extensive research and a framework that allows for structural analysis of all the 
details required to formulate a comprehensive and workable policy. To comprehend the decision-
making processes in policy formulation you need to underpin the empirical context with the normative 
context, and this can only be done by understanding the philosophical and normative theories within 
the literature that form the foundations of ethical decision-making and policy formulation. 
 
5.3 LITERATURE REVIEW 
 
Background: The presupposition is that ethics is an intellectual area of study in which people with 
good reasoning create legitimate morality for all. Mbatha (2005) defines ethics as, “a system of moral 
principles linked to values associated with human conduct concerning the rightness or wrongness of 
actions that reflects goodness or badness of motives and the outcomes of actions”. Pojman and 
Fieser (2012), suggests three divisions in ethics, namely; descriptive morality, moral philosophy 
(ethical theory) and applied ethics defining descriptive morality as people’s beliefs, customs, 
principals, practices, and culture, while moral philosophy as the systematics effort by people to 
understand moral concepts and principles. Fernando (2009) states that law and ethics are not 
coterminous, indicating that ethical issues are not necessarily a law defining morality. In making 
morally cohesive decisions Bouckaert & Chatterji (2015) suggest four considerations when making 
ethical decisions: Consideration of the consequence, Principles or values that constrain the choice, 
Relevance of your or other people’s motives that influences choices and Relevance of the character 
of other people when making a choice, while Sahu (2016) asserts that business ethics is becoming 
more relevant and is gaining impetus not only due to unethical behaviour, the cost to companies and 
the influence it has on the reputation of countries. Gini and Marcoux (2012) highlight the fact that 
business ethics must not pursue business without ethics nor practice ethics without business. 
Solomon (2001) suggests that business ethics has three levels: Micro-Level; in which exchanges take 
place at the humanist level of promise, obligations, and actions to secure appeasement of individuals 
understanding that actions have consequences, Macro Level: covers the institutionalized rules of 
business and Molar Level: pertains to the business unit in which employer and employee interact. 
According to Su & McGettrick (2012), professional ethics emerges from an interaction between a 
professional and a client. Connor (2013) states that policies are the preserve of authorities qualified to 
discern ethical truths, suggesting that moral subjectivism will result in a lack of ethical goodness in 
policies. South Africa and in particular the financial services industry have been inundated with 
scandals involving fraud, mismanagement, and theft. The levels of financial indebtedness as a result 
of excessive lending and borrowing increased over the years. Mellahi, Morrell & Wood (2010) 
observed that “it should be recognized that while it may be easy to draw ethical boundaries in theory, 
it is somewhat more difficult to do so in practice.” It is assumed that when organizations have formal 
codes of ethical conduct or policies, individuals will behave following the directives captured within 
these documents. Bowie (1991) alluded to “utility maximizers” assuming material gain out of 
employment leads to actions of self-interest. Hartman & DesJardins (2011) indicates that studies have 
found that there are expected and measurable outcomes for ethical programs in organizations. 
According to Shaw (2014), organizational policies move from the precept of consequentialism in that 
employees will understand that the right actions will be rewarded with good and that wrong actions will 
be rewarded with bad. Ethical decision-making calls for a social partnership that results in all ethical 
concerns being addressed; these ethical concerns according to Mellahi, Morrell & Wood (2010) 
include the desire for peace and stability, better relationships with stakeholders, and better 
performance outcomes. Social partnerships are forged where individual ethics and organizational 
policies find congruence within an agreed structure.  
 

5.3.1 Structuration of Decision-making  
 
In Fig. 5.2 the model shows the interaction between the employer and employee in reaching ethical 
behavioural change by taking into account all the factors that influence this process. This model will 
be discussed in this section. 
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Fig. 5.2. Employer-Employee relationship in reaching Ethical Behavioural Change 
Source: Researchers’ own compilation 2020 

 
Individual Agency: Giddens (1984) contends that all stakeholders who have agency are 
knowledgeable and competent socially and will thus be flexible in their thinking with the capacity to 
fully understand what they are doing. All stakeholders have agency that implies that they have power 
with transformative capacity that will alter social patterns. Agency can be enabling and constraining as 
agency gives power to the employer, while power gives authority and role autonomy. According to 
Balkin et.al, (2015) role autonomy refers to an individual’s self-determination in understanding 
personal capacity in having choices in being a catalyst and regulator over behaviour and the influence 
they may have on processes. Sewell W (1989) stated that people’s practices are shaped by structures 
but emphasized that people’s practices are also responsible for the reproduction of structures within 
organizations. This leads to the conclusion that there is a link between agency and structure. The 
individual employee within the financial services industry tasked with the responsibility of making a 
decision has agency stemming from personal ethics derived from social and cultural experiences. 
According to Giddens (1979), all individuals act autonomously and with full knowledge about the 
consequences of their actions with three types of consciousness: Discursive consciousness: that 
describes a consciousness that can be verbally articulated by the individual. Practical consciousness: 
that discursive consciousness that can be put into action and made routine. Unconscious: a 
consciousness that is captured within the subconscious state. All consciousness has as a 
restructuration outcome of either the individual or the environment in which the individual operates. 
Giddens (2006) states that no event in the social environment exists due to random actions but rather 
that all events are structured within certain regularity and patterns. Social structure has no physical 
permanence. As organizations evolve and interaction takes place between employees, employers, 
clients, suppliers or distributors so too does the need for policy amendment, evolution and creation 
take place. The environment within which financial services operate directs and compels stakeholders 
to make conscious attempts to ensure that their actions are both legal and ethical by noble actions. 
This requires a process of self-monitoring of their actions utilizing internal consciousness, of all the 
actors and an awareness of the external reality of the organizational policies, social rules, and 
legislation. These external rules are derived from the business and social customs of the environment 
and society within which business operates local and international legislation and established 
organizational policies. It is assumed that policies are derived from and shape moral agency and 
govern the discretion of agents.  
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Moral Agency and Discretion: O’Kelly and Dubnick (2006) allude to Haque (2004) indicating that 
ethics is normative and is guided by the parameters of value and norms including individual moral 
principles that are used when exercising administrative power, thus indicating that moral agency is 
vested within the individual. Carson (1994) raises two questions regarding corporate moral agency: 
(1) Can corporates be held responsible for their moral actions? and (2) Can the corporate moral duty 
be reduced to the moral duty of the individual? According to Schank, et. Al, (2010) the reasoning 
behind group decision-making is to avoid failure within a safe environment and compromise with 
middle-of-the-road solutions. Ashman and Winstanley (2007) state that for organizations to be 
effective they must have a clear sense of purpose that is understood by all stakeholders with each 
stakeholder having a clear self-image, self-consciousness, and self-esteem is linked to individual 
identity. This identifies the multiple identities that individuals have with the role an individual occupies 
at any specific moment. In the business environment, an individual may be an employee but also 
placed in a position of authority, thus suggesting that identities change as circumstances change. 
Individual identity is very complex as it is dependent on situations that continuously change and 
therefor moral agency will also be influenced by the capricious environment in which individuals 
operate. Wagner-Tsukamoto (2007) states that moral agency is firmly linked to the ethical and legal 
rules that make up the market behaviour of an organization and that morality is expressed in how the 
rules within that business or industry are interpreted within the organization’s active conduct. Self-
interest and profit are unintended consequences of how morality is viewed within the industry. Legal 
rules are seen as codified ethical customs, where custom forms the base from which rules and laws 
are derived. Moral agency is thus a consequence of ethical custom enshrined within rules or policies 
within organizations. Rules that are institutionalized regulate discretion given to individuals with the 
authority to act in accordance with the guided prescripts. According to Hambrick and Finkelstein 
(1987), discretion can be defined as “latitude of managerial action”, providing an individual with the 
freedom to decide on alternative options. Individual discretion is impacted upon by culture and goal 
alignment that is derived from individual moral identity. Individuals working in organizations where 
ethical culture is more salient will act with greater moral imagination than individuals working in 
environments where ethical culture is less salient, according to Caldwell and Moberg (2006). The 
expression individual moral identity is invested in the amount of authority the structure allows.  
 
Authority: The alignment between agency and decision making is linked to where the power is 
vested within an organization as power is derived from authority. Agency is the capacity that 
individuals have to self-direct within the confines of the authority given them by those who own the 
authority; this will include business owners, shareholders ad those placed in authority above them. 
Authority has vested power that gives rise to a structure that empowers those who are subjected to 
the authority that is captured within policies, rules, and contracts. Authority and power differ in the 
sense that power requires no consent, while authority requires consent, appointment, or ownership. 
Piromalli (2015) states that authority indicates a spread of relationships that is normally linked to the 
abusive and oppressive use of power, while legitimate authority has the power that is recognised by 
subjects within a democratic environment. Employers have authority by virtue of their ownership of or 
appointment within a business. Authority regulates compliance with organizational processes. 
 
Compliance: The quality of ethical decision making is inextricably linked to the levels of compliance 
to the legal framework that governs business, organizational policies, and individual morality. 
Organizations are treated as legal persons by law but organizations cannot be held morally liable, this 
accountability is placed on individuals. Employees and employers are bound to compliance with the 
contracts which they have that give them agency and role-authority to exercise decision-making 
guided by organisational policies. Policies are formulated to ensure that decisions are made in 
compliance with the rules that govern the operations of the organisation that results in self-efficacy in 
ethical decision making by employees. Self-efficacy is expressed in decision-making by employees 
having the capacity and motivation to exercise their agency with efficiency and consistency in an 
ethically acceptable manner. Employees are constantly challenged to meet their personal desires and 
the demands of the structure in which they operate. 
 
The Duality of Structure: The “duality of structure”, is derived from the interaction of the internal 
consciousness of the individual and external rules. Giddens (2006) states that all actions presuppose 
that structure must exist but in order to have structure there needs to be behaviour that is regular to 
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create a framework for the structure. Regularity in behaviour is a consequence of good governance 
structures within organizations that is interpreted within organizational policies. According to Masaki 
(2007) policy interventions draw from structuration theory to explain how policy intervention and policy 
renegotiation is reworked by “power subjects” in the process of deriving at direction during policy 
formulation by stakeholders. Kish-Gephart et al., (2010) states that corporate scandals abound and 
organizations and need to make a priority to understand the antecedents related to unethical practices 
within organizations. Structural modelling used in the determination of unethical choices revealed how 
complex the determination in choices is, thus indicating that moral agency influences individuals 
differently. Ethical behaviour is central to all decision making as every act is the result of the 
integration of structure and employee agency. Not a single action or decision can be influenced or 
anticipated if the past or future is not considered, thus giving structure to anticipated behaviour. 
Structure anticipates system as system integrates process and policy. Dillard and Yuthas (2017) 
indicate that system integration is the “reciprocity” of interaction between the agents across space and 
time, while structure gives rise to rules and patterns within a closed system. 
 
5.4 METHODOLOGY 
 
Research approach: Informed by the theoretical framework on ethics and structuration theory, this 
study aimed to advance the understanding of how individual ethics are aligned with organizational 
policies within the financial services industry. Ahmed and Haag (2016) warn that grounded theory is a 
much-debated theory and that there is always a need to defend this method but also insists that it is 
well used in areas where not much is known. When grounded theory is applied you are able to 
extrapolate on any process or phenomenon (Graue 2015). The second phase of the study looked at 
process modeling for policy formulation within organizations with the aim of extrapolating ethical 
practices within the industry that assist in achieving congruence between individual ethics and 
organizational policy affecting decision-making. The investigation was limited to the levels of 
involvement in the drafting of company codes of ethics, policies and value statements, and the 
underpinning ethical framework of administrators and the resultant influence it had on decision-
making.  
 
Population and Sampling: This study used probability sampling involving employees working in the 
processing and approval of the financial services sales- department within a medium financial 
services company in South Africa. Probability sampling affords each respondent an equal opportunity 
of being selected thus making provision for the least amount of errors (Leedy & Ormrod 2013). The 
primary way in which research in the field of sales generates knowledge is by employing qualitative 
research methods, where qualitative methods are used to generate knowledge and insight deductively 
by using non-statistical solicitation (Creswel 2007). The qualitative research method focused on 
understanding, individual interpretation of ethics, ethical practices, and policy formulation processes 
within the organization by using a self-administered questionnaire with 98 responses from a target 
population of 142 employees spread among all operational levels in the organization. Aspects of the 
population’s ethical perceptions were measured using three measurement scales: ordinal, nominal, 
and interval scales. The validity of data is increased when the reliability of an instrument increases 
(Leedy & Ormrod 2013). The data was analyzed by using Ifeedback software to ensure reliability and 
validity. Patterns observable from data analyses, provide a clearer understanding of the phenomenon 
and allows for deeper interpretation through deductive reasoning (Neuman 1997; McBurney 1994). 
Grounded Theory allowed for the development of theory that generated a clear explanation about the 
conceptual framework around individual ethics from the targeted population that aimed at resolving 
alignment issues around congruency between individual ethics and organizational policy. The 
methodology used contributed to the reliability and validity of the findings making interpretation 
possible of the understanding of the connection between policy formulation and individual ethics 
within a structured workspace.  
 
5.5 FINDINGS AND INTERPRETATION 
 
The results emanating from this research strengthen existing theories about the influence that 
personal ethics and organizational structure has on decision-making. Hence it makes a valuable 
contribution to research on this topic. Interventions that are drawn from policies within a structured 
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environment lead to greater compliance and consistency in ethical interpretations of organizational 
processes. The notion that internal controls within a structured environment assist in regulating work 
processes is supported by 50% of the respondents indicating that internal controls improve integrity 
and reliability in decision-making with 40.3% stating that operational efficiency increases, while 45.2% 
confirm that it solidifies the integrity of decisions and 50% concede that the potential for fraud is 
decreased (Fig. 5.3). 
 

 
  

Fig. 5.3. The Helpfulness of Internal Controls in Decision-Making 
Source: Author’s own work 

 
The study concludes that organizations where conformance to Corporate Governance processes 
captured in regulations, strategies, and values prevail, ethical behaviour become the norm resulting in 
a corporate culture that is beneficial to all stakeholders. In situations where administrators have a 
limited understanding of the facilitating- agents (Fig. 5.4) that entrench corporate governance 
structures poor judgment precipitate, culminating in loans being granted indiscriminately. This is 
confirmed by 43% of the respondents revealing that they had on occasion favoured clients. The 
operational behaviour of administrators within the financial services industry is repetitive due to a very 
structured workflow process and legal framework. Structured workflow processes provide frameworks 
for consistent ethical decision-making. Consistency in decision-making is achieved when there is 
communication between the facilitating agents and those with authority and power to enforce 
operational standards. Staff involvement in policy formulation leads to greater compliance while non-
participation can have an impact on efficiency and quality of decision-making. Table 5.1 shows that 
25.8% strongly agree and 24.2% agree that there is no staff participation in the drafting of policies 
with 27.4% not knowing if any employees participate at all. The dearth of involvement is not because 
of a lack of interest, as the majority of participants either do not know (22.6%) what is going on or 
disagree (41.7%) that apathy exists. Policies are accessible in the vernacular of the workforce with 
training in policy content being provided as acknowledged by 44.2% of respondents who disagree that 
no training is available. This could be due to staff not being invited to take part or impartiality due to no 
training being provided in policy formulation as indicated by this research.  
 

Table 5.1. Staff Involvement in Policy Formulation 
 

 Strongly 
agree 

Agree Don't 
know 

Disagree Strongly 
disagree 

No staff participation in drafting policies 25.8 24.2 27.4 12.9 9.7 
Lack of interest by staff 11.3 24.2 22.6 30.6 11.3 
Policies not in staff vernacular 14.8 18 23 32.7 11.5 
No staff training on policy content 9.7 27.4 14.5 25.8 22.6 

Source: Author's own work 
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Changes within the external environment affect the competitiveness of companies necessitating 
continuous reviews of policies and the criteria for loan granting in the financial sector. South Africans 
are increasingly applying for debt consolidation and debt counseling, this is attributable to over-
indebtedness resulting from reckless lending. Administrators working within the financial services 
industry, responsible for the assessment and awarding of loan applications are often confronted with 
the ethical dilemma of ensuring that they earn enough to sustain their own families, meeting the 
income-targets set by their companies and acting in the interest of the borrowers. The conflict 
between responsibility and accountability manifests itself within the workplace at all operational levels 
where personal compensation and organizational performance success is what seems to be the main 
aim of business within the financial services industry. The complexity of divergent value systems, 
individual ethics, and shareholder interest is at the core of the influencing factors that form the 
foundation of organizational policies. The harmonization between individual ethics and organizational 
policies is the objective that will ultimately lead to a consensus culture in the creation of an effective 
and efficient workplace. The quality of ethical decision making is inextricably linked to the levels of 
compliance to the legal framework that governs business, organizational policies, and individual 
morality. Moral realism allows minimum space for debate and moral subjectivism leads to maximum 
disagreement. Where a policy is formulated the intention is always egalitarian and utilitarian in 
purpose and the process provides an opportunity for exploration for the good that the policy intends. 
The values, norms, and beliefs of organizations are shaped by the society in which they operate thus 
supporting business in their development of an ethical foundation.  
  

5.6 CONCLUSION AND RECOMMENDATIONS 
 
The ethical orientation of business owners and employees is driven by perceptions about the roles 
each play in the supply of financial services to the public. Societal expectations based on norms and 
values result in perceptions on how business is to deliver an outcome that satisfies their initial 
expectations and evaluated against their own criteria. Policies formulated within organizations have to 
traverse the prohibitions placed on it by society and have to seek congruency to please all 
stakeholders. For any business and in particular organizations within the financial services industry to 
achieve success a balance must be found between how policies are interpreted by employees, 
motivating them to behave as they do within the structure, thus finding congruence between 
organizational policy and individual ethics. Job satisfaction is a result of a multiplicity of factors 
including security of tenure in a job, salary, self-awareness, acceptance by others, organizational 
policies, recognition, and accomplishment. It is clear that organizational policies have a direct impact 
on the decision making of Office Administrators in financial services companies and that individual 
ethics is influenced and compromised by external factors that impact on the economic survival of 
administrators. Employees must be included in the policy formulation process not only during the 
adoption of policies but also during the conceptualization process. Fig. 5.4 provides a conceptual 
model on how to straddle individual ethics and organizational policies in decision making within a 
structured environment in the financial services industry. 
 
Structure is not possible in any situation in which corporate governance is not entrenched. The 
corporate governance structure is the central determinant of organizational capacity. Corporate 
governance has as a major function in the development of structures that will be directed and 
influenced by regulation that impacts on individual and organizational values systems. Organizational 
and individual value systems have a direct impact on the strategies organizations adopt. Regulation 
guides strategy as no organization can strategize without taking local, national, and international 
regulations into account. Organizational values are captured within policies and codes of ethical 
conduct. Codes of conduct and organizational policies are non-statutory regulations influenced by 
individual values and regulation, having advantages and disadvantages due to inherent flexibility 
when strategies are devised. Structure enables management and employees to behave ethically, 
resulting in decisions that will be in the interest of shareholders where there is an interaction between 
all the components and the facilitating-agents. 
 
Facilitating Agents are conduits between agency and structure to give expression to decisions or the 
operationalization of strategy. These Facilitating Agents operationalize regulation into policy and 
individual values into the corporate culture. Within the structure for ethical decision-making are 
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Fig. 5.4. Structured Processes in Ethical Decision
Source: Researchers’ own compilation 2020
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Organizational Tools used in Decision Making: The method of allowing experienced staff to make 
decisions on “gut-feelings” results in the continuous movement of the application of policies and rules 
as experienced staff may think that they are savvy to apply their case-based experience to every 
situation. Companies who have used their policies and rules as their only guide in decision-making in 
the granting of financial products have always justified decisions as these were based on mandates 
that are encapsulated in their policies. Companies are continuously looking at ways on how to 
improve their decision-making process, part of this includes the introduction of information technology 
with sophisticated software packages. The software can be used to ensure regularity and consistency 
in decision-making. Case-based reasoning can aid in determining the norms and deviations when 
computer-based software is designed. The computer software will assist in faster decision-making 
when incorporating case-based experiences of staff. Companies are growing larger, which makes it 
difficult for consultative decision-making to take place thus the need for methodologies and 
technologies that allow for faster and more consistent decision-making.  
 
5.7 LIMITATION OF THE STUDY 
 
Hussey & Hussey (1997) alludes to the fact that any limitation is an identifier of weaknesses within 
research and de-limitation indicates how the researcher had focused on only a single section of the 
scope instead of the totality. The analysis of the entire financial services industry is beyond the scope 
of this study. The sample size was 142 employees and a response of 69% was achieved. 
Respondents within the financial services industry are not always very candid in their responses to 
research surveys as employees have the perception that giving the information could jeopardise their 
job security and may result in systemic and non-systemic risk to themselves and the organization. 
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ABSTRACT 
 

Globally, police officers are exposed to gruesome street violence and it is their duty to curb that 
violence. In other words, police work is characterised by experiences that are mostly stressful. This 
study seeks to investigate the extent to which job engagement and coping strategies can ameliorate 
the degree of emotional burnout among police officers suffering from occupational stress. Calls have 
been made for research that investigates factors that can ameliorate the level of emotional burnout 
among police officers emanating from occupational stress. The study used quantitative approach to 
test the hypothesis with a sample of 377 police officers. Through correlation and regression analysis, 
job engagement and coping strategies were found to be significant moderators of the relationship 
between occupational stress and emotional burnout (β3=-0.108; t=-2.054; p=0.041). Police managers 
are recommended to promote job engagement and the use of coping strategies among their 
subordinates to minimize emotional burnout and its adverse effects. This study found job engagement 
and coping strategies to be significant moderators between occupational stress and emotional 
burnout. No previous study seems to have directly studied the combined moderator effects of Job 
engagement and coping strategies on the relationship between occupational stress and emotional 
burnout.  
 
Keywords: Job engagement; occupational stress; coping strategies; emotional burnout. 
 
6.1 INTRODUCTION 
 
The police work in South Africa is associated with a high level of occupational stress, and such 
occupational stress is associated with a high level of emotional burnout (Mona, Chimbari & Hongoro, 
2019; Wassermann, Meiring & Becker, 2019). A South African police officer in other words is exposed 
on a daily basis to gruesome street violence. In the light of critical importance of the physically and 
psychologically healthy police force in the community, it is important that ways and methods be found 
through which this occupational stress and emotional burnout among the South African police officers 
can be reduced so that they do not lead to adverse and dangerous consequences for example such 
as, poor work performance and high rate of employee turnover (Jacobs & van Niekerk, 2017). High 
occupational stress in the South African police force particularly occurs in circumstances, where high 
levels of violence and crime are prevalent (Wasserman et al., 2017). 
 
In South Africa, numerous studies (Joubert, 2018; Mona et al., 2019; Mostert & Joubert, 2015; 
Wasserman et al., 2019) that were carried out on police officers are available which focused on, 
among other topics, job satisfaction, emotional burnout, occupational stress and work engagement. In 
addition to dealing with the illegal and risky actions of lawbreakers, there are other factors such as 
abusive treatment in the workplace, organisational inefficiency and general lack of social and 
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managerial support that have been found to be associated with occupational stress among police 
officers (Mostert & Joubert, 2015). As mentioned earlier, South African police officers are exposed to 
gruesome street violence, it is the duty of these police officers to curb that violence. Operational 
chasing, stabbing, shooting, car crashes and murder are some of the characteristics of South African 
police work. SAPS officers face stressful circumstances that have resulted from the turmoil in politics 
and socio-economics of the years dating from as early as the 1970’s to the present day, exhibited by 
extreme violence (Mostert & Joubert, 2015). In addition, increasing number of personnel in the service 
delivery profession are reportedly experiencing emotional burnout as well as some symptoms of 
persistent occupational stress (Mona et al, 2019). 
 
The experiences of SAPS officers are similar to those of other personnel in various professions as far 
as negative stress-related outcomes are concerned (Mostert & Joubert, 2015). The South African 
Government is not helping much in this regard. Furthermore, according to Mostert and Joubert, 
(2015), such affected personnel find it exceedingly hard to cope efficiently and effectively with daily 
routines such that in certain instances, suffer from symptoms and diseases like psychosomatic 
disturbances, cardiac dysfunction and depression, to name but a few. The South African Government 
is aware of the challenge, as the former Minister of Police Nathi Mthethwa said on the 21

st
 of June 

2012, policing remains a very difficult and challenging duty that requires a committed and selfless 
personality. Mthethwa went on saying, there is a need to investigate occupational stress which exists 
within the South African Police Service and how it can be avoided or reduced from affecting the work 
of police officers because clearly a crisis exists in the profession in South Africa. Paradoxically, some 
officers exposed to the same circumstances and conditions are said to reflect a vigorous and 
energetic life, a phenomenon which stress and coping researchers often do not consider researching 
(Mostert & Joubert, 2015). It is this gap in the research literature that the present study seeks to 
address. 
 

6.2 STATEMENT OF THE PROBLEM 
 
This study seeks to investigate the extent to which job engagement and use of coping strategies can 
ameliorate the degree of emotional burnout among police officers suffering from occupational stress in 
the Eastern Cape. Job engagement, as used in the present study, is a new concept that emerged 
from the research of Rich, Lepine and Crawford (2010). It seems that its moderating effect on the 
relationship between occupational stress and emotional burnout has hitherto not been investigated in 
any research, especially in combination with the use of coping strategies. 
 

3. RESEARCH OBJECTIVES 
 
The objectives of this study are: 
 
 To examine the role of job engagement and coping strategies as moderators of the relationship 

between occupational stress and emotional burnout. 
 To provide results that may help to improve the quality of work life of police officers in South 

Africa. 
 To provide results that may lead to a deeper understanding of the nature and extent of the 

relationship between occupational stress and emotional burnout. 
 

6.4 THEORETICAL BACKGROUND 
 
The engagement theory has been used in this research. The concept of engagement emerged in 
recent years as a key to effective work and learning. Engagement occurs when people undertake 
tasks related to their competence, learn continuously, immerse themselves and persist because of the 
value they attribute to the work (Shuck & Wollard, 2011). 
 
The concept and theory of engagement has been developed lately as an important idea in work and 
learning. The highlights of the concept comprise the following: 
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 Self-determination: one chooses to engage; assignment invalidates the process 
 Direct participation is essential: observation does not suffice 
 Activity is assumed (it is not the goal), as is some measure of interest or pleasure 
 A delicate balance between sufficient competence and expertise to engage with components of 

challenge is important 
 An open-ended situation is key; collaborative problem-solving is ideal 
 Routine work is not engaging 
 Persistence is characteristic 
 Coercion destroys engagement while communication regarding intent and purpose is 

fundamental 
 
Engagement is a process and ongoing activity, not an event. Learning and involvement are its 
determining characteristics. Davenport and Prusak (2000) employed the concept to information 
management by utilizing a sliding scale of engagement starting out with passive observation, moving 
to discussion, to presentation or teaching, and finally to use in practice. This instrument is important to 
handle information overload, an ongoing problem, and complements the activity-engagement 
approach. 
 
Engagement is very similar to intrinsic motivation (IM). According to Kenneth Thomas (2009) the IM 
basics comprise of meaningfulness, choice, competence, and progress. However, rewards continue 
to be instrumental in influencing IM, as does a focus on leadership qualities to enhance motivation. 
There continues to be an inevitable drive on the part of the “motivation industry” to presuppose that it 
can be taught and managed. The assumption here is that engagement cannot be “made to happen.” 
The individual, be it worker or student, is still responsible to be creative. Engagement is a “bottom up,” 
grassroots phenomenon that cannot be directed from above. 
 
Engaged agents make the choice to take part in the belief that can influence the decision on subject 
and method. Engagement is an ongoing process rather than episodic with learning and knowledge 
enhancement and skill as its goals. Knowledge, skill, and engagement rest in an individual eventually; 
they cannot be coerced or induced to happen. The goal of motivation is to instigate some pre-
determined activity (Bockerman & Ilmakunnas, 2012). Engagement gives meaning to the participant 
whilst motivation attempts to induce the participant to accomplish the motivator’s goal (Shuck & 
Wollard, 2011). In other words motivation amounts to manipulation (which can be quite sophisticated) 
while engagement is about the agent’s goals of learning, growth, and improved knowledge and skills. 
The engagement motif has an important uniqueness in that it begins and ends with the individual who 
chooses to engage, for whatever reason (Bockerman & Ilmakunnas, 2012). It is not something that 
can be initiated or managed by anyone other than the active agent. 
 
In summary engagement takes place when an individual or group accepts to carry out tasks 
appropriate for their interests and competence. The individuals learn about the tasks continuously, 
participate liberally with colleagues, immerse themselves deeply, and continue the tasks with 
persistence and commitment because of the value they attribute to the work. 
 
6.5 EMPERICAL LITERATURE 
 
The different components of work-related wellbeing could be related, but could also be separate 
dimensions (Lindberg, Karlsson, Nordlöf, Engström & Vingård, 2017). For example, it is possible to 
experience low work-related depression (e.g. disengagement), but high levels of work-related anxiety 
(e.g. occupational stress). Strain results from a combination of two or more negative forms of 
wellbeing, such as anxiety (e.g. occupational stress) and depression (e.g. disengagement). 
 
Regarding the relationship between occupational stress and job engagement, research has shown 
that even when exposed to high job demands and long working hours, some individuals do not show 
symptoms of disengagement. Instead, they seem to find pleasure and enjoyment in dealing with these 
stressors (Pieters & Hasheela, 2018). However, according to Sedat (2017), high levels of 
occupational stress are negatively associated with low levels of job satisfaction – a component of job 
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engagement (which represents the pleasure component of work-related wellbeing). Van den Tooren 
and Rutte (2016) confirm that occupational stress is negatively related to job satisfaction. 
Furthermore, it seems that job satisfaction has a protective effect on the relationship between 
occupational stress and disengagement (Zheng, 2018). Lindberg et al., (2017) confirm that job 
satisfaction has a protective effect against the negative consequences of occupational stress. They 
suggest that when occupational stress is high and satisfaction is low, the risk of low energy, a central 
aspect of low work engagement, increases considerably.  
 
Emotional burnout thrives in the workplace and is most likely to occur when there has been a 
mismatch between the nature of the job and the nature of the person doing the job (Lambert, Barton-
Bellessa, & Hogan, 2015). Different studies that have been conducted reveal that occupational stress 
that consists of job demands and a lack of resources leads to emotional burnout (Breevaart & Bakker, 
2018; Maslach & Leiter, 2016). Sources of occupational stress that lead to emotional burnout may 
originate within the organisation, although individual characteristics may play a role in an individual’s 
inability to cope with high occupational stress work environments. In terms of individual 
characteristics, younger workers and women tend to be more vulnerable to emotional burnout than 
older workers and men (Lambert et al., 2015; Van den Tooren & Rutte, 2016).  
 
Initial research on emotional burnout has viewed it as a consequence of workaholism or of 
overachievement (Breevaart & Bakker, 2018). According to Maslach and Leiter (2016) emotional 
burnout is a syndrome of emotional exhaustion and cynicism. Three key aspects of emotional burnout 
have been outlined, the first being increased feelings of emotional exhaustion, where the individual’s 
emotional resources are depleted and she/he feels no longer able to give of themselves at a 
psychological level. Emotional Exhaustion is “characterised by a lack of energy and a feeling that 
one’s emotional resources are used up. This may co-exist with feelings of frustration and tension” 
(Cordes & Dougherty, 1993). Emotional exhaustion can be noted in physical characteristics such as 
waking up just as tired as when having gone to bed, or lacking the required energy to take on another 
task or face to face encounter (Maslach & Leiter, 2016). A number of determinants of emotional 
exhaustion have been defined by Cordes and Dougherty (1993) with the three most important ones 
being work overload, role conflict and interpersonal relationships. Work overload is defined as “the 
perception of too much work to accomplish in the time available” (Powell, 1993) in other words you 
have work overload, which is suggestive of the existence of a mismatch between the person and the 
job. Role conflict is the second source of emotional exhaustion and it occurs when an individual has 
certain job expectations which may be in conflict with individuals already within the organisation. 
Trying to reconcile these differences can lead to frustration and emotional exhaustion (Pieters & 
Hasheela, 2018). Personal expectations also add further to emotional exhaustion. Having unrealistic 
expectations of the job that one has newly undertaken and coming to the realisation that these 
expectations are not met, further add up to this frustration (Mostert & Joubert, 2015). The third source 
of emotional exhaustion is interpersonal relationships, especially when the relationships are very 
intense and emotional.  
 
Another aspect has been defined as the development of negative, cynical attitudes and feelings, 
which may be linked to the experience of emotional exhaustion, i.e. a callous or dehumanized 
perception of others. Cynicism also indicates that an employee is no longer willing to perform duties 
due to decreasing tolerance levels to put in any effort (Mostert & Joubert, 2015). This is the stage 
where depersonalisation occurs, and is characterised by a detachment from work and people where 
people are treated as impersonal objects; especially by those in disciplines which work closely with 
people on a daily basis (Mona et al., 2019). The third aspect of the burnout syndrome is the tendency 
to evaluate oneself negatively, particularly with regard to one’s work which may result in feelings of 
unhappiness about self as well as dissatisfaction with accomplishments on the job in question. The 
individual feels inadequate and unproductive which in turn, has a direct effect on the quality of the 
work produced (Mona et al., 2019; Zheng, 2018). Thus emotional burnout is regarded as comprising 
three components: exhaustion, cynicism and professional efficacy (Maslach & Leiter, 2016). 
Emotional burnout can have many negative consequences such as stress-related illness, 
interpersonal problems, increased use of alcohol and drugs and behavioural problems. Workers 
suffering from emotional burnout tend to neglect important aspects of their jobs or to provide a lower 
level service (Lindberg et al, 2017; Maslach & Leiter, 2016). The consequences of emotional burnout 
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are reported to possibly lead to a deterioration in the quality of service and appears to be a factor in 
job turnover, absenteeism, and low morale among employees (Wasserman et al., 2019).  
 
Furthermore, emotional burnout has been linked with different self-reported indices of personal 
distress, including physical exhaustion, insomnia, increased use of alcohol and drugs, and marital and 
family problems. Later Maslach and Leiter (1997) described emotional burnout as “the index of the 
dislocation between what people are and what they have to do. It represents an erosion of values, 
dignity, spirit and will, an erosion of the human soul”. Dislocation has been traced and described in 
terms of less intrinsic worth, global economics, technology, the redistribution of power, and failing 
corporate citizenship (Bang & Reio, 2017; Joubert, 2018). These factors among other things have 
been recognised as producing personal consequences where individuals feel, overloaded, lack 
control over what they must do, are not rewarded for their work, experience a breakdown in 
community, are not treated fairly, and have to deal with conflicting values. Relatively low correlates of 
professional efficacy have been linked with exhaustion and cynicism whereas these two emotional 
burnout components have been correlated very strongly (Bang & Reio, 2017). It has also been 
observed that cynicism may develop in response to exhaustion (Leiter, 1993) and as such cynicism 
and exhaustion are seen as the core components of emotional burnout (Maslach & Joubert, 2015). 
Numerous research studies have been devoted to understanding the factors contributing to emotional 
burnout (Pieters & Hasheela, 2018). Possible factors such as biographical characteristics, personality 
characteristics, work-related attitudes and work and organisational characteristics have been 
considered to be particularly significant (Joubert, 2018). Evidence suggests that occupational stress 
influences the degree of emotional burnout experienced (Lambert et al., 2015).  
 
A process model of emotional burnout which assumes that job demands and resources are differently 
associated with the three emotional burnout component has been suggested (Kranabetter & Niessen, 
2017). It has been found that job demands are more strongly related to exhaustion, while job 
resources are more strongly related to cynicism and professional efficacy (Bang & Reio, 2017). Lee 
and Ashforth (1996) conducted a meta-analysis that included over sixty studies and their results 
confirm that the three components of emotional burnout are differently related to job demands and 
resources and that job demands were strongly associated with exhaustion. It was found that cynicism 
was associated with both resources and demands, however the correlations for resources were lower 
than for demands. The dimension of professional efficacy was found to be largely uncorrelated to job 
demands and job resources whereas any significant correlations found were concerned with job 
resources rather than demands (Bang & Reio, 2017). Andela, Truchot and Van der Doef (2016) found 
that job demands were strongly correlated with exhaustion rather than cynicism or professional 
efficacy as the latter were both related to resource variables. It has been found that organisational 
demands relate only to exhaustion (Mona et al., 2019) and that exhaustion is strongly associated with 
job demands while cynicism and professional efficacy were significantly associated with job resources 
(Andela et al., 2016). 
 

6.6 METHODOLOGY 
 

6.6.1 Research Approach  
 
The research adopted a quantitative design in answering the research question. Quantitative studies 
can help provide description and make inferences around numerical data generated (Creswell, 2014). 
In gathering the data, the researcher made use of a questionnaire given the advantage this instrument 
has in being cost-effective and allowing the researchers the ability to reach a large number of 
respondents as used in previous research. A convenience sampling approach was used in this study. 
This was done to access those respondents who were most accessible and available to take part in 
the research (Churchill & Brown, 2010).  
 

6.6.2 Research Strategy  
 

Part 1: General information: This section included all general instructions which accompany the 
questionnaire with regard to the completion. The participants were requested to read the instructions 
carefully and to answer all the questions as accurately as possible. 
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Part II: Biographical information: The second section dealt with the participant’s biographical details. It 
was developed in order to gain biographical data, such as the age of the participant, marital status 
and educational qualifications. 
 
Occupational stress scale: The Effort Reward Imbalance (ERI) questionnaire (Pikhard, Bobak, 
Siegrist, Pajak, Rywick, Kyshegyi, Goatautas, Skodova & Marmot, 1996) for stress at the work-place 
was used. This is a 16-item, five-point rating scale in which “5” represents “applies and distresses me” 
and “1” represents “does not apply”. Cronbach’s alpha for the whole questionnaire, according to 
Pikhard et.al (1996) is .89. 
 
Maslach Burnout Inventory – General Survey. {MBI – GS}: The Maslach Burnout Inventory – General 
surveyMBI-GS (Maslach, Jackson &Leiter, 1996) was used to measure the degree of burnout 
experienced by the participants in the study. The version of the scale used in the present study 
consist of 15 items and has three subscales, which are Exhaustion (five items, e.g. ‘I feel used up at 
the end of the workday’); Cynicism (four items, e.g. ‘I have become less enthusiastic about my work’); 
and Professional Efficacy (six items, e.g. ‘In my opinion, I am good at my job’). All items are scored on 
a seven-point Likert-type frequency rating scale, ranging from “1” (Never) to “7” (Everyday). The three 
components of the Burnout construct are conceptualised in broader terms relating to the job, rather 
than just to the personal relationships that might form part of the job (Maslach, Schaufeli&Leiter, 
2001). Together, the subscales of the Maslach Burnout Inventory –(GS) provide a three-dimensional 
perspective on burnout. Cronbach’s alpha coefficient for the three scales of the questionnaire are as 
follows: The exhaustion scale has a Cronbach alpha of 0.89, the cynicism scale, 0.84 and the 
professional efficacy scale, 0.84. Test–retest reliabilities after one year were 0.65 (exhaustion), 0.60 
(cynicism) and 0.67 (professional efficacy). 
 
The short form of the Coping Orientation to Problems Experienced (COPE) scale will be used to 
measure participants’ coping strategies. The COPE is a multidimensional 53-item questionnaire 
indicating the different ways in which individuals cope in different circumstances. For this research, 
brief cope will be used (Carver, 1997). This is a 28-item questionnaire which measures 14 
conceptually differentiable coping reactions, comprised of two items each. Respondents rate 
themselves on a 4-point frequency scale, ranging from “1” (Usually not doing it at all) to “4” (Usually 
doing it a lot). The COPE has been proven both reliable and valid in different cultural groups (Clark, 
Bornman, Cropanzano& James, 1995; Van der Wateren, 1997). Brief COPE was administered to 
hundred and thirty six Employee Assistance Programme (EAP) counselors randomly selected from 
the Employee Assistance Programme Association database. Results indicated that three subscales 
existed which the researcher named positive coping, passive coping and negative coping. Reliability 
for each subscale ranged from 0.75 to 0.82. Acceptable reliability and validity levels have been 
determined for the COPE in the South African context, rendering it suitable for usage in the country 
(Van der Wateren, 1997; Wissing& Du Toit, 1994). 
 
Job Engagement Scale: The Job Engagement Scale (Rich, Lepine & Crawford, 2010) will be used to 
measure job engagement. Initially, engagement was viewed as the positive antithesis of burnout, but 
according to the scale developers, engagement can be operationalised in its own right. The Job 
Engagement is scored on a seven point frequency scale, ranging from “1” (Never) to “7” (Every day). 
Three dimensions of engagement can be distinguished, namely Vigour (6 items; e.g. “I am bursting 
with energy in my work”), Dedication (5 items; e.g. “I find my work full of meaning and purpose”) and 
Absorption (6 items; e.g. “When I am working, I forget everything else around me”). Engaged 
individuals are characterised by high levels of Vigour and Dedication and also elevated levels of 
Absorption. Empirically, certainty needs to be obtained whether burnout and engagement are indeed 
opposites of the same continuum, while theoretically there seems to be a dichotomous relationship. 
Burnout and Engagement can be described as related but distinct concepts (Schaufeliet al., 2002). In 
terms of internal consistency, reliability coefficients for the three job engagement subscales have 
been found to range from 0.68 and 0.91. 
 
Police officers were informed of their rights and that participating in the study was voluntary; ethical 
consent was shown through signing an ethical agreement form. The researcher also applied for 
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institutional permission to conduct the study and an ethical clearance certificate granted as an 
outcome of this process. 
  

6.6.3 Reliability Test  
 
The researcher adhered to the issues of reliability and validity, particularly when collecting, analysing 
and interpreting the data (Creswell, 2014). The Cronbach’s alpha coefficient was used to test for 
internal consistency (Pallant, 2011). Generally, the Cronbach’s alpha coefficients for the constructs 
used in this scale were above the recommended threshold of 0.70 as deemed an acceptable reliability 
coefficient (Nunnally, 1978).  
 

6.6.4 Data Analysis 
 
Below are the results for the internal consistency of the main data collection instruments. Cronbach’s 
alpha coefficient was used to test for the reliability of the research instrument. Table 6.1 presents 
Cronbach’s alpha coefficients which were obtained for the respective scales. 
 

Table 6.1. Cronbach alpha for the measuring instruments 
 
Instruments Cronbach alpha Number of items 
Effort-Reward Imbalance Scale 0.90 16 
Maslach Burnout Inventory- GS Scale 0.96 15 
Job engagement Scale  0.98 18 
Coping Orientation to Problems 
Experienced Scale 

0.96 28 

 
The cronbach alpha for the Effort Reward Imbalance scale (measuring stress) was 0.90 while that for 
burnout was 0.96, that for job engagement 0.98. As all these coefficients exceeded 0.70, the scales 
can be considered to have an acceptable degree of internal consistency. 
 
Hypothesis: The Occupational Stress/Coping Strategies/Job Engagement and Emotional 
Burnout Relationship 
 
H0 - Job engagement and use of coping strategies combined do not moderate the relationship 
between occupational stress and burnout to a greater extent than each of them separately. 
 
H1 - Job engagement and use of coping strategies combined moderate the relationship between 
occupational stress and burnout to a greater extent than each of them separately. 
 
To determine if job engagement and use of coping strategies combined moderate the relationship 
between occupational stress and emotional burnout, occupational stress, coping strategies, job 
engagement and all the possible interaction effects were modelled as explanatory variables on 
emotional burnout using multiple regression models. The resulting F-value (F=39.32; df=7; 
Pr>F=<.0001) shows that the model was highly significant. A total of 41.6% of the variation in 
emotional burnout is explained by the model. The parameter estimates show that the interaction effect 
(β3=-0.108; t=-2.054; p=0.041) is significant. Thus, there is sufficient evidence at 5% significance level 
to reject the null hypothesis and conclude that job engagement and use of coping strategies combined 
moderate the relationship between occupational stress and burnout to a greater extent than each of 
them separately. However, this needs to be further tested since the p value is close to 0.05.  
 

6.7 LIMITATIONS OF THE STUDY 
 
Although this study was largely successful, there are some notable limitations. The current study used 
a purely quantitative paradigm. The inclusion of qualitative methodologies could have provided a more 
in-depth understanding of the relationships among the variables included in the study. For example, 
this study used Likert-type questionnaires, which limit the participants from expressing their own views 
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in full. A second problem relating to the exclusive use of questionnaires is the likelihood of common 
method variance which is attributable to the measurement method rather than to the construct the 
measures represent (Creswell, 2014). It creates a false internal consistency, that is, an apparent 
correlation among variables generated by their common source. Triangulation is often recommended 
as an important way of counter-acting common method variance. It involves the conscious 
combination of quantitative and qualitative methodologies as a powerful solution to strengthen a 
research design where the logic is based on the argument that a single method can never adequately 
solve the problem of rival causal factors (Babbie 2013). It is the combination of at least two or more 
theoretical perspectives, methodological approaches, data sources, investigators, or data analysis 
methods. The intent of using triangulation is to decrease, negate, or counterbalance the deficiency of 
a single strategy, thereby increasing the ability to interpret the findings (Creswell, 2014). 
 
Another shortcoming of the present study is that the data set is quite small (n = 377) due to financial 
and time constraints. Having a small sample limits the generalisability of the findings. The study was 
conducted in the Eastern Cape Province of South Africa. It would have been better if the study had 
been conducted throughout the country. This would have made the findings more generalizable to the 
whole country. This is in line with the external validity principle which is the extent to which the results 
of a study can be generalized to other situations and to other people. According to Babbie (2013) 
external validity refers to how well data and theories from one setting apply to another. 
 

6.8 CONTRIBUTION MADE BY THE STUDY 
 
The study has made a noteworthy contribution to knowledge regarding the interrelationships between 
the independent variable (occupational stress) and the moderator variable (job engagement), on the 
one hand, and the dependant variable (emotional burnout), on the other hand. Most importantly, the 
study was conducted in the Eastern Cape Province of South Africa, where there were no indications 
of any similar study having been previously conducted. 
 
Contrary to the hypothesis of this study, however, job engagement was found not to significantly 
moderate the relationship between occupational stress and emotional burnout. No previous study 
seems to have directly studied the moderator effect of Job engagement on the relationship between 
occupational stress and emotional burnout. This needs to be further researched in future. 
 

6.9 RECOMMENDATIONS FOR FUTURE RESEARCH 
 
The findings of the present study have important implications for future research and practice. In 
terms of perceived strain, this study is a first step towards the development of a comprehensive 
perceived strain profile of police officers in South Africa. However, the current study only considered 
the province of the Eastern Cape and it is recommended that the study be expanded to the other eight 
provinces in South Africa. The researcher also recommends that future researchers must increase the 
sample size to avoid limiting the generalisability of the findings and improve external validity (De Vos, 
1998). The use of both quantitative and qualitative methodologies may provide a more in-depth 
understanding of the relationships among the variables included in the study as opposed to the use of 
quantitative method only. In the case of the relationship between coping strategies and emotional 
burnout, the relationship was, however, not in the hypothesised direction, a case of unexpected 
results. Further research is necessary to clarify matters in this regard. The sample size and the extent 
of the geographic area from which the sample is selected need to expand. 
 

6.10 CONCLUSION RELATING TO THE ENTIRE STUDY 
 
The major background to this study is that police work involves mind-pressuring activities emanating 
from gruesome street violence that is characterised by chasing, stabbing, shooting, car crashes and 
murder. These activities may lead to stress and ultimately emotional burnout. Previous studies about 
stress and emotional burnout on police officers are still inconclusive on the major factors that could 
curb the burnout that is a result occupational stress. It is against this background that this study aimed 
to assess the moderating role of job engagement between occupational stress and emotional burnout. 
The researcher therefore hypothesised that job engagement and coping strategies moderate the 
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relationship between occupational stress and emotional burnout. The alternate hypothesis was 
rejected as opposed to many findings in the country. 
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ABSTRACT 
 

The advent of social media has gained considerable attention in the world of work; particularly in the 
field of recruitment (Masa’d, 2015). Recruitment is integral to human resource management and the 
war for talent continues to be a topical concern for organisations. Due to the paucity of research on 
this topic in South Africa, the key aim of the study was to explore the role of social media as a 
recruitment tool from the perspective of Human Resource (HR) practitioners across industry sectors. 
A qualitative approach was adopted, using semi-structured interviews with six Human Resource 
practitioners. Thematic content analysis was used to analyse the data. The findings revealed that 
using LinkedIn and Twitter led to effective recruitment. LinkedIn was favoured for filling senior 
manager positions, while Twitter attracted graduates and entry level candidates. Results indicated 
that social media recruitment in companies was more cost-effective and efficient. Recommendations 
showed that HR practitioners were not optimally using social media for recruitment due to a skills gap, 
as such upskilling was required. Future research was required on the use of social networking sites 
for job seeking among postgraduate students, and the social networking sites that are used by HR 
practitioners for recruitment.  
 
Keywords: Social media; recruitment; HR practitioners. 
 

7.1 INTRODUCTION  
 
The rapid development of the Internet is changing the world in diverse ways and has compelled 
organisations to review and change recruitment strategies for the acquisition of talent 
(Balasubramanian, Vishnu and Sidharth, 2016; Sharma and Nagendra, 2017). Social media sites 
consist of Facebook, Twitter and LinkedIn, to name a few. LinkedIn, Twitter and Facebook are 
predominantly used for recruitment, as they acknowledge both the needs of employers and job 
applicants (Vyas, Mirji, and Hanji, 2015; Krishna, Mohan and Maithreyi, 2016). 
 

7.1.1 Background of the Study 
 
Recruitment is key to human resource management, the war for talent remains a topical concern for 
organisations. Talent attraction and retention of the best employees is an organisation’s competitive 
advantage (Masa’d, 2015; Sharma and Nagendra, 2017). 
 
Traditional recruitment includes newspaper advertisements, executive recruitment and job fairs 
amongst others. Before an employer selects a recruitment method, consideration is given to several 
factors such as the cost of targeting candidates, the time frame to recruit and the organisational 
culture (Othman and Musa, 2007). However, the traditional methods of recruitment are fast becoming 
obsolete; with organisations focusing more on social media as a tool for recruitment. (Deshati, 2017). 
Social networking sites serve as a marketing tool for both job seekers and employers. Social media 
recruitment is not only cost effective but also provides a holistic overview and can be easily obtained 
as compared to other methods (Hada and Gairola, 2015).  
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7.1.2 Research Problem  
 
Scholarly interest has created a vast body of research on traditional recruitment methods (Cooley and 
Yancy, 2016). There has been a shift in human resources management, where social media is now 
seen as the front runner in organisations. Nowadays, numerous companies use the Internet for 
recruitment (Rana & Singh, 2016). According to Cooley and Yancy (2016), employers are increasingly 
turning to non-traditional methods, such as social media to screen applicants. 
 
Due to the rise of social media, organisations are compelled to change the way they operate (Sharma 
and Nagendra, 2017). Traditional and slower recruitment processes have been revolutionized into 
new processes known as E-recruitment. E-recruitment involves the use of technology and web-based 
tools to aid the recruitment process. Social media is a part of E-recruitment (Masa’d, 2015; Lewis, 
Thomas and James, 2015), and a game changer for organisations (Balasubramanian et al., 2016). It 
creates a platform for businesses to choose top talent from the marketplace.  
 
The current economic situation has forced businesses to reduce their operating costs. This has 
created tremendous pressure on the human resource departments to cut back on their recruitment 
costs, yet they are still required to attract the best talent. Due to this cost-conscious approach, HR has 
introduced social networking into their recruitment strategies (Lewis et al., 2015). Although there has 
been an increase in the number of social networking sites over the years, the research on social 
media and recruitment is limited (Masa’d, 2015; Sivertzen, Nilsen and Olafsen, 2013). Currently, only 
a handful of studies have been done regarding social media as a recruitment tool, as this is still a very 
new area of research, both nationally and internationally (Masa’d, 2015).  
 
7.1.3 Research Objectives of the Study  
 
In order to explore the key aim of the study, that is the role of social media as a recruitment tool from 
the perspective of Human Resource (HR) practitioners across industry sectors, the following 
objectives were created: 
 
 To explore the perceptions of Cosmetic, Law and Retail HR practitioners towards social media 

as a recruitment tool.  
 To investigate the impact of social media on traditional recruitment from an HR practitioner’s 

perspective.  
 To explore the extent to which social networking sites lead to effective recruitment from an HR 

practitioner’s perspective.  
 To identify the benefits and challenges of social media as a tool in recruitment from an HR 

practitioner’s perspective. 
 

7.1.4 Significance of the Study 
 
This study contributed to the paucity of literature on the role of social media as a recruitment tool from 
the perspective of HR Practitioners in the South African context. The outcome of this research has 
provided businesses with more insight into their decision-making process. The results gained from the 
study clarified the benefits, pitfalls, and the role of social media as a tool for recruitment. In addition, 
this study has broadened the scope and understanding of social media as a tool for recruitment in 
Human Resources Management within a South African context. The research can also offer unique 
information to complement existing literature, and it could serve as a guideline for future studies. 
 

7.2 LITERATURE REVIEW 
 

This study draws on the key aspects that are social media and recruitment. Recruitment has been 
categorised into traditional recruitment and E-recruitment.  
 

7.2.1 Social Media 
 

A formal definition of social media as explained by Koch et al. (2018, p.4) is: 
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“applications that make possible the creation and transmission of content in the format of 
words, pictures, videos and audios”. 

 
Simply put, it is an Internet founded channel between groups of individuals that connect online to 
exchange material and views. Social media can be defined as technological communication that 
emerges in digital communities (Bicky and Kwok, 2011). It serves as a platform for individuals to 
exchange ideas and information about themselves (Vyas et al., 2015). Social networking can be 
described as interacting and finding others of similar interests through the use of online sites and 
applications. Since the early 1980s the Internet has been used to connect with others; however the 
use of social networking sites have boomed and become common practice only in the last decade 
(Hada and Gairola, 2015). Recently social networking sites have become a crucial business tool 
especially for recruitment purposes. Employees can use information available in social networking 
sites to screen applicants for available vacancies. (Hada and Gairola, 2015).  
 
The number of users on social media accounts drastically increased, with 901 million Facebook users, 
over 500 million Twitter users and over 161 million LinkedIn users, hence social media is pervasive. 
Given the exponential number of users, organisations began using social media to identify, attract and 
reach potential candidates for employment (Archana, Nivya and Thankam, 2012). Bohmova and 
Pavlicek (2015) highlighted that social networking sites like Facebook and LinkedIn have recently 
entered the labour market, which is more commonly used in the sphere of recruitment. LinkedIn, 
Twitter and Facebook were some of the most dominant social media tools that were used for 
recruitment. Facebook was increasingly popular with more than 500 million users and constantly 
exceeded Google in site visits on a regular basis. LinkedIn had more than double registered users 
from approximately 40 million in 2009 to over 100 million in 2011 (Vyas et al., 2015). In the United 
Kingdom, over 90% of adults between the ages of 18 and 25 years confirmed that they had an active 
profile on a social networking site (Subramani, 2015). Cilliers et al. (2017) reported that in South 
Africa, approximately 30 million people access social networking sites through their mobile devices. 
Eisele (2006) in Aguenza et al. (2012) who examined the use of the Internet as a tool for recruitment 
with 1000 of the largest companies in Germany, revealed that 67% of employers indicated an 
improvement in the recruitment process and 49% of organisations experienced a reduction in 
recruitment costs.  
 
Moreover, CareerBuilder.com showed that 45% of companies used social media to source potential 
candidates, which doubled from the previous year (Aguenza et al., 2012). A survey conducted by 
JobVite confirmed that the use of social networking as a recruitment tool is on the rise. It was reported 
that in 2012, 54% of employers used Twitter, 66% used Facebook, and 97% used LinkedIn to source 
potential candidates. These figures indicate that LinkedIn was by far the most popular social 
networking site for recruiters (Lewis et al., 2015).  
 
A study conducted by the Society of Human Resources in 2005, as cited in Deshati (2017) found that 
LinkedIn, Facebook and Twitter were the most popular social networking sites for recruiters. The 
runner ups included Google Plus, YouTube, Instagram and Pinterest. However, there are still reliable 
niche recruiting channels. Due to the popularity of social media in organisations, HR practitioners 
began engaging in social media to facilitate the recruitment process between themselves and job 
seekers (Bicky & Kwok, 2011). Both recruitment agencies and companies used social media to 
source prospective candidates for executive roles (Rahman et al., 2014).  
 
Jobvite (2014) as cited in Hada and Gairola (2015) found that 94% recruiters used LinkedIn, whereas 
66% used Facebook to find the best possible candidate for the organisation. This was followed by 
Twitter with a usage of 52% by recruiters, Google Plus by 21% and YouTube by 15%. Users were 
more likely to share videos than to share texts, should companies encourage the sharing of their 
videos they could reach more potential hires. The survey also indicated that 79% of recruiters 
employed candidates from LinkedIn, where 26% were hired through Facebook, 14% from Twitter and 
7% from candidate Blogs. Social networking sites were becoming more popular amongst recruiters, 
as it gave them more opportunities to find the best candidates. In addition, it was found that 
employers planned on to invest more in social networks, approximately 73%, and to capitalise 
approximately 60% in their corporate websites.  
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The study of Masa’d (2015) on HR departments of companies in the Middle East indicated that social 
networking sites were trending as a tool for recruitment. Majority of the organisations surveyed used 
LinkedIn for recruiting, whereas only 17% of companies used social community sites such as 
Facebook. Similarly, Krishna et al. (2016) indicated that 60% of HR practitioners believed that 
LinkedIn was the easiest way to stay connected with job seekers, whereas 20% preferred Facebook, 
10% of the respondents stated that Twitter was favourable for job opportunities whereas another 10% 
of the respondents supported blogs for recruitment. Singh (2017) emphasised that with the use of 
networking sites such as LinkedIn, Twitter and Facebook recruiters were accessible, connected and 
socially active to find the best talent in the market. Findings from a study by Hivarkar (2018) revealed 
that 87.5% of HR practitioners in Pune city, India used social media for recruitment, and 93.5% of 
them agreed that social media was a beneficial tool for recruitment. In addition, 80% of respondents 
stated that the combined use of social media and job portals yield favourable results; and 63% of 
respondents indicated that social media reduced the application process. 
 
7.2.2 Recruitment 
 
Recruitment is a fundamental part of human resource management (Narmadha and Nagi, 2017). HR 
professionals aim to attract the best candidates with the right skills for the job, since a talented 
workforce can be an organisations competitive advantage (Sharma and Nagendra, 2017). The 
traditional method of advertising a vacancy and waiting for candidates to apply is in the past for most 
industries, nowadays organisations are focusing more on social media as a tool for recruitment 
instead of newspaper advertisements, word of mouth or recruitment agencies (Deshati, 2017). 
Balasubramanian et al. (2016: 108) defined E-recruitment or online recruitment as the: 
 

“practice of using technology and in particular web-based resources for tasks involved with 
finding, attracting, assessing, interviewing and hiring new personnel”.  

 
Online recruitment underpinned by social networking sites has become a useful way of hiring 
employees for organisations (Hada and Gairola, 2015). Recruiters are largely using technology to 
connect and attract talent to organisations. Since social media is predominately used by millennials; 
this has become a catalyst for refreshing their marketing and social media strategies in the workplace. 
Corporate organisations are increasing their brand awareness in social media, thus attracting 
candidates to apply as they feel as they are able to increase their brand presence in the job market 
(Sharma and Nagendra, 2017).  
 
A study by Workforce (2000) cited in Kroeze (2015) indicated that online recruiting was shown to be 
up to 30% faster than other traditional methods of recruitment. From a recruiter perspective, E-
recruitment enabled the filtering of unqualified and unsuitable candidates which yielded a 60% saving 
of recruiting time. While it holds true that online recruitment was more efficient than traditional 
methods, Othman and Musa (2007) found that HR departments utilised both traditional means of 
recruitment and E-recruitment in the hiring process. Over 75% of HR specialists included job boards 
to their conventional recruiting methods, it highlighted that online recruitment would not replace 
traditional methods of recruitment, but a well-executed E-recruitment strategy would assist the 
recruitment process to be more effective. Subsequently, Kaur (2015) and Kumudha and Priyadarshini 
(2014) found that E-recruitment was on average 70% faster than traditional hiring methods. 
 
However, Lakshmi (2014) claimed that in 2013, traditional methods such as employee referral 
programmes were highly effective in sourcing quality candidates followed by social professional 
networks and company career websites In large companies, many potential candidates can be 
obtained at a reduced cost through employee referrals (Rahman et al., 2014; Yadav and Kumar, 
2014). Sharma and Nagendra (2017) found that employees that were recruited through referrals have 
an extended tenure compared to those employees recruited through formal methods.  
 

While traditional methods as noted are valuable, there appears to be dissent amongst authors. 
Aguenza, Al- Kassem and Som (2012) stated that the use of online recruitment reduced the hiring 
cost by 87%, in comparison to the traditional methods of recruitment. Kumudha and Priyadarshini 
(2014) supported previous studies by claiming that online recruitment could save 90% of hiring costs 
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in comparison to traditional recruitment. Moreover, Yadav and Kumar (2014) found that high costs 
and privacy issues were concerning. Line managers try to steer away from this traditional recruiting 
method (Rahman et al., 2014).  

 
Many researchers have agreed that traditional recruitment is restrictive, thus limiting the number of 
suitable candidates for vacant positions (Khillare & Shirsale, 2017; Narmadha & Nagi, 2017; Devi & 
Banu, 2014). Rahman et al. (2014) conducted a study and found that traditional recruitment methods, 
for example, job boards and recruitment agencies are still being used despite the increased usage of 
social media in recruitment. 

 
7.3 RESEARCH METHODOLOGY 
 
The study adopted an interpretivist paradigm and used an exploratory research design. A qualitative 
approach using semi-structured personal interviews was used. The researcher adopted a qualitative 
approach to gain deeper insights and a different perspective on the impact of social media as a tool 
for recruitment. Non-probability sampling was used in the study. Convenience sampling was used to 
select a population of six HR practitioners across industry sectors. A disadvantage of this technique is 
that it does not represent the entire population (Neuman, 2014). The researcher approached eight 
organisations and only four organisations granted the researcher with access to conduct a research 
study. HR Specialists were chosen from three organisations across industry sectors and geographical 
locations. Within these four organisations, a total of six HR practitioners agreed to be interviewed and 
be a part of the research study. The HR practitioners that were targeted were those that dealt with 
graduate recruitment in their organisation. The study site included companies from the cosmetic, law 
and retail sectors that were located in Durban and Johannesburg.  

 
Table 7.1. List of interviews conducted with Human Resource specialists 

 
Respondent Gender Designation Industry sector Geography 

1 Male  Regional HR Manager Retail  Durban 

2 Female Regional HR Manager  Retail  Durban 

3 Female HR Specialist  Retail  Johannesburg 

4 Female HR Specialist  Retail  Johannesburg 

5 Female HR Specialist Cosmetics  Johannesburg 

6 Female HR Specialist Legal Johannesburg 

 
Table 7.1 shows the profile of the participants in this study, in terms of gender, industry sector and 
their geographic location. 

 
The data collection method adopted for the research included face to face interviews and telephonic 
interviews. Semi-structured interviews were the best option to collect qualitative data as the research 
objectives were to explore the impact of social media as a tool for recruitment. It allowed the 
researcher to gain insight on views, experiences and opinions of HR practitioners from different 
organisations across industry sectors. The researcher used a semi-structured interview with broad, 
open-ended questions as the researcher had some knowledge in the area of the subject matter. 
Furthermore, the open-ended questions allowed the researcher to follow up on questions and prompts 
based on the answers received by the participant (Dikko, 2016). 

 
Prior to an interview, the researcher had a brief discussion with the participant to set the tone, and to 
establish confidentiality and a comfort level to proceed. The participants were given a briefing 
document on the purpose of the research study regarding the impact of social media as a tool for 
recruitment and included the right to confidentiality and the use of information for research purposes. 
The participants were advised that the interviews would be audio-recorded and that their permission 
was required. Interviews were approximately 20 minutes long and were scheduled according to the 
availability of the participants. The research created awareness on the recording of the interview and 
participants confirmed their willingness to proceed. 
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7.4 PRESENTATION AND DISCUSSION OF RESULTS 
 
This section presents demographic information of the six participants in this study. Table 7.2 presents 
the information according to the industry sector, occupational levels, age, gender and race. 
 

Table 7.2. Demographic information 
 
Participant  Industry Sector Occupational levels Age Gender Race 
1 Retail Middle management 35 Male White 
2 Retail Middle management 35 Female African 
3 Retail Senior management 38 Female Indian 
4 Legal Senior management  43 Female Indian 
5 Retail Middle management 34 Female Coloured 
6 Cosmetic  Middle management 50 Female Coloured 

 
In the sections below, the intention of the author in combining the presentation and discussion 
aspects of the study was to create a more robust and meaningful discussion of the results achieved. 
 

7.4.1 Social Media as a Recruitment Tool 
 
The aim of the section below is to gain a broad understanding on the views and perceptions of HR 
practitioners regarding social media as a tool for recruitment. Table 7.3 below illustrates the themes 
that emerged. These themes have been discussed and analysed below. Verbatim quotations have 
been used to highlight the contribution of the participants in this study. 
 

Table 7.3. Social Media as a Recruitment tool 
 
Themes Frequency of emerging themes Percentage 
Targeted Talent Sourcing 5 83.3% 
Accelerated sourcing process 4 66.7% 
Increased employer brand value 4 66.7% 
Access to passive candidates 3 50% 
Geographically diverse talent pool 3 50% 

 
7.4.1.1 Targeted Talent Sourcing (83.3%) 
 
Social media targets different types of candidates to apply for job opportunities. These include 
candidates from different generational groupings, which is Generation Y or Millennials, Graduates and 
Senior Management.  
 
Participant two expressed:  
 

“We use different platforms to target different levels so like a graduate would respond to an 
Instagram ad, a Twitter ad or a Facebook ad”.  

 

Participant five stated: 
 

“Generation Y… Millennials are often more responsive to job advertisements on social 
media”. Participant four remarked, “In terms of social media, the ones that are more 
responsive are the ones that are more interested in the senior management vacancies, 
especially on LinkedIn”.  

 

Participants also indicated that since Millennials are regular users of social media, they also seek job 
opportunities through social media. These findings supported the results of Vyas et al. (2015) and 
Hasan, Salehin and Islam (2018). Vyas et al. (2015) indicated that 96.25% of final year students spent 
a considerable amount of time accessing the Internet daily in search of job opportunities. Hasan et al. 
(2018) found that in a study conducted by Potentialpark, 48% of graduates chose to find their potential 
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job through social media. Subsequently, Generation Y choose online sites for job seeking because it 
offered increased opportunities to become connected with a broad range of professionals, graduates 
and skilled individuals. Additionally, the research findings were consistent with that of Krishna et al. 
(2016) who found that millennials are vital players in the job market, and they are changing the 
recruitment landscape. Hence the focus is to interact and attract these candidates through social 
media. Furthermore, a study by Villeda and McCamey (2019) found that 73% of millennials found their 
last job through a social media platform and Stollak, Vandenberg, Felhofer and Sutherland (2014) 
found that 64% of millennials enquired about the company’s social media policy during a job interview.  
Moreover, the research findings regarding the senior management grouping were consistent with the 
findings of Houran (2017) who showed that LinkedIn is primarily used to recruit candidates for key 
management positions at senior (87%) and middle management levels (80%), but it is very seldom 
used for entry level positions (8%). 
 
7.4.1.2 Accelerated Sourcing Process (66.7%) 
 
Participants from the Retail Industry Sector perceived that social media brings efficiency in the talent 
sourcing process. Participant four stated: 
 

 “I also feel that using social networking sites uhm cuts down the turnaround time in terms of 
sourcing CVs, it just makes, it speeds up the process I would say”.  

 
The findings were supported by a report done by the Society for Human Resource Management 
(SHRM), which indicated that more than 50% of organisations confirmed that the utilisation of social 
networking sites is an efficient method to hire candidates (Heathfield, 2018). Similarly, Kroeze (2015) 
found that online recruiting is proven to be up to 30% faster than other traditional methods of 
recruitment.  
 

7.4.1.3 Increased Employer Brand value (66.7%) 
 

The majority of participants (Retail and Cosmetic sector) opined that recruiting candidates through 
social networking sites promoted employer branding. Participant two expressed: 
 

 “…and therein we’re able to increase our employer branding, we able to increase the number 
of applications that we receive, and we are able to increase… people deal with us as a 
company”.  

 

Wislow (2017) supported this notion of the interwoven nature of online recruitment and employer 
branding. 
 

7.4.1.4 Access to Passive candidates (50%) 
 

Participants concurred that access to passive candidates is possible using social media as a tool for 
recruitment. Passive candidates are not in the job market nor are they necessarily looking out for new 
job opportunities. Participant two expressed:  
 

“…but also, just in terms of being able to get to candidates who wouldn’t ordinarily be 
applying to vacancies”.  

 

The findings were supported by Koch, Gerber and De Klerk, (2018) who found that organisations 
should always thrive to identify and attract the best talent from the market especially during tough 
economic times instead of only seeking active candidates. The war for talent requires a proactive 
approach for organisations to succeed. Furthermore, studies by Archana, Nivya and Thankam (2012) 
and Balasubramanian et al. (2016) both supported the finding that recruitment through social media 
helped to identify qualified candidates who may not be actively looking new job opportunities. 
 

7.4.1.5 Geographically Diverse Talent Pool (50%) 
 

Results indicate that social media can attract a boundary less talent pool worldwide for the purposes 
of recruitment. Participant two said:  
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“So, I think social media holistically as a tool for recruitment increases our reach in terms of 
being able to get through to candidates probably in far-reaching areas”. Participant six 
mentioned: “In addition, social media enables the organisation to reach candidates 
internationally”.  

 
This finding is supported by Lewis et al. (2015) who found that 43% of respondents associated 
reaching a wide network as an advantage and 39% of respondents thought that it enabled them to 
market themselves effectively by keeping their profile up to date. In addition, Yadav and Kumar (2014) 
also found that E-recruitment provided job applicants with accessibility to a wider job market and more 
options of potential employers. 
 
The section below aimed to investigate the impact of social media on traditional recruitment from the 
HR Practitioners perspective. 
 
7.4.2 The Impact of Social Media on Traditional Recruitment 
 
In this section, the impact of social media on traditional recruitment from the HR practitioner’s 
perspective is discussed. The themes that emerged from the interviews with participants have been 
presented in Table 7.4. 
 

Table 7.4. The impact of social media on traditional recruitment 
 
Themes Frequency of emerging themes Percentage 
Recruitment agencies 6 100% 
Employee referrals 3 50% 
Campus recruitment 2 33.3% 
Social media recruiting 6 100% 
Use of LinkedIn and Twitter 6 100% 

 
7.4.2.1 Recruitment agencies (100%) 
 
All participants agreed that recruitment agencies were being utilised as a tool for recruitment. 
Participant four expressed: 
 

 “So, the first resort would be posting on social media… as a last resort if it is really like a 
scarce skill or struggling to find the correct fit uhm we would resort to uhm recruitment 
agencies”.  

 
Recruitment agencies tend to have a more intimate understanding of the company culture and the 
position itself; and could screen out undesirable candidates from the process. Therefore, the chances 
of finding the right person-job match were much higher than recruiting through social networking sites. 
These findings were supported by Rahman, Arora and Kularatne (2014) who found that traditional 
recruitment methods are still being used despite the increased usage of social media in recruitment, 
for example, job boards and recruitment agencies. In addition, Yadav and Kumar (2014) pointed out 
that recruitment agencies are predominately utilised for managerial and executive positions due to the 
accessibility to a wider professional network and steadfastness.  
 
7.4.2.2 Employee referrals (50%) 
 
Results indicated that employee referrals were currently being used in the recruitment process. 
Participant two said: 
 

 “I think employee referrals are very valuable because when you have someone who is 
working within the company they would understand your culture, how things work within the 
company, they understand what you actually looking for, and in so doing if could refer 
someone in their network, they would already understand what you’re looking for”.  
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The results revealed that whilst social media is used as a tool for recruitment, traditional methods of 
recruitment such as employee referrals are still considered valuable, as internal employees are aware 
of the requirements of the role and are an integral part of the company culture; hence they become 
brand ambassadors for finding the right person for the job. This finding supported Hivarkar’s (2018) 
study which revealed that 63% of the respondents indicated that social media could not replace job 
boards. However, social media has assisted by improving the parameters such as quality and quantity 
of the candidate, hiring time and employee referrals. Additionally, Sharma and Nagendra (2017) found 
that employees that were recruited through referrals have an extended tenure compared to those 
employees recruited through formal methods. 
 

7.4.2.3 Campus recruitment (33.3%) 
 

Participants felt that campus recruitment was an effective method to attract and identify candidates for 
the organisation. Participant two said: 
 

 “I think Job Fairs and Campus Recruitment is almost kind of the same thing. We are still 
doing those things. And that really is, that would speak directly to social media because that is 
how younger generation responds to things, so we would predominately use social media to 
attract and kind of let graduates know what is happening on campus and then go into a 
Campus recruitment programme”. 

 

Seeing that the millennial generation are active users of social media, participants have indicated that 
companies were leveraging the use of social networking sites to attract them to campus recruitment, 
specifically graduates. While campus recruitment is a traditional recruitment method, companies have 
adopted a blended approach to attract and engage with graduates for prospective employment 
opportunities. In contrast, Yadav and Kumar (2014) found that campus recruitment has become 
increasingly popular amongst Indian organisations. While campus recruitment at universities was a 
costly process; it was nonetheless an attractive option to find talent, especially for global 
organisations, to leverage their competitive advantage. 
 

7.4.2.4 Social Media Recruiting (100%) 
 

All the participants agreed that social networking sites were used as a tool for recruitment. Participant 
six remarked: 
 

 “Yes, our organisation makes use of social media…. We also advertise these roles on Twitter 
and Instagram and a link is attached which directs you to the company website… Vacancies 
are taken directly from the website to LinkedIn…. We have a great response from LinkedIn”. 

 

Social networking websites such as Twitter, Instagram and LinkedIn are used as a tool for 
recruitment. It appears that the majority of potential candidates have a professional account on 
LinkedIn, which prompts job seekers to apply for positions. Interestingly, companies are tactfully 
linking their website to social media platforms which enables a broader reach of potential candidates 
for job opportunities. These findings supported Vyas et al. (2015) who found that 96.25% of final year 
students were spending a considerable amount of time accessing the Internet daily in search of job 
opportunities. Furthermore, Hasan et al. (2018) found that, 48% of graduates chose to find their 
potential job through social media.  
 

Subsequently, Generation Y choose online sites for job seeking because it offered increased 
opportunities to become connected with a broad range of professionals, graduates and skilled 
individuals (Hasan et al., 2018). Additionally, the research findings were consistent with that of 
Krishna et al. (2016) who found that millennials are vital players in the job market, and they are 
changing the recruitment landscape. Hence the main focus is to interact and attract these candidates 
through social media. Furthermore, Villeda and McCamey (2019) found that 73% of millennials found 
their last job through a social media platform. 
 

7.4.2.5 LinkedIn and Twitter for Effective Recruitment (100%) 
 
There was consensus amongst participants across all industry sectors that both social networking 
sites lead to effective recruitment. Participant six mentioned:  
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“LinkedIn…we also advertise these roles on Twitter and Instagram and a link is attached 
which directs you to the website”.  

 
Therefore, it can be deduced that it leads to effective recruitment by a large extent. The participants 
further indicated that success factors were efficiencies, cost effectiveness, attracting a broad reach of 
candidates and diverse candidates, increases accessibility to potential candidates and in doing so 
promotes the employer brand. While Facebook and Instagram were mentioned by some participants, 
it was perceived that these social networking websites are not extensively used for effective 
recruitment within the South African context. 
 

7.4.3 BENEFITS AND CHALLENGES OF SOCIAL MEDIA AS A TOOL IN RECRUITMENT  
 
In Table 7.5, the emerging themes with regards to the Benefits of social media as a tool in recruitment 
from an HR practitioners’ perspective are shown. These themes have been discussed and analysed 
below. 
 
7.4.3.1 Benefits of social media as a tool in recruitment 
 

Table 7.5. Benefits of social media as a tool in recruitment 
 

 
7.4.3.1.1 Cost effectiveness  
 
The majority of the participants agreed that cost effectiveness was a benefit of using social media as 
a tool for recruitment. There was a reduction in costs in comparison to traditional methods as 
supported above. Participant six said:  
 

“By using social media in your organisation, you save money as it is a cost-effective method 
to advertise for vacancies”. 

 
Traditional methods are expensive in nature and may not necessarily reach the target audience, 
whereas social media advertisements are cost effective with a broad reach of potential candidates 
across the globe (Hada and Gairola, 2015; Ahmad and Lodhi, 2015 and Emanuela (2018). 
Furthermore Aguenza, Al- Kassem and Som (2012) supported this finding, in their study in Germany, 
where they found that 67% of employers indicated an improvement in the recruitment process and 
49% of organisations experienced a reduction in recruitment costs. Moreover, the cost effectiveness 
of social media recruitment was supported by the findings of Kumudha and Priyadarshini (2014) who 
found that online recruitment could save between 87% and 90% of hiring costs in comparison to 
traditional recruitment.  
 
7.4.3.2.1 Finding niche or specific skills sets  
 
All participants agreed that social media was beneficial as a recruitment tool as they could find niche 
or specific skills sets. Participant five expressed: 
 

 “Well if you go onto LinkedIn you are able to search across skill industries for a specific skill 
type. It is efficient to search for a host of candidates that are suitable. So, it makes it a lot 
easier”.  

 

Social networking sites such as LinkedIn offers advanced technological functionalities whereby 
participants can search across different industry sectors for the skills and competencies that the 
organisation requires. These findings supported Masa’d (2015) who found that HR departments of 
companies in the Middle East indicated that social networking sites are trending as a tool for 
recruitment. The majority of the organisations surveyed used LinkedIn for recruiting whereas only 

Theme Frequency  Percentage 
Cost effectiveness 5 83.3% 
Finding niche or specific skills sets 4 66.7% 
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17% of companies used social community sites such as Facebook. Furthermore, Rahman et al., 
(2014) found that 76% of the companies in Auckland, New Zealand used social media to recruit 
employees, of which 60% of the companies belonged to the private sector. 
 
7.4.3.2 Challenges of social media as a tool in recruitment 
 
The themes in relation to the challenges of social media as a tool for recruitment have been analysed 
and discussed below. 
 

Table 7.6. Challenges of social media as a tool in recruitment from an HR Practitioner’s 
perspective 

 
Themes Frequency Percentage  
Negative company image and reputation 3 50% 
High volume of applicants 3 50% 
Poor quality of candidates  2  33.3% 

 
Table 7.6 above presents the themes with regards to the Challenges of social media as a tool in 
recruitment from an HR practitioner’s perspective. These themes have been discussed and analysed 
below.  
 
7.4.3.2.1 Negative company image and reputation (50%) 
 
Participants concurred that social media as a tool for recruitment may have a negative impact on the 
organisations image and reputation. Participant two remarked: 
 

 “I think a lot of what we experience now is, we put our employer brand out and we advertise 
vacancies. There are times when you get disgruntled ex-employees who go onto different 
websites or webpages and comment on whatever experiences they’ve had and that can 
obviously have a negative impact on our reputation out there and the way potential 
candidates view the organisation”. 

 
From the statement above, it was evident that there was no control over the company image and 
brand. People had freedom of expression and could comment either favourably or unfavourably about 
their personal or professional experiences in a company. Negative publicity on social media, 
especially from disgruntled ex-employees has an adverse impact in attracting potential applicants for 
employment opportunities It appeared that participants felt that the company image and reputation 
influenced the recruitment process and ability to attract future employees. 
 
The finding was supported by Balasubramanian et al. (2016) who pointed out that the key risk of 
social media as a tool for recruitment. They asserted that sometimes talented job seekers may be 
annoyed because they were ignored for job opportunities. As such, they could post harmful 
information on social media which may damage the company’s reputation. In addition, the findings of 
Vicknair, Elkersh, Yancey and Budden (2010) showed that job offers have been cancelled and 
internships have ended due to negative messages. 
 
7.4.3.2.2 High volume of applicants  
 

Results indicated that social media as a tool for recruitment could be time consuming. Participant six 
expressed: 
 

“Sometimes they can be many applications for a position, and it can be very time consuming 
to go through each application”.  

 
Participants from the Retail and Cosmetic industry received a lot of applications for vacancies posted 
on social media; due to the overwhelming response, it took time to review each application. It could be 
inferred that the recruitment process becomes lengthy, impacting on turnaround times to potential 
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candidates and the selection and decision-making process to make an offer for employment. 
However, the findings refuted the findings of Melanthiou, Pavlou and Constantinou, (2015) who found 
that better quality candidates are found through social media, who are computer literate and familiar 
with such technology.  
 
7.4.3.2.3 Poor quality of candidates 
 
Results show that often quality is sacrificed over quantity. Participant four mentioned: 
 

 “The disadvantages are not that many however you do find really over ambitious candidates 
who don’t match the criteria but because it’s there, its readily available to apply for it they will 
apply any way…So it’s just that you get your candidates who aren’t qualified but apply 
anyway. So, you get an overwhelming response on social media but not all are quality 
candidates”.  

 
The above statement indicates that participants from the Retail industry receive an overwhelming 
number of applications. But that this supersedes the quality of potential candidates for employment. 
Contradictory evidence was found by Hivarkar (2018) and Krishna et al. (2016) that social media has 
assisted in improving the parameters such as quality and quantity of the candidates. Krishna et al. 
(2016) found that 49% of candidate quality was improved when the organisations utilised social media 
in the recruitment process compared to candidates that are sourced only through traditional recruiting 
channels. 
 

7.5 LIMITATIONS OF THE STUDY 
 
A limitation of the study is that convenience sampling was used for the research study, which has low 
generalisability. Additionally, the research focused on a few industry sectors; thus, not covering all the 
industry sectors in the economy. Furthermore, given that only six HR practitioners was interviewed, 
the perspective on the research topic had a narrow focus. The researcher could have used a bigger 
sample to get a more holistic perspective. Moreover, a quantitative approach could have been used to 
gain quick responses from HR practitioners as not all HR practitioners would have been available for 
an interview. Lastly, due to accessibility, time and financial constraints, the geographical location of 
companies was limited to Johannesburg and Durban. 
 

7.6 RECOMMENDATIONS 
 
This research study has been fruitful in nature; however, a similar research study should be 
conducted in other countries to get a more holistic view of the topic. Additional research is required on 
the use of social media by recruitment agencies and not just by organisations. The research study 
should cover all the different sectors and not just the Cosmetic, Legal and Retail Sector as done in 
this study. HR practitioners are not fully utilising social media as they may not be technologically 
savvy, due to a skills gap. It is recommended that HR practitioners require training on how to use 
social media for effective recruitment. Future research is required on the use of social networking 
sites for job seeking among postgraduate students, and the social networking sites that are used by 
HR practitioners for recruitment. Additionally, future research is required on the privacy of social 
media as a tool for recruitment. 
 

7.7 CONCLUSION  
 
This research study investigated the impact of social media as a tool for recruitment within South 
Africa. The findings of the study indicated that social media is a crucial component of the recruitment 
process. Even though recruitment via social media is beneficial, there are limitations that do not offer 
solutions to recruitment challenges. Furthermore, organisations are still dependent on traditional 
methods for niche or scarce skills. It is, therefore, prudent that organisations in South Africa do not 
adopt a singular approach, but a blended approach of traditional methods and social media for a 
successful recruitment.  
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This study effectively contributed to the importance of social media as a tool for recruitment in South 
Africa, the study also validated the role of social media in talent management, within organisations in 
South Africa. The research study demonstrated that how recruitment is conducted via social media in 
South Africa varies from other countries. 
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ABSTRACT 
 

The concept of Sustainable Public Procurement (SPP) has attracted the interests of academics, 
practitioners, policy makers and the media recently. The interest can be attributed to the strategic role 
of purchasing and supply chain as a lever for sustainable development. Despite the enormous amount 
of funds spent on public procurements in South Africa annually, tender irregularities, corrupt practices, 
non-compliance and lack of knowledge, casts doubts on its role in fostering sustainable development. 
An in-depth literature review on SPP implementation was adopted to analyse the manner in which 
sustainability could be realised through regulation, implementation and monitoring compliance of 
relevant environmental policy instruments. This approach is used to determine how due consideration 
of sustainable procurement has been used as a tool to enhance social, economic and environmental 
sustainability. This article notes that in many developed and developing countries, the dare need of 
technical and management competence, cultural assimilation, high costs of funding sustainable 
procurement projects and transparency on the part of managers among others are sighted as factors 
plaguing the growth of sustainable procurement practices in most institutions.  
Further, this paper puts forth the argument that implementation of sustainable procurement policies 
alone, will not necessarily help in the achievement of the developmental objectives, but due 
consideration should be given to capacity building and collaboration with relevant units of government, 
whilst also integrating social and economic policies, into the formulation of tender documents and 
selection of suppliers. This paper posit that, to overcome these challenges faced by South Africa, it is 
important that all stakeholders including the government, researchers and other agencies should 
construct a synergy capable of addressing salient issues for progressive sustainable procurement 
policies and actions, through the incorporation of sustainable procurement practices into the 
mainstream of both the public and private organisations through relevant legislations, policies and 
regulatory frameworks.  
 
Keywords: Procurement; sustainability; institutional theory; environment; policy; South Africa. 
 

8.1 INTRODUCTION 
  
Issues associated with Sustainable public procurement (SPP) have been a major concern to 
sustainable development globally. The amount of funds involved annually is enormous and could 
result in huge financial losses due to non-performance of contracts and the cost of sunk projects (Eric, 
Scwerin and McCue, 2016). With environmental degradation occurring as a result of unsustainable 
procurement processes employed by the various level of governments. In many cases, this has 
affected governments’ drive in achieving sustainable developmental programs. Arising from this, 
governments have been making conscious effort through policies and practices in their procurement 
to ensure sustainability (Clement, 2007). Sustainable Procurement as defined by Miemczyk, Johnsen, 
and Macquet (2012: 489) is: “the consideration of environmental, social, ethical and economic issues 
in the management of the organization's external resources in such a way that the supply of all goods, 
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services, capabilities and knowledge that are necessary for running, maintaining and managing the 
organization's primary and support activities provide value not only to the organization but also to 
society and the economy”. While the European Commission (2019: Online) defined SPP as “a 
process by which public authorities seek to achieve the appropriate balance between the three pillars 
of sustainable development—economic, social and environmental—when procuring goods, services 
or works at all stages of the project”. Much work has been carried out on sustainable supply chain 
management (SSCM) in the private sector (Carter and Roger, 2008; Seuring and Muller, 2009; Carter 
and Easton, 2011), through incorporation of enabling policies and processes to enhance 
sustainability. Many developed countries for example, United states of America (USA), Canada, 
Sweden and the united Kingdom (UK) have incorporated policies that will foster public procurement 
process and policy implementation, however, this is not the case in most developing countries 
including South Africa (Bolton, 2008; Geny and Doberstein, 2008; Sandikin, 2009; Tripathi and Petro, 
2010). More recently, there has been intensified effort for the adoption of SPP in government 
establishments (Walker & Brammer, 2012; Bratt et al. 2013; Goswami et al. 2013; Schwerin and Prier, 
2013) because of its ability to help reduce cost whilst also assisting in public policy implementation to 
support economic development (Schwerin & Prier, 2013).  
 
South Africa in an attempt to reduce the impact of procurement activities on the environment has 
adopted various legislations and policies which will guide the way Public Procurement (PP) is being 
handled, this is to ensure it has positive impact on social, economic and the environmental aspect of 
the society, this initiative led to the enactment of the constitution 108 of 1996, which guide and inform 
how procurement is handled at the various levels of government. Furthermore, section 217 of the 
constitution encourage the use of procurement as a policy tool (McCrudden, 2007; Scharpenac, 
2004). In the past, South Africa PP has favored largely big organisation at the detriment of the smaller 
and upcoming organisations. However, this has changed due to introduction of the procurement 
constitution which now addressed the inequality (Bolton, 2006). As such, this regulation is now being 
used as a policy tool for procurement in the public sector (Bolton, 2006). Nevertheless, there are still 
pockets of issues in the South African SPP even with the introduction of the constitution and 
development and adoption of the various policies to guide SPP, some of which has been identified to 
be; corrupt practices, non-compliance with policy and practices, tender irregularities and lack of 
knowledge (Smart Procurement, 2011). It further states that this has resulted in loss of revenue in the 
past running into billions of Rand. Several studies argued that adoption and implementation of SPP 
does not adequately support innovation (Forery et al. 2011; Centre for European policy studies. 
2012), and that most public procurement still follow old ways of carrying out their activities (Pamujoki 
et al., 2010) this could be as a result of no commitment by top management, lack of training, 
inadequate policy implementation, corruption and noncompliance to tendering process (Walker et al. 
2008; Pricewaterhouse 2009; Varnas et al. 2009; Palmujoki et al. 2010). 
 
In most cases, the question of whether sustainable procurement is economically, socially and 
environmentally desirable as a policy instrument remained mostly unanswered or addressed and in 
cases of the developing world, questions of development and growth have become critical; thus, 
necessitating the need to investigate and analyse the applicability, policy implementation and practice 
as it relates to SPP. This article which adopted an in-depth literature review on SPP implementation is 
divided into six sections. Immediately after this introduction, the theoretical framework and the 
application of institutional theory to sustainable procurement was discussed, followed by the discourse 
on sustainable public procurement; then literature review on sustainable procurement: unearthing 
evidence from South Africa context and lastly the future of sustainable procurement.  
 

8.2 THEORETICAL PERSPECTIVE –INSTITUTIONAL THEORY AS IT RELATES TO 
PROCUREMENT 

 
The concept of Sustainable Public Procurement is gaining more attention globally and in a bid to 
incorporate sustainability into procurement process, it is evident that many stakeholders would be 
involved through the introduction of a step change in the way procurement is handled (Johnsen, 
Howard, and Miemczyk, 2014). Many theory have been used to explain the concept of SPP, for 
example Transactional cost economics and natural resource based view (Pagell, Wu and 
Wasserman, 2010) to find out the origin of SPP and how it has been practiced in organisations, so 
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also stakeholder theory (Clarkson, 1995) as the most frequently used as well as Resourced based 
view. Most of these theories has been contended not to have properly addressed the intricacies and 
numerous phased involved in the SPP processes (Carter and Jennings 2004). 
 
The theory underpinning this paper is the institutional theory. This theory draws on the work of two 
scholars, Max Weber and Emile Durkheim who first attempted to explain how this theory will help to 
shape the action and organisational structure. Weber attempted to describe social action using 
interpretive approach where an actor make use of subjective approach to describe an institution, while 
Durkheim described an institution as being comprised of systems of knowledge, behaviour and that 
they consist of human interaction where both institution and external factors play almost the same role 
in the lives of workers. He went further to argue that institutions have an obligation to support these 
activities with necessary actions. Furthermore, Berger and Luckmann (1966) worked on institutions 
was based on phenomenology approach which attempt to describe institutional theory to be made up 
of shared types of practices and action, most essentially development of reasoning that has an effect 
on social behaviour without recourse for punishment. Also, Garfinkel (1967) used ethnomethodology 
to study the strategy employed by people to interact daily within an organisation, and mentioned that 
this is usually not dependent on scientific intention, but rather on a repetition based on normal way of 
reasoning in a conscious manner. Meyer and Rowan (1977) posit that modern day organisations                
are made up of different professionals, as well as policies and program put in place in a manner               
that every personnel have some level of believe in those documents to be adequate for operations 
and in support of organisational sustainability, this believe by personnel helps organisations                        
to ensure that their structures are in conformity with institutional setup in order to attain               
sustainability of the organisation, furthermore, Dimaggio and Powell (1983) described an institution to 
be made of isomorphic process divided into three aspect namely: Coercive, Mimetic and              
Normative, he further argued that these three processes describe the behaviour of most organisations 
to be almost the same as a result of the numerous actions put in place within the various 
organisations. 
 
Institutional theory has been applied in various context to explain the way sustainable public 
procurement has been adopted in many organisations and most especially in government institutions. 
It is used to describe the dynamic nature of corporate social responsibility (CSR) of an organisation in 
a way to ensure that adequate measures are put in place to respond to the demands of both internal 
and external pressure in an effective way (Brammer, Jackson, and Matten, 2012), it helps to clarify 
the processes involved in sustainable procurement in the various organisational groups in terms of 
similarity and also in situations where organisations make an effort to imitate one another for the 
purpose of validity in their processes and also to ensure that they inculcate a wider and acceptable 
way of carrying out sustainable procurement in their entire organisation, this imitative attitude thus 
result in many organisations to make effort in trying to imitate each other to gain supremacy and 
relevance when being confronted with similar environmental factors as a result of pressure form the 
various stakeholders (DiMaggio and Powel, 1993), Isomorphism was further explained by DiMaggio 
and Powel (1993:149) as ‘Constraining process that forces one unit of a population to rescue other 
units that face same environmental pressure’. Some of the pressure on organisations resulting from 
both internal and external requirements where one organisation have to rely on another as a result of 
coercive isomorphism also depends on the culture of the area of operation of the organisation 
(DiMaggio and Powell, 1980), this will help organisations to imbibe the attitude of sustainability 
through regulations, policy, programmes and supplier evaluation process, which organisations would 
have to abide with those pressures exerted by the various stakeholders through enforcement of the 
various rules and regulations (Campbell 2007). It is anticipated that these various government policies 
and regulations will have the potential to promote an imitating behaviours within and across 
organisations and as such can gravitate to all levels of government from the national to the local level 
for the promotion of sustainable procurement culture. During uncertainty, some organisations tend to 
model themselves after another organisation through imitation without the knowledge of the imitated 
organisation, this intention does not cause any harm to the organisation but rather serve as a form of 
ways which the imitating organisation can follow in handling their processes (DiMaggio and Powell 
1983). This may lead to collaboration which may encourage the adoption of sustainable procurement 
initiatives by the imitator. 
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According to Campbell (2007) institutional theory is being adopted and used to help propagate the 
importance of corporate sustainability, in some instances some of the processes are interconnected 
when planning to implement sustainable procurement initiatives, (Zhu and Sarkis 2007) and through 
the implementation of frameworks, systems, programs and other initiatives and collaborations, with 
the believe that sustainable procurement can be propagated through the imitative propensities of 
organisations. Furthermore, some of the initiatives through the adoption of ‘normative pressures’ 
propelling the adoption of sustainable procurement have been identified to be pressure from some 
bodies such as educational institutions, professional organisations, most especially through 
networking among the organisations concerned, (Campbell 2007). Although, there are some 
misleading factors which serves as the bedrock of the normative factors which when applied to a 
wider initiatives that has to do with sustainability and sustainable development initiatives, according to 
Perez-Batres, Miller, and Pisani, (2011) in their study found that there is interconnection between 
normative and mimetic initiatives and sustainable development adoption. However it was argued by 
Amran and Haniffa (2011) that what propels the need to implement sustainability process in some 
developing countries has been attributed to be stronger when coercive method is applied rather that 
normative initiative. Therefore institutional theory becomes important in helping managers, policy 
makers, and other stakeholder to better understand the impact this could have on the relationship 
between managerial decision and performances as a result of pressures from external institutions. 
 
8.3 THE DISCOURSE ON PROCUREMENT AND SUSTAINABLE PUBLIC 

PROCUREMENT 
 

Globally, the concept of sustainable procurement has attracted the interests of academics, 
practitioners, policy makers and none governmental organisations (NGO). These interests emerged 
from the strategic role of purchasing and supply as a lever for sustainable development, which is an 
offshoot of the green revolution (Ahsan and Rahman, 2017; Aldenius and Khan, 2017). Procurement 
in public and private corporations is considered the largest business globally constituting 16% of the 
GDP of the European Union (Grandia, 2016; Hawkins, Gravier and Powley, 2011). The rising 
research interests on sustainable procurement have transformed academics and practitioner in 
purchasing and supply as strategic partners in sustainable development (Ghadimi, Azadnia, Heavey, 
Dolgui, and Can., 2016). Empirical evidence revealed that organisations and their suppliers have seen 
the need to perpetually channel their procurement strategies on reducing the negative impact of 
procurement activities have on the environment (Grandia, 2018; Neto, and Caldas, 2017). In essence, 
environmental factors are considered key issues to be considered in the attainment of organisational 
overall objectives. Procuring organisations are strategic partners in the formulation and 
implementation of sustainable procurement policies (Kalubanga, 2012). Consistent with the 
Brundtland report, sustainable procurement aims at addressing environmental and socio-economic 
issues in the supply chain process by meeting the present needs of organisational stakeholders 
without compromising the needs of the future generation (Witjes and Lozano, 2016). The key drivers 
in the promotion of sustainable procurement among organisations and suppliers globally includes 
government policy, environmental consciousness and competitiveness (Büyüközkan and Çifçi, 2012; 
Ghadimi et al., 2016). To enhance organisational implementation of sustainable procurement, it is 
important to identify the factors that drive or hinder the process (Grandia, 2016). The paradigm shift 
resulted in the increasing attention on market based green growth to pursue sustainable goals and 
provided an understanding on how the health of mankind is linked to ecosystem (Smith et al., 2016). 
Sustainable procurement evolved from traditional procurement by putting into consideration, the 
impact of the procurement processes on the environment. According to the Chattered Institute of 
Purchasing and Supply (CIPS) (2012), procurement should serve as a mechanism for developing, 
implementing and maintaining sustainable procurement strategy which could be achieved through the 
following: 
 

 Knowledge of the procurement employee job descriptions and responsibilities on sustainable 
procurement. 

 Suitable and constant training to develop procurement employees’ skills on best practices. 
 Provision of performance appraisal to ensure procurement employees’ compliance with 

sustainable procurement practices. 
 Transparency of organisational reports on sustainable procurement achievement. 
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Placing procurement appositely sometimes can be described as an assiduous task. Although, the 
concept is a relatively new trend, however, there have been several contention as to whether its 
emergence should be narrowed to the discipline of supply chain management, operation research or 
marketing as it were. These contention among several scholars have gathered massive morass and 
remain an ongoing discourse. Therefore, it is not intellectually incorrect to construe that the increasing 
dwindling of the environment has aroused the interests of government and other organisation in 
making use of their procurement powers as an environmental defense tool (Clement, 2007). In other 
words, the crux of which is to ensure both the purchasing and distribution of goods and services 
comply with environmental regulations such that they are not harmful to the environment and human 
health in particular (Bolton, 2008). Hence the need for organisations to be environmental friendly by 
ensuring procurement standards are attained is not far-fetched from the realization of sustainability. 
From the foregoing, the concept of sustainable procurement as expounded by Walker and Brammer 
(2009: 128) refers to “a procurement practice that guarantees a robust, healthy and just society, 
environmental growth and the promotion of good governance at large”. Benard, Waruguru, Mundia 
and Kiruri (2015: 453) define sustainable procurement as “purchasing practice that takes into account 
the economic, social and environmental impact of the organization’s procurement activities.” In other 
words, it is a process whereby organisations embark on a procurement practice without causing harm 
to the environment and still meet the need of its stakeholders.  
 
Again, one prominent and widely accepted conceptualization of sustainable procurement was given 
by the United Kingdom Department of Environment, Food and Rural Affairs (DEFRA, 2006) as the 
process wherein organisations (organisations in this context captures both the private and public 
establishments) achieve their needs for goods and services, works in a manner that attracts 
significance for money not only for the organisation, but such that also engender benefits for society 
and the economy at large. A clear cut extrapolation from this explanation captures the need for 
ensuring sustainable procurement practices by organisations, which is centered on ensuring a safety 
net for the environment, society and economy. However, most existing literatures on the leitmotif of 
sustainable procurement have tended to idolize the environment (Grandia, 2016; Roman, 2017; 
Witjes and Lozano, 2016). Furthermore, ensuring compliance with environmental regulations is at the 
heart of sustainable procurement. For instance, Klein, Schipper, and Dessai, (2005) argue that 
ensuring sustainable procurement practices should follow suit with ensuring suppliers attained 
obligatory environmental standard. By so doing, sustainable procurement could influence the behavior 
and attitude of organisations (private and public) for the pursuit of sustainable environment devoid of 
greenhouse gas emissions and other climate challenges (Harrison, Green, and Morton, 2010). Public 
procurement (PP) as defined by Prier and McCue (2009) “is the designated authority to advise, plan, 
obtain, deliver and evaluate a government expenditure on goods and services that are used to fulfill 
stated objectives, obligations and activities in pursuit of desired policy outcome”. Furthermore, 
sustainable procurement must incorporate various requirements and specifications that will make it 
environmentally responsible and also consider social, economic justice and equity in its dealings 
(Schwenrin and Prier, 2013; Brammer and Walker, 2011). 
 
Remarkable progress has been achieved in the adoption and implementation of SPP globally 
(Pricewaterhouse, 2009), as such, this has led to many countries coming up with policies and 
legislations to support their operations for example, United states (Swanson, Weissman, Davis, 
Socolof, and Davis, 2005) Canada (Brammer and walker, 2011) and south Africa (Bolton, 2006). 
Research by Brammer and Walker (2011), who conducted a study in over 280 public organizations’ in 
20 countries led to the development of a framework which identified four variables that could simulate 
the way SPP policies is used in practice as: availability of given products; opinion about policy cost 
benefit; internal organizational pressure and understanding of the policies, result of this study 
revealed that one major problem confronting implementation of SPP is inexperience of staff as a 
result of inadequate training. Furthermore, Francesco, Eleonora, Fabio and Marco, (2014) in their 
research on what will influence the adoption of SPP conducted a survey in some Italian municipalities 
and developed a model, the result of the study indicate that information and awareness will drive 
implementation and adoption in public institutions and also the inclusion of environmental 
performance clauses in the tender documents technical specification. Procurement decisions are 
supposed to be in alignment with the relevant policies; therefore, procurement in the public sector is 
supposed to act as a catalyst in helping the government to achieve its policy objectives through 
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detailed rules and procedures, this is because of the amount of cost involved in government 
procurement and its size. The study conducted by McCcrudden (2009) focused on how sustainable 
procurement can influence production pattern where other policies has failed and whether it can serve 
as a social instrument in reducing the manner in which pubic contracting process is used as 
commercial activity, He argued that SPP could be a motivating factor in solving both social and 
economic issues through production. Similarly, SPP may have adverse effect on stakeholders, for 
example, the imposition of extra cost on supplier and the abuse of procurement process due to 
corruption. The study further argued that, compromise may arise among the achievement of 
economic, social and environmental aspect of PP in an attempt to ensure that SPP policy is followed 
by prospective suppliers, which could lead to disqualification of some companies from the supply 
chain process of the public organisation, the consequence could lead to disqualification of small and 
medium sized suppliers and in turn their workers thereby affecting sustainability through loss of job, 
profit and poverty. 
 
8.3.1 Procurement in the Twenty-First Century 
 
Procurement in the twenty-first century is geared towards an environmental friendly process. Public 
procurement is aligned with “green” through the design of appropriate purchasing policies that are 
environmentally sustainable. This is what Cheng, Appolloni, D'Amato and Zhu, (2018) refer to as 
Green Public Procurement (GPP). Citing the European Commission’s Communication, Cheng, 
Appolloni, D'Amato, and Zhu (2018: 772) define GPP as “process whereby public authorities seek to 
procure goods, services and works with a reduced environmental impact throughout their life cycle 
when compared to goods, services and works with the same primary function that would otherwise be 
procured.” The similarity in the concept of sustainable procurement and GPP is evident in the 
definition put forward by the Sustainable Procurement Task, which refers to sustainable procurement 
as “a process whereby organisations meet their needs for goods, services, works and utilities in a way 
that achieves value for money on a whole life basis in terms of generating benefits not only to the 
organisation, but also to society and the economy, whilst minimising damage to the environment” 
(DEFRA, 2006: 10). Both sustainable procurement and GPP centre on the notion that purchasing 
activities either by government or organisations impact immensely on sustainable development. 
 
The drive to providing solution to environmental challenges has taken a holistic approach, such that 
market dynamics has been incorporated in the policy framework. The introduction of market dynamics 
in the policy framework on the environment has helped to stimulate mechanisms that are able to 
propel actions at individual and organisational level through the introduction of market based, 
environmental stewardship and resource (Testa, Annunziata, Iraldo & Frey, 2016). The adoption of 
“green” procurement is seen as an effective avenue for enhancing the production of products that are 
environmentally friendly (Testa, Annunziata, Iraldo and Frey, 2016). The production of 
environmentally friendly products is consistent with the Paris Climate Accord of 2015, which aimed at 
promoting adaptive capacity to strengthen and reduce the vulnerability of the environment to the 
menace of climate change. Empirical research has revealed the benefit of sustainable procurement to 
include immense reduction in CO2 emission (Testa et al., 2016). Corroborating this, argument, Testa, 
Iraldo and Frey (2011) posit that sustainable procurement influences innovation at individual and 
corporate level resulting in improved organisational performance. The lack of clear cut policies on 
public tenders in South Africa is a major impediment in the implementation of sustainable 
procurement in the supply chain. Policy formulation and effective mechanism for implementing 
sustainable procurement could result in good measure of ensuring the product that are 
environmentally friendly. 
 

8.3.2 The Need for Sustainable Procurement: The Question of Why Now? 
 

The growing trend of environmental and climate related issues are forming the center stage of 
discussion among environmental specialist, supply chain researchers and other allied professionals. 
In fact, the need to advance organizational effectiveness, decrease waste, overcome supply chain risk 
and attain competitive advantage have roused the attention of organisations towards thinking in the 
direction of sustainable procurement. Again, the increasing demands from stakeholders, consumers 
and regulatory government agencies has further necessitate organisations to be accountable to the 
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myriads of environmental and social issues constraining the efficiency and effectiveness of 
organisations through swift sustainable procurement responses. Within the body of literature, 
available researches on this subject are tilt towards explaining sustainable procurement as an 
emergent and growing area of research why few have extensively discussed the necessity for 
sustainable procurement, particularly in this epoch of increasing environmental and climate distress. 
 
Carter and Easton (2011) study on sustainable supply chain management reveal that one of the need 
for managers to adopt sustainable procurement practices is too positioned for improving their 
environmental and social performance through effective product description, evaluation and overall 
fulfilment of the consumers preference such that will improve their health and immediate environment. 
Importantly, it is imperative to highlight that the need for sustainable procurement is not determined by 
the sizes or composition of an organisation as virtually all sizes of organisation directly or indirectly 
speaks to their immediate environment. Consistent with this argument, Weele (2010) posits that the 
increasing changing environment has ushered in a need to embrace the strategic importance of 
sustainable procurement practices by all organisations irrespective of sizes and nature of business. 
Gaither and Frazier (2001) in their study, identified that sustainable procurement activities have been 
apparent in organisations as a means towards realizing the company strategic goals as it affects the 
distribution time of products and services, operating costs and the quality of finished goods. 
Furthermore, while the need for a robust culture of sustainable procurement activities is being 
conveyed by researchers and scholars as a pathway to the realization of organisations strategic 
goals, several empirical studies have been conducted in this direction. For example, in a bid to 
unearth and have a fuller understanding of sustainable procurement practices, Mensah and Ameyaw 
(2005) study examined the challenges of sustainable procurement in the Ghanaian construction 
industry. Their study reveal that very few employees in the Ghanaian construction industry understood 
sustainable procurement practices as a concept that embraces environment, economic and social 
aspects of sustainability. Findings from this study further reveal that, the lack of comprehensive 
understanding of sustainable procurement practices are major snags affecting effective sustainable 
procurement practice in the Ghanaian construction industry. Again, the revelation ensuing from 
Mensah and Ameyaw (2005) study is a clear indication why sustainable procurement is a relatively 
new concept, hence the necessity to understand it for a clear prediction and control of not only 
environmental damage, but inclusive of demanding and holding organisations accountable for social 
and economy stability as it were.  
 
A study conducted in the UK by Walker and Brammer (2009) revealed that the lack of appropriate 
understanding of sustainable procurement practices by practitioners result in high cost implication 
attributed to sustainable procurement practices. However, one major implication of the study centered 
on the need for government to provide explicit legislations that would support sustainable 
procurement practices in both the private and public organisations in the UK. As a complement, 
Walker and Brammer (2009) study shared similar sentiment with Agyepong and Nhamo (2015) study 
on the assessment of green procurement practices in the South African metropolitan and 
municipalities. Green is often time used interchangeably with sustainable procurement. The European 
Commission defined green procurement as “a process whereby public authority seeks to procure 
goods, services and works with a reduced environmental impact throughout their life cycle when 
compared to goods, services and works with the same primary function that would otherwise be 
procured” (Uttam and Roos, 2015: 403). This definition place emphasis on the impact of procurement 
on the environment. Smith et al. (2016) argue that synonymising ‘green’ with ‘sustainable’ present an 
implied assumption that green procurement will inevitably bring about a shift towards a more 
sustainable procurement.  
 
For emphasis, reflecting from the South Africa context, it was revealed that ensuring sustainable 
procurement in all private and government establishment has suffered great setbacks owing to the 
absence of legislative and regulatory control (Agyepong and Nhamo, 2015). In a comparative study, 
Boomsma (2009) explored sustainability procurement practices in three Africa countries including 
Sierra Leone, Mali and South Africa. Findings from their research indicate that like in many developed 
and developing countries, the dare of technical and management competence, cultural assimilation, 
high costs of funding sustainable procurement projects and transparency on the part of managers 
among others are sighted as factors plaguing the growth of sustainable procurement practices in 
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these countries. Further, the study depicts that, to surmount these challenges, there is a need for all 
stakeholders including the government, researchers and other agencies to rally round and construct a 
synergy to address salient issues for progressive sustainable procurement policies and actions 
(Dolva, 2008). Again, a similar study exude that there is an urgent need to incorporate sustainable 
procurement practices into the mainstream of both the public and private organisations through 
relevant legislations and regulatory frameworks (Sterner, 2002). Therefore, judging from the reviewed 
studies, the need to allow effective sustainable practices in the daily operation of organisation is 
timely, especially due to an increase demands for the restoration of environmental damage 
engendered through the supply of goods and services which are hitherto lacking sustainable 
procurement principles (Grix, 2004).  
 
Prior to now, procurement scholars and researchers have keenly focused their research initiatives on 
three dimensions of supply chain management including price, quality and time (Grant, Wong & 
Trautrims, 2017; Kaur and Singh, 2017, Svensson, 2007). However, with the emergent growing 
dynamics in procurement practices, there have been a new trend of research interest called 
sustainability which includes the need to addressing varied risk ensuing from social and 
environmental damage (Gelderman, Semeijn and Vluggen, 2017). Therefore, the incorporation of 
sustainable procurements practices into the mainstream of organisational activities does not only 
portend benefits to the immediate environment, but equally show some advantage for the organisation 
implementing it. For instance, the findings in a study conducted by Ruparathna and Hewage (2015) 
shows the array of benefits organisations practicing sustainable procurement stands to gain. For 
these authors, these benefits include; lower operating costs, reduced energy consumption, 
commitment to more social responsibilities tasks, contributing to market penetration and development 
through ensuring products supplied are sustainable and environmental friendly, engendering a 
healthier environment through drastic waste reduction and efficient use of raw material and upsurge in 
consumer’s social welfare (Xie, 2016). Relating from Ruparathna and Hewage (2015) study, the need 
to have organisations instill sustainable procurement practices cannot be earlier than now not only to 
lessen the unceasing environmental, social and economy damage but more also to improve 
organisations image. In addition, the increasing demands from consumers on organisations have 
brought to the front burner, the need to inculcate sustainable procurement practices in organisations 
daily routines (Yin, 2009; Walker and Harland, 2008).  
 
Drawing from the above contention, no doubt there have been several agitations on why and how 
government must rise to her responsibility in ensuring all organisations becomes sustainable 
compliance specifically in the exchange for good and services. Similarly, research has shown that one 
of the vital means through which this milestone can be realized is the need for a robust and 
sustainable policies. For instance, Woods (2008) study shows that the realization of sustainable 
procurement across organisations is greatly tie to ensuring government institute sustaining policies 
and strategies to hearten the purchase and use of low-carbon technologies and renewable energy to 
avert severe effect on human health and the environment. However, Audet (2003) although support 
the intervention of government for sustained policies and strategies towards mitigating the adverse 
effects of non-compliance to sustained procurement practices, yet the author argued in his study that 
the local government as the third tie of government is appositely positioned to offer effective 
implementation of such policies and strategies, in particular has it is more closer and deals directly 
with communities where environmental damage are more discernable (Audet, 2003).  
 

8.3.3 Assessing the Viability of Sustainable Procurement: Issues Plaguing Its 
Effectiveness and the Question of What Next 

 
The debate on sustainable procurement has become a reoccurring issue in many countries globally. 
In particular, the World Summit of Sustainable Development (WSDD) in 2002 advocates for the 
collaborations of relevant authorities at both the local, national and international levels on ways to 
promote procurement policies through the encouragement and dissemination of environmentally 
sound goods and services (Wahlen, 2012). The discourse of sustainable procurement is interpreted 
as a means of ensuring sustainable development due largely to the effect of procurement guidelines 
and strategies on the environment, community, social and economy situations of those receiving (end 
users) and delivering the products or services (Son, 2011). Therefore, sustainable procurement is 
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now considered the novel link between environmental, economic and social features with robust 
consideration to purchasing decisions. With this in mind, sustainable procurement has now attained 
important milestone on the agenda of many private and public organisations the world over (Srour, 
2012). However, literature reveals that sustainable procurement studies are chiefly concentrated in 
the United State of America and the United Kingdom (UK) (Bajaber and Taha 2012). In other words, 
more empirical studies are required not only to exhume the missing link, but more importantly to 
uncover what are the next things to be done in the countries/region yet to be researched. With regard 
to exploring and understanding what seems next for countries still lagging behind in terms of 
incorporating the sustainable procurement practices into the culture of their organisations, it is also 
imperative to survey issues constraining the efficacy of sustainable procurement practices in countries 
identified with the practices. In other words, several studies on sustainable procurement have shown 
several factors limiting the effectiveness of sustainable procurement policies and plans across 
countries. For instance, Blair and Wrigh (2012) and Srour, (2012) in their separate studies identified 
cost constraint as the most visible barrier affecting sustainable procurement practices in the UK, USA, 
Canada and selected Eastern European countries. For Hasselbalch et al. (2012), the deficiency of 
sustainable procurement procedures and strategies were identified in the United Nations. 
Furthermore, Glunipero (2012) study identified lack of understanding and misalignment of short term 
and long-term goals in Norway.  
 
Assessing the barriers constricting effective sustainable procurement, empirical studies highlighted 
lack of effective leadership structure, lack of human capability, lack of suppliers of sustainable 
products or services, lack of transparency, decentralised purchasing structures, lack of political 
support or political good-will, and poor commitment to sustainable procurement rules and guidelines 
among other factors (Boomsma, 2009; Islam, Murad, McMurray and Abalala , 2017). However, 
majority of the identified factors affecting effective sustainable procurement practices are more 
internal than external to the organisations. Other related studies such as Weiss and Thurbon (2006) 
equally highlight lack of awareness, conflicting primacies, the snag of culture and mind-set and 
commitment of the organisation to sustainable procurements practices, lack of management 
commitment, issues arising from quality of sustainable products, time pressure, lack of supervision, 
and conflicting environment among other dares. Therefore, judging from the huge number of 
constraints highlighted through the review of literature, there is an urgent need for a deep-seated 
collaboration among the tiers of government by instituting a regulatory framework or legislations in 
countries where sustainable procurement practices are alien. In particular the case of South Africa is 
a clear focus of emphasis. As Bolton (2008) rightly posits, the South Africa case is an example of a 
country where sustainable procurement policies has not been expressly legislated and the need for 
this is not nearer than now. Therefore, the next pathway is for the South Africa government and other 
relevant agencies to brace the need for sustainable procurement policies in order to save the 
unceasing environmental, social and economy damage as seen unabated.  
 
Although, environmental damage has been at the fore front of sustainable procurement crusade. 
Recently, however, research focus has been shifting to the social aspects of sustainable procurement 
practices which includes; the employees, customers and the larger community (Gelderman, Semeijn 
and Vluggen, 2017; Johnsen, Miemczyk and Howard, 2017). However, for effective protection of 
parties in this regard, organisational leaders are expected to ensure their organisations sustained 
corporate social relations between consumers and the entire community (Boomsma, 2009). In same 
line of argument, Delmas and Pekovic (2013) study shows that managers or organizational leaders 
often go through hard-hitting decision, especially on how to balance the interest of stakeholders at 
large. Nonetheless, Sammalisto and Brown (2012) avow that the next line of action is for managers to 
be responsible and liable to social responsibilities aspects of sustainable procurement by ensuring 
end consumers derive value from their money through the purchase and utility of products and 
services. In a study on using public procurement to achieve social outcomes involving a survey of 
5220 firms, McCrudden (2014) established that there are a number of considerable indication that 
social interactions greatly impact organizational results. Again, Okeyo and Wangila (2012) shared 
similar sentiment by emphasizing the need to empower managers towards changing their perception 
as an aid for upholding sustainable social procurement practices.  
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8.4 SUSTAINABLE PROCUREMENT: UNEARTHING EVIDENCE FROM SOUTH AFRICA 
CONTEXT 

 
The verity that sustainable procurement practices is somewhat low in South Africa and the sparse 
existence of clear national legislation and policy on sustainable procurement, this section attempt to 
uncover how and what needs to be done for a robust implementation of sustainable procurement 
practices in South Africa. Although, apart from the ongoing discourse to be good ambassadors of 
friendly environmental agents, countries across the globe are now hard-pressed to do the needful as 
global consumers are now in the fore front of demanding sustainable products devoid of 
environmental, social and economic damage (Alhoha, 2008). Similarly, why within the South Africa 
context, public procurement laws are rather hushed on sustainable procurement, universal drifts 
aimed at sustaining environmental and climate dares have shown a great deal of impact on South 
Africa, in particular within her metropolises and municipalities (Agyepong and Nhamo, 2015). Further, 
the authors stressed that in South Africa, metropolises and municipalities record the highest number 
of effects resulting from degraded environmental and climate change as a result of being the most 
consumers of carbon-intensive goods and services. Interestingly, this result is a testament for South 
Africa to be rouse and set up modalities to addressing the debilitating effects of environmental 
hazards that has ensue due to inappropriate checks and laws for sustainable procurement practices.  
 
Drawing from the above, Bolton (2008) emphasize the scant availability of laws in any known South 
African legislation enacted for the promotion of sustainable procurement in the country. However, 
coming to terms with the need to incorporate policies and laws into the mainstream of South Africa 
laws will aid in lessening the widespread problem of environmental damage by justifying and 
operationalizing sustainable procurement within existing legislation and regulatory framework 
(Coggburn and Rahm, 2005). In other words, Bolton (2008) had earlier pronounce the array of 
advantages working within existing legislation the most imperative being that it will be more quicker 
and easier to reflects on issues hovering on environmental and climate change whereas, issues on 
sustainable procurement practices not having legal connotation will rather be tedious to implement 
and enforce.  
 
However, why arguing on the need for effective enactment of legislation, it has equally been argued 
that the medium of sharing information on environmental sustainability is no distanced from the 
realisation of effective sustainable procurement practices, in particular within the South African 
context. For instance, Bolton (2008) and (Bolton, 2007) in the separate studies maintain that the 
various organs of the State should be liable with the remit of information sharing especially those that 
has to do with the public through posters, newspapers, printed flyers and brochures, other means 
such as the websites and electronic emails. Accordingly, the authors posit that, although these means 
of information sharing have been proven overtime as environmental friendly, yet the limitation of 
internet shortage can greatly constrict the utility of electronic email and websites in South Africa. In 
other words, the utility of flyer and other print media would be more effective for information sharing 
with regard to consumer demand for sustainable procurement practices, especially in South Africa 
remote areas (Bolton, 2008). 
 

8.5 CONCLUSION 
 

The aim of this paper was to conduct a review on how SPP implementation was adopted to analyse 
the manner in which sustainability could be realised through regulation, implementation and 
monitoring compliance of relevant environmental policy instruments in South Africa government 
institution. This was to explore how sustainable procurement has been used as a tool to enhance 
social, economic and environmental sustainability. It was noted that in many developed and 
developing countries, the dare need of technical and management competence, cultural assimilation, 
high costs of funding sustainable procurement projects and transparency on the part of managers 
among others are sighted as factors plaguing the growth of sustainable procurement practices in most 
institutions. Bolton (2008) emphasize the scant availability of laws in any known South African 
legislation enacted for the promotion of sustainable procurement in the country. Thus, ensuring 
sustainable procurement in all private and government establishment has suffered great setbacks 
owing to the absence of legislative and regulatory control. 
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Further, evidence emanation from this review shows that implementation of sustainable procurement 
policies alone, will not necessarily help in the achievement of the developmental objectives, but due 
consideration should be given to capacity building and collaboration with relevant units of government, 
whilst also integrating social and economic policies, into the formulation of tender documents and 
selection of suppliers. These findings will be useful for government policy makers and other relevant 
stakeholders involved in procurement practices in both government and private institutions. For 
government institutions to overcome these challenges faced by South Africa, it is important that all 
stakeholders including the government, researchers and other agencies should construct a synergy 
capable of addressing salient issues for progressive sustainable procurement policies and actions, 
through the incorporation of sustainable procurement practices into the mainstream of both the public 
and private organisations through relevant legislations, policies and regulatory frameworks.  
 

8.6 THE FUTURE OF SUSTAINABLE PROCUREMENT 
 

In the United states of America (USA), United Kingdom and the European Union (EU), the concept of 
sustainable public procurement has been widely used as a policy tool for transforming the 
procurement process as a means to encourage organisations both in the public and private 
institutions to come up with strategies to enable socially responsible procurement. Also, inclusion and 
the means of ensuring that organisations comply with tender requirements in line with available rules 
and regulations. The European commission (2016) notes that this concept will enable organisations to 
incorporate policies that will not focus on price alone when awarding contract, but would also take into 
consideration the public interest through the integration of the less privileged people, this is because 
when developing contracts, issues relating to social aspect of life will be adequately considered when 
procurement contracts are being awarded. This initiative will help organisations in the public space to 
project into the future in a manner where purchasers can properly evaluate and select contracts that 
take into consideration the effect of their activities on the environment and how to address this 
appropriately such that the environment is not adversely affected. 
 

Furthermore, one pertinent issue that has recently taken the center stage of discourse is 
organisations aim for corporate sustainability. Schaltegger et al., (2003) study highlighted that 
organisations are now looking forward to attain the Triple Bottom Line (consisting of environmental, 
social and economy sustainability) for the management of their enterprise which does not foreclose 
the need to seek for market continuity and expansion of the organization through its economic 
feasibility structure and nature of the cohabitation with the environment and society (Karna et al., 
2003). Again, this analysis reflects the urgent need for organizations to embrace sustainable 
procurement practices not only for market penetration and continuity but more so to give back in 
terms of corporate social responsibility (Weiss and Thurbon, 2006). The realisation of effective 
sustainable procurement is also hinged on the need for ensuring agents of government saddled with 
this remit are up to the task. As reported in the literature, Schooner (2004) note that managers and 
agents of government must possess minimum qualification to perform meaningfully well and must 
show a high sense of commitment towards the realization of this objective. Therefore, the technical 
know-how will include among others; experience and track record, the financial standing of the 
organisation, the technical and capacity competence of the agents and great sense of compliance to 
procurement rules and specification (Williams, 2007). Judging from the extant review of literature, 
what is not in doubt is rarity of research works on sustainable procurement in South Africa. However, 
based on the available facts, it is important to note that supply chain professionals can play crucial 
role in the procurement process, through collaboration with partners involved during contract 
preparation and how selection of vendors are being carried out taking into consideration the triple 
constraint before awarding contracts and not giving consideration to the lowest bidder alone. Further, 
the need for organisations to recognise the importance of sustainable procurement and the part it 
could play in helping to improve the performance of the public and private institutions should also be 
considered. Placing emphasis on how public procurement could help to shape the procurement 
process of the organisation should not be the only focus of the government institutions, but also how 
this could have positive influence on the environment, society and the economy at large. This could 
be achieved through legislations, policy, cultural change by the various stakeholder with decision 
capacity through an attitude that take into consideration how to improve the environment, society and 
the economy through their procurement process. 
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ABSTRACT 
 

Customer merchandise retailing is a quick moving and results-orientated industry and, thusly, puts 
high requests on individuals over all levels in the business (Maicu, 2007). Representatives working in 
this industry are at a danger to encounter worry and consume (Maicu, 2017). In particular, 
nonetheless, it requires uncommon execution from individuals involving administrative situations in 
the retail locations. Despite the fact that connections between character qualities and business related 
practices have been as often as possible explored, there were not many examinations directed for the 
word related class of retail location supervisors (Arnold, Grewal, Motyka, Kimd, Sharma and 
Srivastava, 2019). The point of the exploration was to examine the connections of character 
characteristics (Extraversion, Emotional Stability and Conscientiousness) to work execution and 
employment fulfillment for senior supervisors with regards to South African retail industry. A sum                
of 147 surveys were dispersed to a purposive chose test of head supervisors in this retail        
association based all over South Africa. The discoveries of this investigation recommend                         
that uprightness and passionate dependability as character characteristics affect work execution             
and employment fulfillment of the senior supervisors. The investigation may likewise add to 
advancement of faculty enlistment and choice cycles just as ability the executives’ techniques in the 
retail business.  
 
Keywords: Big five personality factors; job satisfaction; job performance. 
 

9.1 INTRODUCTION 
 

The rate of change in a volatile, uncertain, complex, and ambiguous (VUCA) environment is much 
higher (and less predictable) than in recent decades (Maisiri, Darwish & van Dyk, 2019). To deal with 
this VUCA environment, leaders specifically within the consumer goods retail sector need 
organizational employees who invest their full attention and energy (Maicu, 2007). Satisfied and 
dedicated employees have shown to be critical factors for good organisational performance 
(Olowokere, Chovwen & Balogun, 2014). Job satisfaction is often a central variable in the study and 
research of organisational phenomena (Martin & Roodt, 2008). Job satisfaction has been frequently 
studied and is considered the most important attitude in the organisational behaviour field (Luthans, 
2008). The dispositional approach to personality suggests that job satisfaction may be partly 
determined by one or more enduring characteristics of people (Li, Liang & Crant, 2010). According to 
Roos and van Eeden (2008) a thorough understanding of the nature and significant sources of 
motivation and job satisfaction, can enable employers to effect the required positive strategic changes 
towards optimal employee loyalty and retention. The highly motivated employees serve as the 
competitive advantage for any organisation. Hence, it is important for managers to understand all the 
antecedent and underlying processes that motivate employees (Fong-Yi Lai, Hui-Chuan Tong, Szu-
Chi Lu, Yu-chin Lee, Cheng–Chen Lin, 2020).  
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9.2 PROBLEM STATEMENT 
 

Although relationships between personality traits and work related behaviours have been frequently 
investigated, there were very few studies conducted for the occupational class of retail store 
managers. Furthermore, this trend reflects a broader lack of retail and sales management research in 
the international arena (Money & Graham, 1999). Many researchers find the trend very surprising 
provided the distinct nature of salesperson’s duties and job responsibilities which entail multiple roles 
and functions, as well as high stress levels in comparison to employees in other professions 
(Behrman & Perreault, 1984; Brashear, Lepkowska-White & Chelariu, 2003; Singh, 1993).  
 

According to Netemeyer, Maxham and Lichtenstein (2010), the store manager has a strong influence 
on achievement of organisational objectives, such as meeting sales target, making profit, maintaining 
high store standards, providing excellent service to the customers. In a study of retail store managers 
(Kantabutra, 2010) found that stores with visions (developed by the manager) that were characterised 
by brevity, future orientation, stability, challenge, abstractness and ability to inspire and containing 
references to sales, consumers, employees and sore leadership directly predict enhanced store 
manager leadership as perceived by staff. Lavish and Serpkenci (1990) further focused on that the 
head supervisor "is at the same time a merchandiser, a salesman, a budgetary official, an advertiser, 
and a manager of different workers. Such climate requires the enrollment and determination work 
inside associations to discover competitors that would fit well into the groups and perform to the best 
standards. Thusly, the capacity to recognize character attributes that decide future achievement of the 
employment candidates as retail location supervisors is fundamental during the time spent up-and-
comers' determination. 
 

Companies in FMCG Sector are facing tough competition as customer’s taste and preferences are 
changing day by day, management of distribution channels and expenses in advertisements are 
increasing cost of the products offered for sale. Managers with appropriate personality traits, help the 
organization to manage all expenses and reduce the cost of the products (Gupta & Gupta, 2020). 
 

There is, however, another important issue to consider – retention. The effective resourcing, 
management and retention of human capital are strategic issues for the organization’s survival, 
adaptation and competitive advantage (Coetzee & Martins, 2007). The retail industry is characterised 
by high staff turnover as a result of the highly challenging environment as outlined above. The 
retention of critical skills are vital, organizations failing to retain critically skilled employees will be left 
with an unproductive, less qualified workforce that ultimately hinder their ability to remain competitive 
(Brown, Thomas, & Bosselman, 2015). Employee turnover implies significant costs and are 
associated with negative consequences for most organizations (Bothma & Roodt, 2013). The loss of 
skilled employees may result in impaired organizational functioning, service delivery and 
administration (Bothma & Roodt, 2013). Additionally, the loss of highly skilled employees may carry 
increased costs of recruitment and onboarding (Bothma & Roodt, 2013). Turnover has significant 
influence on performance and profitability, and are well documented studies in the discipline of 
organizational behaviour (Delmar, McKelvie, & Wennberg, 2013). Kantabutra, (2010) found that store 
visions also indirectly predict improved staff satisfaction, while staff perceived leadership improves 
staff satisfaction directly. Employees’ job satisfaction can play a major role in their propensity to 
remain with the organisation (Donnelly & Etzel, 1977; Hendrie, 2004; Mullin, 2005).  
 

Personality measures have during the preceding two decades increasing being used in personnel 
selection and human resource development. Two major improves in personality research has brought 
this about. Firstly, the introduction of a five-factor model of personality (regularly referred to as the Big 
Five) has classified the numerous and diverse personality traits as to more manageable number and 
has made personality a more accessible subject. The five-factor model is generally accepted 
taxonomy of personality and comprises the broadly defined dimensions Emotional Stability (positive 
pole of Neuroticism), Extraversion, Openness to Experience, Agreeableness, and Conscientiousness. 
Secondly, the use of meta-analytic methods enabled researchers to summarize results quantitatively 
across numerous primary studies. Meta-analyses traits clarified the relationship between personality 
and performance and furthermore showed personality traits to be valid and useful predicators of real-
life criteria such as the relationship between personality and job performance (Bergner, Neubauer & 
Kreuzthaler, 2010).  



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
The Relationship between Personality Traits, Job Satisfaction and Job Performance of Retail Store Managers 

 
 

 
123 

 

9.3 AIM OF THE STUDY 
 
From the preceding problem formulation, the aim of the study was to: 

 
 Examine the relationship between personality traits, job satisfaction and job performance of 

retail store managers. 
 
9.4 RESEARCH QUESTIONS 
 
Based on the aim of the study the following research questions were formulated: 
 
 Is there is a statistically significant relationship between extraversion and job performance 

amongst retail store managers? 
 Is there a statistically significant relationship between conscientiousness and job performance 

amongst retail store managers? 
 Is emotional stability a statistically significant predictor of job satisfaction amongst retail store 

managers? 
 
9.5 RESEARCH OBJECTIVE 
 
By means of a non-experimental research design the research aims to achieve the following 
objectives: 

 
 To determine the relationship between extraversion and job performance amongst retail store 

managers; 
 To examine the relationship between conscientiousness and job performance amongst retail 

store managers; 
 To determine whether emotional stability is a statistically significant predictor of job satisfaction 

amongst retail store managers. 

 
9.6 LITERATURE REVIEW 
 
9.6.1 Personality  
 
Albeit various famous models of character characteristics keep on affecting contemporary 
examination (Kirton and De Ciantis, 1986), the Five Factor Model (the 'Huge Five') proposed by 
McCrae and Costa Jr (1999) is the most generally utilized and perceived model today (Rossberger, 
2014). It expands upon the 35 bipolar groups of terms identified with character characteristics, created 
by Cattell (1943) and the exemplary Myers-Briggs Type Indicator (MBTI) by adding a significant fifth 
character quality, in particular neuroticism or enthusiastic dependability, which is a center area 
prescient of sorrow and tension problems. A short depiction of the Big Five qualities is given beneath 
(Rossberger, 2014) 
 
 Extraversion: extent to which individuals engage with the external world and experience 

enthusiasm and other positive emotions. 
 Agreeableness: extent to which individuals value cooperation and social harmony, honesty, 

decency, and trustworthiness. Agreeable individuals also tend to have an optimistic view of 
human nature. 

 Conscientiousness: extent to which individuals value planning, possess the quality of 
persistence, and are achievement-oriented.  

 Neuroticism - emotional stability: extent to which individuals experience negative feelings 
and their tendency to emotionally overreact. 

 Openness to Experience: extent to which individuals exhibit intellectual curiosity, self-
awareness, and individualism/non-conformance. 
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Although it is accepted that personality traits are agreed to be valid predicators of job performance, 
there is considerable disagreement as to whether broad personality traits such as the Big Five 
sufficiently predict real-life performance criteria or whether narrow personality traits account for 
incremental validity over the Big Five. This disagreement is referred to as the bandwidth-fidelity 
debate. According to Bergner, Neubauer and Kreuzthaler, (2010) the validity of the narrow personality 
traits has not been adequately addressed. They therefor examined the extent to which to which 
narrow personality traits contribute to the predications beyond the Big Five. Their results suggest that 
narrow traits add incremental validity over and beyond the Big Five for income and supervisor ratings 
but the degree to which they contribute depends on the criteria used. However, no increase in validity 
was found for job satisfaction and promotion rate. 

 
9.6.2 Job Satisfaction 
 
Job satisfaction as an academic concept has aroused wide attentions from the fields of management, 
social psychology, and practical operations in recent years (Zhu, 2013). It is one of the most sought 
after subjects in today’s organisations (Gazzawi, 2008); however, it also represents one of the most 
complex areas facing today’s managers (Molla, 2015). Job satisfaction is globally regarded as a vital 
attribute of successful organisations (Jie, Zu Wee & Wok, 2017). 

 
Researchers have reported that an organisation with satisfied human resources is more likely to be an 
antecedent for effective organisational operations, and it improves the service provided by the 
employees (Ismail, Romle & Azmar, 2015).  
 
Despite how widely the term is used, there is no agreed upon definition of the concept, as the term 
‘job’ is ambiguous (Aziri, 2011). However, the nature of job satisfaction is generally understood as an 
employee’s emotional state of mind regarding their job (Ismail et al., 2015). In order to provide greater 
clarity on what is meant with the construct Job satisfaction a number of definitions are used from 
Szromek and Wolniak’s (2020) article and are summarised below.  

 
Vroom’s definition of Job satisfaction focuses on the role of the employee in the workplace. Thus, he 
defines job satisfaction as an affective orientation on the part of individuals toward work roles which 
they are presently occupying. 
 
For Aziri (2011), job satisfaction is a complex and multifaceted concept, which can mean different 
things to different people. Job satisfaction is usually linked with motivation, but the nature of this 
relationship is not clear. Satisfaction is not the same as motivation. Job satisfaction is more of an 
attitude, an internal state. It could, for example, be associated with a personal feeling of achievement, 
either quantitative or qualitative.  
 
Aziri (2011) concluded that job satisfaction is the feeling employees have about their work, stating that 
positive and favourable attitudes toward the job indicate job satisfaction and negative and 
unfavourable attitudes toward the job indicate job dissatisfaction. 

 
Given that a number of studies (Bono & Judge, 2003; Judge, Erez, Bono & Locke, 2005; Morrison, 
1996; Van den Berg & Feij, 2003) have shown that the level of job satisfaction is partially determined 
by some of the personality traits, there is a need to find the personality traits that influence both the 
job performance and the job satisfaction of retail store managers. The larger study investigated the 
relations of personality traits (Extraversion, Emotional Stability, Conscientiousness, and Core Self-
evaluations) to Job Performance and Job Satisfaction for the occupational class of retail store 
managers in South Africa.  
 
The rationale for the study arouse from a belief that by using these personality traits as predictors of 
job performance and job satisfaction, the present study may contribute to optimisation of personnel 
recruitment and selection processes in the retail industry. (For purposes of the current paper, Core 
Self-evaluation will not be discussed further). 
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9.6.3 Personality and Prediction of Job Performance: The Big Five Model 
 
Over the past 40 years there were numerous attempts amongst researchers to investigate 
personality-job performance relationships. The role that personality played in job satisfaction was 
considered in the earliest treatments of job satisfaction (Judge, Heller & Mount, 2002). By the 
beginning of the 90-ties most conclusions in the literature were drawn indicating that the validity of 
personality traits as predictors of job performance was quite low (e.g., Ghiselli, 1973; Guion & Gottier, 
1965; Locke & Hulin, 1962; Reilly & Chao, 1982; Schmitt, Gooding, Noe & Kirsch as cited in Barrick 
and Mount, 1991). On the contrary, Barrick and Mount (1991; 1998) believed that there were 
significant relationships between individuals’ personality traits and job outcomes, which, for some 
reason, did not come out in the previous studies. In a recent meta-analytical study, summarising a 
total of 12,682 correlations among combinations of personality, job satisfaction and life satisfaction it 
was found that the Big-five personality traits account for 10% of the variance in job satisfaction (Steel, 
Schmidt, Bosco and Uggerslev, 2019).  
 
It is worth mentioning that Barrick and Mount conducted a meta-analysis of all available published 
research from the beginning of the nineties and unpublished research from 1952 to 1988 (Judge, 
Heller & Mount, 2002). They examined and categorised the scales from different personality 
instruments into the Big Five model dimensions and the rest of them into the sixth, miscellaneous 
dimension. They found that there was a general agreement regarding the number of personality 
factors (Judge, Heller & Mount, 2002). Moreover, the majority of researchers agreed on the traits that 
define each factor, even though some of them were named differently (Barrick and Mount, 1991). The 
historical review of the Big Five traits taxonomy is thoroughly discussed by John, Angleitner and 
Ostendorf (1988). Finally, the following five personality factors or dimensions were identified and 
extracted by Barrick and Mount as a result of their literature analysis (Barrick and Mount, 1991): 
Extraversion, Emotional Stability, Agreeableness, Conscientiousness and Openness to Experience. 
According to Borman (2004) nowadays the Big Five model is consistently used in personnel selection 
research as an organising framework for personality.  
 

9.6.4 Relationship Between Variables and Hypothesis 
 
9.6.4.1 Relation of personality traits to job performance 
 
Barrick and Mount (1991) investigated the relationships between Extraversion, Emotional Stability, 
Agreeableness, Conscientiousness, Openness to Experience and three job performance criteria (job 
proficiency, training proficiency, and personnel data) for five occupational groups, namely, 
professionals, police, managers, sales and skilled / semi-skilled. The results of the study as cited by 
Judge, Heller and Mount (2002) indicated that one of the Big Five traits, Conscientiousness, showed 
strong and consistent relations with all job performance criteria across all occupational groups. Both 
Extraversion and Openness to Experience were valid predictors of the training proficiency criterion for 
all occupations. Extraversion was a valid predictor only for two occupational classes, which involve 
social interactions, managers and salesmen, however, for all three-criterion types (Barrick and Mount, 
1991). Tett, Jackson, and Rothstein (1991) found in their study that Conscientiousness is the most 
consistent predictor of job performance. Furthermore, Barrick and Mount’s results were corroborated 
in a similar study conducted by Salgado (1997) and Judge, Heller and Mount (2002). Both studies 
concluded that Conscientiousness and Emotional stability are valid predictors of job performance 
across different occupational groups (Salgado, 1997; Judge, Heller and Mount, 2002). 
 
The results of study by Diamantidis and Chatzoglou (2018) indicate that job environment and 
management support have the strongest impacts (direct and indirect) on job performance, while 
adaptability (emotional stability) and intrinsic motivation (conscientiousness) directly affect job 
performance. 
 

Based on the aforementioned discussion, the following research hypotheses are formulated: 
 

 H1: Extraversion is a statistically significant predictor Job Performance 
 H2: Conscientiousness is a statistically significant predictor Job Performance 
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9.6.4.2 Association of Big Five personality traits to job satisfaction 
 
Job satisfaction can be described as an attitude that individuals have towards their jobs. It refers to 
the extent to which one feels positively or negatively about intrinsic and/or extrinsic aspects of one’s 
job. (Bhuian and Menguc, 2002; Hunt, Chonko and Wood, 1985). Locke affirmed that numerous 
creators concur that work fulfillment is a passionate response to the work insight (as refered to in Ilies 
and Judge, 2004). Locke connected occupation fulfillment to the positive passionate encounters 
coming about because of playing out the employment whereby inspirational mentalities towards one's 
occupation are related with elevated levels of employment fulfillment. Crevice, Smith and Stone 
(1992:1) likewise saw work fulfillment as a full of feeling response to one's work, emerging from the 
occupant's correlation of real results with those that are wanted, expected, or merited. 
 
The optimal functioning of an organisation depends in part on the level of job satisfaction of 
employees, as their full potential is needed at all levels of the organisation (Rothman & Coetzer, 
2002). Employees seek congruence with the organisation, which can be described in terms of the 
employee fulfilling the requirements of the organisation and the organisation fulfilling the requirements 
of the employee (Rothman & Coetzer, 2002).  
 
Wilson, Squires, Widger, Cranley, and Tourangeau, (2008), focused on that similarly as fulfillment can 
be characterized as far as sure encounters, disappointment is related with negative mentalities 
towards a work. Afterward, Chan, Pan and Lee (2004) gave a more summed up perspective on work 
fulfillment by moving endlessly from connecting fulfillment to positive or emotional responses alone 
and alluding to it as a worker's general evaluation of business related encounters, which is affected by 
singular qualities, goals and convictions.  
 
David and Newstrom called attention to that as such occupation fulfillment might be seen as a 
multidimensional idea which remembers a bunch of positive or ominous affections for terms of which 
workers see their positions (as refered to in Bowen, Cattell, Distiller and Edwards, 2008). Bowen at al. 
(2008) likewise alluded to a survey by Brunetto and Farr-Wharton where they recognized the 
accompanying segments that may impact by and large work fulfillment: the work itself, compensation 
level, states of administration, execution evaluation methodology, open doors for progression, the 
nature and degree of management, and associations with colleagues (Bowen at al., 2008). 
 
As far as the relation of personality traits to job satisfaction is concerned, Van den Berg and Feij 
referred to a few studies showed that personality served as a determinant of attitudinal or affective job 
outcomes such as job satisfaction (Van den Berg & Feij, 2003). For example, Judge et al. (1999) in 
their longitudinal study found that the Big Five personality traits measured in childhood predicted job 
satisfaction in late adulthood. More specifically, it was confirmed in their study that Neuroticism is 
negatively related to job satisfaction (r= -0.22). However, this relationship became insignificant in a 
regression analysis when other Big Five traits were added into the regression equation (Judge et al., 
1999). The other results of their study showed that Conscientiousness nevertheless remained as a 
predictor (Judge et al., 1999). Van den Berg and Feij (2003) referred to a review by Judge, Heller and 
Mount where they showed that Extraversion is related to job satisfaction across the studies. 
Accordingly, Judge and Bono also reported a correlation between Emotional Stability and Job 
Satisfaction of 0.24 (Judge & Bono, 2001).  
 
Based on the aforementioned discussion, the following research hypothesis is formulated: 
 
 H3: Emotional stability is a statistically significant predictor of job satisfaction 

 
9.6.4.3 Job performance - job satisfaction relationship 
 
The relationship between job performance and job satisfaction is of central interest for researchers in 
the field of Industrial Psychology (Brown & Peterson, 1993; Christen, Iyer & Soberman 2006; Donnelly 
& Etzel, 1977; Iaffaldano & Muchinsky, 1985; MacKenzie, Podsakoff & Ahearne, 1998). It should be 
mentioned that the debate about the relationship between performance and satisfaction is decades-
old. Some authors argued that job performance causes job satisfaction, while others claim that 
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satisfaction causes performance (Coetzee, 1999; Danish & Usman, 2010; Podsakoff & Williams, 
1986; MacKenzie et al., 1998). The reason to this debate is that the empirical studies on the said topic 
provide equivocal findings (Brown & Peterson, 1993; MacKenzie et al., 1998).  
 
According to the review by Brown and Peterson (1993), there are a number of studies, where job 
performance has been predicted to positively affect job satisfaction, however some others found 
equivocal effects between these variables. Babin and Boles (1998), in their study of service 
personnel, found a significant path between performance and satisfaction for male employees, but not 
for the female employees. It can be possibly explained that such findings may be a result of the fact 
that women tend to bear a higher proportion of family related responsibilities. Therefore, lack of 
satisfaction from performance may also be caused by non-task conflicts that arise from the higher 
levels of performance such as longer hours and conflicts with family life (Brashear et al., 2003). 
Coetzee (1999) found that the level of job satisfaction an employee or individual experiences directly 
determines the quality of work the individual will provide to the organisation. 
 
MacKenzie and his colleagues found a significant relationship between performance and satisfaction 
(MacKenzie et al., 1998). The authors developed and tested the model which describes the 
relationships between in- and extra-role performance and salesperson’s job satisfaction, 
organizational commitment, role perceptions, and turnover. The data was collected on a large sample 
of commission sales personnel. In-role sales performance related to the factors such as sales volume, 
dollar sales, and managerial evaluations of sales effectiveness. Extra-role aspects of sales 
performance related to the so-called organizational citizenship behaviors, which were defined as 
discretionary behaviors on the part of a salesperson which are aimed to promote the effective 
functioning of the organization (MacKenzie et al., 1998). 
 
The findings of MacKenzie et al. (1998) confirmed that in-role performance is related directly to job 
satisfaction, and indirectly to organizational commitment. Furthermore, the results revealed that in-role 
performance served as an antecedent of job satisfaction and organizational commitment, while extra-
role performance was a consequence of these two variables. According to MacKenzie et al. (1998) 
these findings are very important, because they, perhaps, explain the debate about performance-
satisfaction relationship: does performance causes satisfaction, or vice versa? These findings 
convince that both might be true, depending on the type of performance considered.  
 
Abdel-Halim (1980) reported positive relation between performance ratings and both intrinsic and 
extrinsic measures of job satisfaction for individuals with strong higher order needs strength (HONS), 
while no such relation existed for individuals with weak HONS (Abdel-Halim, 1980). A study of 
Iaffaldano and Muchinsky (1985) found job satisfaction to result in increasing job performance, which 
also confirmed the positive relationship between job satisfaction and job performance.  
 
Studies by Spector (1997) have suggested that the more productive employees are, the happier these 
employees will be. Regarding this, a modest relationship was found between job performance and job 
satisfaction, which simply stated a positive two-way relationship. Increased job satisfaction may result 
in increased performance and productivity, whereas increased productivity and performance on the 
job may yield an increased level of job satisfaction (Lumley, 2010; Spector, 2008). For example, 
Spector (2008) argues that if an employee is rewarded for their performance, they will be more 
satisfied, and work more productively, and vice versa. 
 
Although the studies on the job satisfaction – job performance relationship sometimes provide 
equivocal findings, it may be concluded that there is nevertheless enough evidence in the field 
suggesting existence of the relationship between job satisfaction and job performance. 
 

9.7 TOWARDS A MODEL FOR PERSONALITY, JOB SATISFACTION AND JOB 
PERFORMANCE 

 
In the light of the above discussion, the researchers propose the following model relating personality 
traits, job satisfaction and job performance for retail store managers.  
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Fig. 9.1. Resulting model relating personality traits, job satisfaction and job performance for 
the occupational class of retail store managers 

 
Previous research suggested a few models where the relationship between personality traits 
(including Core-self evaluations) and job performance or satisfaction was mediated by other variables 
(Ilies & Judge, 2004; Judge, Erez, Bono & Locke, 2005; Van der Berg & Feij, 2003). For example, Van 
der Berg and Feij found mediating effect of job satisfaction on the relationship between Extraversion 
and propensity to leave, and between Neuroticism and propensity to leave (Van der Berg & Feij, 
2003). On the other hand, Judge et al. (2005) reported that Core self-evaluations were positively 
related to job satisfaction, which as shown by MacKenzie et al. (1998) was related to job performance 
(Abdel-Halim, 1980; Iaffaldano & Muchinsky, 1985; MacKenzie et al.,1998).  

 
In a study done in the media sector (Naser and Jiroudi , 2014) found that payment, promotion, 
supervision, operating conditions, co-workers, and nature of the work were found to be conducive to 
employees’ job performance, among which co-workers generated the highest path coefficient followed 
by operating conditions, payment, and promotion. Age, gender, and level of education were found as 
moderators to the relationship between facets of job satisfaction and employees’ job performance. 
Managers should therefore be made aware of those factors within their control which has an influence 
on their subordinates’ job performance and job performance.  
 
In the next section of the paper the research design will be discussed followed by the results of the 
study. The paper concludes with a discussion of the results and recommendations for practitioners 
and future research.  

 
9.8 RESEARCH DESIGN 
 
9.8.1 Research Approach 
 
A quantitative, ex post facto research approach was followed. A cross-sectional survey design was 
used to collect data and attain the research goals. This design is ideally suited to the descriptive and 
predictive functions associated with correlation research and to assess the interrelationships between 
the variables in the research (Shaughnessy, Zechmeister & Zechmeister, 1997).  

 
9.8.2 Research Method 
 
9.8.2.1 Participants 
 
The participants of the study were store managers from one of the South African retail chains. A total 
of 147 questionnaires were distributed to a purposive selected sample of Managers of all stores of this 
retail organization in Gauteng, Limpopo and Mpumalanga provinces. 95 questionnaires were returned 
which gives a 64.6% response rate. In this sample the majority of the participants were                 
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African (71.6%), while White and Coloured participants were represented by 22.1% and 6.3% 
respectively. Participants were primarily female (56.8%) and had an educational qualification of Grade 
12 (62.1%).  
 
9.8.2.2 Measuring Instruments 
 
The 15FQ+ (Psytech, 1992), Job Diagnostic Survey (Hackman & Oldman, 1975) and a Job 
Performance Scale (developed by the researchers) were administered.  
 
15 FQ+: Extraversion, Emotional Stability and Conscientiousness were measured by the 15 FQ+ 
Questionnaire. The 15FQ+ uses a self-report format and consists of 200 items. Respondents have to 
indicate on a three-point scale how closely the items describe their personal behaviour. The 
alternatives offered are “agree”, “unsure” and “disagree”. Cronbach’s alpha reliabilities for a 
professional sample on the standard form ranged from 0.77 to 0.83 for the 16 traits and 5 broad 
factors. Similarly, test-retest reliabilities varied from 0.77 to 0.89 (The 15FQ+ Technical Manual, 
2009). 
 
Job Diagnostic Survey (Hackman & Oldman, 1975): The Job Diagnostic Survey (JDS) contains 14 
items that measure satisfactions along the following specific dimensions: Pay (2 items), Job security 
(2 items), Social (3 items), Supervisory (3 items); and Growth (4 items). The first four of these are 
Work Context Satisfaction, while Growth Satisfaction is related to intrinsic features of the job reflecting 
the degree to which a person is satisfied with opportunities for personal growth and development on 
the job. A seven-point response scale from 1 to 7 is used, where 1 is “extremely dissatisfied” and 7 is 
“extremely satisfied”. Hashim (2006) found a Cronbach Alpha equal to 0.933 for the JDS.  
 

Job performance Questionnaire: For the purpose of this study independent supervisory ratings 
were used to evaluate subordinate’s job performance. Each store manager was rated by his or her 
immediate supervisor, Divisional Operational Manager, with respect to the following five items: quality 
of work performance, amount of effort expended on the job, productivity on the job, speed on the job, 
and overall work performance (Abdel-Halim, 1980). The supervisors were asked to describe how well 
the particular subordinate was doing on each of the five items. The evaluation used a 5 point scale, 
ranging from “very poor” to “excellent” for each criteria. The same type of independent supervisory 
ratings consisted of five criteria were used by Abdel-Halim (1980) in his study investigating the effects 
of higher order needs on job performance-satisfaction relationship in the retail environment context. 
According to Abdel-Halim (1980), the internal consistency reliability of the ratings was 0.88 in his 
sample.  
 

9.8.2.3 Research procedure 
 

The Human Resource Director of one of the South African retail organizations that gave respondents 
to this examination was requested authorization to lead the investigation and utilize the information. 
Self-finishing surveys were circulated legitimately to senior supervisors by post just as directed during 
store visits and instructional courses. An introductory letter requesting participation was connected to 
the surveys. The letter educated the members about the point regarding the examination, expressed 
that cooperation was deliberate and clarified that outcomes will be dealt with secretly by the 
specialists. The surveys were coded to distinguish the stores and the head supervisors accountable 
for those stores, however were generally unknown to guarantee privacy. Respondents were 
approached to restore the finished polls in a fixed envelope gave, either to the individual who 
appropriated them, or legitimately to the specialists. 
 

9.8.2.4 Data analysis 
 

The collected data was subjected to statistical analysis using the SAS System 9.1 (SAS Institute, 
2003) to produce descriptive statistics, reliability and validity analysis of the measuring instruments, 
correlation coefficients, exploratory factor analysis for each construct, as well as other Linear Models, 
including Multiple Regression analysis. A 90% confidence interval level was used for all significance 
testing in this study. Goodness of fit measures such as chi-squared test, GFI, AGFI, NFI was used to 
evaluate how well the model fit the data. 
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9.9 RESULTS 
 

9.9.1 Factor and Reliability Analysis 
 
Before the testing of the theories, the psychometric properties of the Core Self Evaluation Scale 
(CSES), Job Diagnostic Scale (JDS) and Job Performance Scale (JPS) were inspected. These 
incorporated the Kaiser-Meyer-Olkin (KMO) to decide the example sufficiency and sphericity of the 
thing connection framework, exploratory factor investigation to find and distinguish the components of 
the estimations and unwavering quality examination utilizing Cronbach alpha coefficients to give the 
proportion of precision of the instruments and to decide how repeatable the outcomes are. The Job 
Diagnostic Scale and Job Performance Scale acquired a Measure of Sampling Adequacy of 0,759, 
0,838 and 0,900 individually which as per the rule of higher than 0.6 (Hair, Anderson, Tatham and 
Black, 1998) is sufficient for factor examination. Next, exploratory factor investigation utilizing Principal 
Axis Factoring extraction technique was performed on the estimations. Results uncovered one hidden 
factor structure for the Job Diagnostic Scale and Job Performance Scale. The components were 
marked, work fulfillment and occupation execution. 
 
The descriptive statistics and reliabilities of the factor per measurement are reported in Table 9.1:  
 

Table 9.1. Descriptive statistics and Alpha Coefficients: CSES, JDS and JPS 
 
Scales Mean SD Skewness Kurtosis α 
Job Satisfaction 5.170 13.025 -0.732 -0.112 0.881 
Job Performance 3.370 3.484 -0.333 -0.360 0.908 

 
Table 9.1 shows that the Cronbach alpha coefficients compare well with the guideline of 0,70, 
demonstrating that a large portion of variance is explained by the dimension (internal consistency of 
the dimensions) (Cortina, 1993). No factor analysis was performed on the 15FQ + measure because 
of the small sample size. Based on the validity and reliability of the measurement in previous studies, 
the theoretical subscales of Extraversion, Emotional Stability and Conscientiousness were used for 
further analysis.  
 

9.9.2 Testing of the Hypotheses 
 
Hypotheses 1 to 3 were tested by means of linear regression analysis. The results are reported in 
Table 9.2. 

 
Table 9.2. Regression analysis between the Personality types, Job satisfaction and Job 

performance 
 

Model Unstandardised Standardised 

 Coefficients Coefficients 

t p R R² ∆R² 

H1: Extraversion is a statistically significant predictor Job Performance 

 B SE Beta   .234a .055 .045 

(Constant) 22.609 1.066  21.200 0.000    

Extraversion -.063 .027 -.234 -2.320 .023    

H2: Conscientiousness is a statistically significant predictor Job Performance 

 B SE Beta   .028a .001 -.010 

(Constant) 19.569 2.585  7.572 0.000    

Conscientiousness .034 .125 .028 .275 .784    

H3: Emotional stability is a statistically significant predictor of job satisfaction 

 B SE Beta   .304a .093 .083 

(Constant) 59.388 4.526  13.122 0.000    

Emotional Stability .800 .260 .304 3.080 .003    
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The results in Table 9.2 show: 
 
In terms of Hypothesis 1: Extraversion is a statistically significant negative predictor of job 
performance. Extraversion however explains 5.5% of the variance in job performance which is 
considered low. Hypothesis 1 is therefore rejected. 
 
In terms of Hypothesis 2: There is no statistically significant relationship between conscientiousness 
and job performance. Hypothesis 2 is hence rejected.  
 
In terms of Hypothesis 3: Emotional stability is a statistically significant predictor of job satisfaction. 
Emotional stability however explains 9% of the variance in job satisfaction and is considered low. 
Hypothesis 3 is accepted. 
 
Having investigated the individual hypothesised relationships between the constructs, the next step 
was to estimate and overall model, which would include all the constructs and account for mutual 
interactions between them. It was hypothesised that Job satisfaction mediates the relationship 
between Emotional Stability and job performance, between Extraversion and job performance. 
Results indicated that the model did fit adequately to the data χ.2 = 2.2041, χ.2 /df = 3, GFI = 0, 99; 
AGFI = 0, 95; CFI = 0, 95, NFI = 97 and RMSEA = 0, 00. The model is given in Fig. 9.2.  
 

 
 

Fig. 9.2. Path Analysis Model with standardised estimates 
 

It is evident from the model, that not all relationships in the model are strong. For example, the 
relationship between Conscientiousness and job performance has a very marginal effect coefficient 
(standardised 0.01), which is supported by the individual regression used to test the second 
hypothesis of this study. Therefore, the relationship between the two constructs is not apparent in the 
data, which is contrary to the findings of other research reviewed in earlier in the paper. Further 
research is required to understand the nature of this finding, but it may be suggested that such an 
effect may be caused by the lack of variance in conscientiousness in the data. Removal of this 
relationship from this model does not significantly affect the model fit. 
 

It should also be noted that the relationship between Emotional stability and job satisfaction was 
significant when tested individually, yet a combined model produced a lower effect (0.11). 
Furthermore, it is evident that the effect of Extraversion on job satisfaction is also marginal, 
considering its low coefficient (-0.10 with t-value of -0.99).  
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9.10 DISCUSSION 
 
The purpose of the research was to investigate the relationships of personality traits (Extraversion, 
Emotional Stability and Conscientiousness,) to job performance and job satisfaction for the 
occupational class of store managers in the context of South African retail industry. The study 
attempted to address the management dilemma at hand and aimed to predict job performance and 
job satisfaction of retail store managers by analysing personality traits. The results of the research are 
discussed per hypotheses. 
 
In terms of Hypothesis 1: Extraversion is a statistically significant predictor of job performance 
 
The regression analysis showed that Extraversion had a negative effect on job performance, therefore 
the hypothesis is rejected, although there was a relationship found, but in a different direction. Due to 
the fact that the R-squared value was very low, it was concluded that Extraversion may not be 
considered as a definitive and the only factor driving job performance, however their relationship may 
not be denied. On one hand, this finding confirmed once again the existence of the Extraversion-Job 
performance relationship for the occupational classes involving social interactions (managers and 
salesmen) as was pointed out by Barrick and Mount (1991). On the other hand, the very same finding 
revealing the negative nature of the existing relationship, is in contradiction to Barrick and Mount’s 
results, since they found a positive relationship between Extraversion and Job performance in the 
sales environment. It is therefore suggested that this can be further explored on a bigger scale in the 
retail environment. It will be interesting to check whether the Extraversion-Job performance 
relationship reveal their positive or, on the contrary, negative nature if tested several times and in 
various settings. 
 
In terms of Hypothesis 2: Conscientiousness is a statistically significant predictor of job performance 
 
As revealed by the regression analysis, no significant relationship was found between 
Conscientiousness and job performance. The standardised estimate and the Pearson correlation 
coefficient were rather low, suggesting a very weak link between the two constructs. The hypothesis is 
therefore rejected. This result is in contradiction to the findings by Barrick and Mount (1991), Judge, 
Heller and Mount (2002); Salgado (1997) and Tett, Jackson, and Rothstein (1991) who found 
Conscientiousness to be a consistent predictor of job performance across several occupational 
classes. This unexpected absence of the significant relationship between the constructs can be 
possibly explained by the lack of variation in Conscientiousness variable. The analysis of the variation 
on Conscientiousness across the sample showed that the most of the responses were located around 
just a few values, thus indicating a presence of respondent bias. In other words, most respondents in 
the sample scored high on the 15FQ+ Conscientiousness factor. The fact of having a skewed sample 
with high scores on Conscientiousness might be explained by the approach that the company is 
currently using for recruitment and selection of candidates for the store managers’ positions. The 
approach utilises the 15FQ+ questionnaire and other assessment tools, and Conscientiousness factor 
is one of pre-selection criteria to shortlist the candidates for the final interview. This explains the initial 
skewness of the sample towards the highest scores and lack of variation, which probably resulted in 
the Conscientiousness-Job performance relationship being found weak and insignificant. 
 
In terms of Hypothesis 3: Emotional Stability is a statistically significant predictor of job satisfaction 
 
According to the simple linear regression analysis there is enough evidence to suggest that Emotional 
Stability positively affects job satisfaction. Conversely, since Neurotism is the opposite end of 
Emotional Stability, it may be said that there is enough evidence that Neurotism negatively affects Job 
Satisfaction. Thus, the hypothesis is not rejected. However, due to the fact that the proportion of 
variance in satisfaction explained by this variable is negligible, Emotional Stability cannot be 
considered as the determinant of job satisfaction. It can be concluded that Emotional Stability plays a 
role, but other factors need to be taken into account in order to explain changes in job satisfaction. 
This finding is corroborated by the one by Judge and Bono (2001) which also confirmed positive 
relationship between Emotional stability and job satisfaction, while Judge et al. (1999) found in their 
study that Neurotism is negatively related to job satisfaction. 
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9.11 IMPLICATIONS FOR THE RETAIL SECTOR 
 
Selecting the right people in an attempt to fulfil the management needs inevitably requires 
psychological assessments at the onset of the process. The use of any instruments, as well as other 
ways of measuring job applicants against the objective criteria for specific jobs, such as structured 
and unstructured job interviews, case studies, role plays, reference checks, and bio-data, raises 
further questions pertaining to the objectivity, reliability and validity of such methods, especially in the 
South African context. The findings of this study provided other retail organisations some insights into 
identification of those personality traits that predict job performance and affect job satisfaction of the 
store managers. The study may also contribute to optimisation of personnel recruitment and selection 
processes as well as talent management strategies in retail industry.  

 
9.12 LIMITATIONS OF THE RESEARCH 
 
One of the essential constraints influencing the outcomes is the testing approach. This examination 
utilized purposive testing technique, described by the utilization of judgment and a purposeful exertion 
to acquire agent tests by remembering probably commonplace zones or gatherings for the example 
(Kerlinger and Lee, 2000). Since the examination zeroed in on applying the hypothetical models with 
regards to South African retail locations, senior supervisors of one explicit retail chain were drawn 
nearer. In spite of the fact that it very well might be contended that retail location directors might be 
relied upon to carry on likewise, it is important to take note of that lone supervisors of one association 
were exposed to the study, which may assume a job if the outcomes are to be extrapolated to a more 
extensive retail crowd. 

 
It must also be noted that responses collected are subject to the response error that is usually present 
in the studying utilising questionnaires as a primary means of collecting data. Furthermore, sampling 
was not controlled in respect of the race group of the participants, thus making it impossible to make 
comparisons between such groups. Most of the participants fell into the African race group, thus 
extrapolation to other race groups should be done with caution as it is not known if different race / 
ethnic groups exhibit different response or behavioural patterns. 

 
9.13 RECOMMENDATION FOR FUTURE RESEARCH 
 
So as to address a portion of the impediments and increase further understanding into the 
connections between work fulfillment, character viewpoints and occupation execution in the South 
African setting, future examinations should endeavor to gather an example that is illustrative of all the 
more retail exchange associations the nation. A greater example would likewise empower the 
specialists to use further developed strategies of assessment, for example, a Structural Equation 
Model (SEM). Such investigations ought to be pointed toward refining the ends attracted this 
examination and may clarify contrasts between a portion of the discoveries mulled over in the writing 
survey and observational estimations introduced in this report. It might additionally be proposed to 
examine the distinctions in conduct of retail location supervisors with various segment attributes, for 
example, sex, race, age and instructive foundation. Other character characteristics estimated by the 
15FQ+ instrument may likewise be brought into the model. Likewise, more exploration that would 
apply the created model to different enterprises and/or word related classes in South Africa is required 
so as to grow the group of information on this point. 

 
9.14 CONCLUSION 
 
In conclusion, all things being equal, the discoveries demonstrated that the model recommended and 
observationally tried in this investigation can be applied as an indicator of employment execution and 
occupation fulfillment for the word related class of retail location directors in the South African setting. 
The outcomes acquired in the examination along with the suggestions for future exploration can 
contribute into improvement of the enlistment and choice cycles and worker maintenance procedures 
in the retail business. 
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ABSTRACT 
 

While entrepreneurs living in poverty face absence of institutions and resources, in South Africa, few 
studies have been undertaken on entrepreneurial development in rural areas. Entrepreneurship is 
considered as one of the vehicles, to take people out of unemployment. This paper sought to identify 
the dearth of managerial skills and level of education among the SME owners and managers. A 
quantitative approach using a questionnaire and purposive sampling method was used for data 
collection from small and medium enterprises in both the informal and formal sector. SPSS software 
package was employed for the analysis and presentation of data. The findings revealed that bulk of 
small businesses started by entrepreneurs with little or no education struggle to make it past the start-
up phase. The outcome of the study will help in understanding the scale of the problem and with 
sanctioning targeted actions aimed at assisting affected SMMEs in the area. It is also envisaged that 
the insight obtained from the study will not only assist with policy-making but also with the 
implementation of skills development programmes targeting SMEs growth and sustainability. For any 
interventions to be effective they should be brought to the level of the intended recipients, hence the 
importance of knowing education levels. By knowing the managerial and education levels of SMME 
owners and managers, the responsible authorities can adapt their policy interventions accordingly to 
maximise the impact.  
 
Keywords: Access to finance; infrastructure; management skills; education level; small business 

enterprise. 
 
10.1 INTRODUCTION AND BACKGROUND 
 
The South African government’s approach to growing the small and medium enterprises (SMEs) 
sector has mainly focussed on providing training and micro-finance, considered narrow from a job 
creation perspective (Rogan, 2019:3). It is acknowledged that SMEs in South Africa (SA) are engulfed 
by their inability to access and afford skilled personnel resulting in a right skills shortage in the formal 
and informal sectors (Vuba, 2019:2). Unfortunately most poverty alleviation programmes in Africa tend 
not only to ignore rural circumstances but neglect rural entrepreneurship (Nagler and Naude, 
2014a:1). Therefore, it became imperative to understand the challenges and barriers that existed for 
entrepreneurs and in turn maybe preventing the entrance of new SMEs into the sector in a rural 
environment. Meyer, Meyer and Molefe, (2016:122) state that low development of entrepreneurship 
correlates with high unemployment rates, therefore high entrepreneurship development leads to low 
unemployment rates.  
 

The magnitude of entrepreneurship cannot be overly emphasised in the development of any economy 
(Boohene and Agyapong, 2017:43) especially in the African context with the largest global youth 
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population and the largest youth unemployment rate in the world (Nagler and Naude, 2014b:1). An 
increasing number of rural households in Africa do not limit their labour to agriculture, yet why and 
how rural households diversify into non-farm entrepreneurship remains relatively unexplored from a 
comparative and empirical perspective (Nagler and Naude, 2014a:1). A significant number of rural 
households in Africa engage in one form or another of entrepreneurship to circumvent the risks of 
crop failure and therefore boost their meagre household income. To survive they have to constantly 
discover, evaluate and exploit opportunities in order to generate future wares and amenities 
(Malebana and Swanepoel, 2015:90). However having better ingress to certain assets such as 
finance and more schooling appears to foster entrepreneurship in the capital and skills intensive 
sectors (Sarkar, Rufín and Haughton, 2018:279).  
 
Rural communities face numerous challenges when venturing into entrepreneurship such as the 
markets being insufficient to warrant potential entrepreneurs taking advantage of the sparse business 
openings available in rustic areas (Ngorora and Mago, 2013:1). Others include access to markets, low 
education levels, deficiency of financial support from institutions, deficiency of infrastructure such as 
roads, running water and electricity (Herrington, Kew and Kew, 2010:104; Ngorora and Mago, 2013:1; 
Patel and Chavda, 2013:28; Boohene and Agyapong, 2017:43). With challenges of poverty persistent 
in most rural areas of South Africa (SA), northern KwaZulu-Natal included, entrepreneurship is seen 
as one of the vehicles which can take people out of the quagmire of “a jobs dearth” (Ngorora and 
Mago, 2013:2). Income levels in eDumbe Municipal area are low with 69% of the population earning 
less than R800 per month, (eDumbe Municipality, 2017:75), essentially rendering the municipality a 
predominantly poverty stricken area. Such a low economic base limits economic growth and activity 
within the municipal area. In the poorer rural areas, trading activity is quite limited and most probably 
leaning more on the informal side of business (eDumbe Municipality, 2017:134).  
 
The objective of this paper was to determine the education levels and managerial skills of 
owners/managers of SMEs and the effects these have on the both the formal and informal business 
sectors of eDumbe Local Municipality in the Zululand District of KwaZulu-Natal in South Africa.  
 

10.2 LITERATURE REVIEW 
 

10.2.1 Entrepreneurship in South Africa 
 
The South African (SA) government has emphasised the significance of entrepreneurship in enabling 
the country meet it’s economic, political and social challenges, and the role entrepreneurship can play 
in curbing the unemployment crisis (Herrington et al., 2010:12). This is a mammoth task considering 
that 21.7 million or 39% of South Africans have remained consistently poor during 2008 to 2015 while 
a further 39% moved in and out of poverty during the same period (World Bank, 2018:34). The 
majority of those living in poverty live in rural areas (Neves and Du Toit, 2013:94-95; World Bank, 
2018:32), with the ten poorest municipalities in South Africa situated in the former homelands (World 
Bank, 2018:32). 
 
The SME sector is generally seen as the engine of the economy. Having recognised small business 
as an overriding factor for economic development in SA, the National Small Business Strategy 
(NSBS) tried to address challenges such as lack of ingress to markets and procurement, inadequate 
access to finance and credit, low skills and education levels, inadequate access to information and a 
scarcity of support institutions (Peters and Brijlal, 2011:1). The significance of the SME sector in SA is 
highlighted by its contribution of about 36% (Olawale and Garwe, 2010:279) or 45-50% (Agupusi, 
2015:5) to the GDP and approximately 50-60% of private sector employment (Olawale and Garwe, 
2010:279; eThekwini, 2013:4; Agupusi, 2015:5) increasing to 75% with the inclusion of the informal 
sector (Agupusi, 2015:5). However Vuba (2019:2), states that there are 250 000 SMMEs in SA 
accounting for just 28% of formal employment. Despite the fact that SMMEs form 98,5% of formal 
firms in the economy with the bulk of employment (56%) in the country coming from only 1000 
employers being mostly large corporate and government (Vuba, 2019:2). 
 

In 2014, 7% of the adult population of South Africa was reportedly engaged in entrepreneurship, a 
decline of 34% from the 10.6% recorded in 2013 (Herrington, Kew and Kew, 2015:18). About 2.7% of 
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the adult population already own or manage an established business (Herrington et al., 2015:4). While 
SA possess one of the lowest recognised business rates worldwide at 2.3%, same was also reported 
as the second lowest by the 2012 GEM report (Lekhanya, 2016:175). There tends to be a high failure 
rate of small business in SA, with less than half of new enterprises making it past five years (Brink, 
Cant and Ligthelm, 2003:2), and a failure rate of between 70-80% (Olawale and Garwe, 2010:730; 
eThekwini, 2013:4). All the while 35% of adults in SA recognise viable opportunities to establish a new 
enterprise and still 25.4% would be put off from doing so by the horror of not making it a success 
(Herrington et al., 2015:4).  
 
The challenge SA faces is that even though provincial data exists on SMMEs (see Table 10.1), no 
breakdown on their spread and sectors in which they operate exists (Herrington et al., 2010:14). 
Another challenge as observed in the table is that only the Gauteng and Western Cape provinces 
have a formal sector, which is larger than the informal sector. 
 

Table 10.1. Distribution of SMMEs in the formal and informal sectors by Province 
 
Province Formal sector Informal sector 

Eastern Cape 5.3% 13.4% 

Free State 3.2% 6.6% 

Gauteng 48.3% 24.6% 

KwaZulu-Natal 13.0% 18.8% 

Limpopo 2.9% 14.3% 

Mpumalanga 4.1% 7.7% 

North-West Province 3.2% 8.0% 

Northern Cape 1.2% 0.7% 

Western Cape 19.0% 5.9% 

Total 100% 100% 

Source: (Herrington et al., 2010:14) 
 

10.2.2 The Informal Economy of South Africa 
 
Statistics South Africa defines the informal sector as “consisting those businesses not registered in 
anyway, generally small in nature and rarely run from a business premises. They instead tend to be 
run from homes, pavements or other informal arrangements” (Skinner, 2006:127). In SA, the 
government policy towards the informal economy is dualistic referring to it as the secondary economy 
therefore not taking into cognisance the underlying structural forces affecting both the formal and 
informal sectors and their interconnectedness (Potts, 2008:164). 
 
The history of regulations (apartheid legacy) on the labour market, property rights, the sale of certain 
goods and informal work have been conducive to the development of a particular kind of informal 
economy in SA. This in contrast to many other developing countries is non-agricultural, but skewed 
towards urban consumer demand (Mckeever, 1998:1217); dominated disproportionately by retail and 
large-scale trade (Mckeever, 1998:1217; Valodia, Lebani, Skinner and Devey, 2006:112,114). 
However according to Kingdon and Knight (2001:6), SA is an international outlier in terms of informal 
sector non-agricultural employment estimated at 16.6% which is remarkably low compared to other 
developing countries.  
 
The informal economy has remained relatively small in SA despite the extremely high unemployment 
rates being experienced, thrusting forward the issue of existing barriers of entry into the informal 
sector notably labour market legislation and access to credit (Valodia et al., 2006:114). Agupusi 
(2015:1), states that the semi- formal and informal sectors are currently not fulfilling their anticipated 
roles due to a myriad of constraints, among them the notable supposed lack of adequate policy 
specific to them and issues around them. The relevance and importance of the informal economy in 
SA is emphasised by the country’s constitution which commits local government to the improvement 
of local economic development (Skinner, 2006:126). South Africa in 2015 had an estimated 2.6 million 
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people involved in this sector, with a guesstimate contribution of 28% to GDP, various sources giving 
varying figures, testament to difficulty of obtaining accurate figures on the sector (Meyer et al., 
2016:124). Although the South African government would like to formalise the informal economy, to 
enable tax collection and enforcement of labour laws, informal traders are resisting the move citing 
restrictions on business flexibility and financial costs (Crush, Skinner and Chikanda et al., 2015:2).  
 

10.2.3 Education and Managerial Skills 
 
Education and deficiency of management skills have been mentioned as some of the top stumbling 
blocks to entrepreneurial growth and sustainability in South Africa (Herrington et al., 2010:45; Ngorora 
and Mago, 2013:2; Lekhanya, 2015:41; Lekhanya and Visser, 2016:73). The scarcity of management 
talent has negatively influenced the SME sector in the continent, despite the ability to attract 
motivated managers (Abor and Quartey, 2010:224). While Asah, Fatoki and Rungani, (2015:309), 
state that the unacceptable failure rate of SME’s in South Africa can be attributed to managerial 
susceptibility stemming from a lack of entrepreneurial inspiration and administrative skills. 
 
Herrington et al., (2010:43) state that people with better opportunities to start and own a business are 
those with education levels from matric to tertiary compared to those without. They further state that 
those with tertiary education are most likely to manage their business past the start-up stage. In SA 
those of ages between 25 to 44 are the majority in pursuing early stage entrepreneurial endeavours 
(Herrington, et al., 2010:70). A majority of South African school leavers however do not pursue tertiary 
education; adding to the high numbers of potential job seekers (Herrington et al., 2010:71). This 
however, is consistent with statistics from the continent which states that 60% of youth under the age 
of 30 are out of work on the continent, twice as high as the adult population (Nagler and Naude, 
2014:1). 
 
Little or no education leads to a situation of necessity or survival rather than opportunity 
entrepreneurship (Brixiova, 2010:440; Herrington et al., 2010:43; Lekhanya and Visser, 2016:73; 
Meyer et al., 2016:123), the latter being mostly individuals with some form of tertiary education 
(Herrington et al., 2010:43). The importance of education as a limiting factor in SA however is not 
compatible with findings from similar developing countries or increasingly competitive economies 
where education does not play as much a profound role as it does in SA (Herrington et al., 2010:15). 
Most SMME owners/managers have an education level of grades 0-12 hence poorly trained 
(Lekhanya, 2015:411), 60% of all necessity entrepreneurs in South Africa have no matric, 39% have 
matric and 14% have tertiary qualifications (Herrington et al., 2010:43). This has led to a situation 
where opportunity entrepreneurship is deemed as having a considerable positive outcome on 
development, while necessity entrepreneurship has approximately none (Brixiova, 2010:440). 
 

10.3 METHODOLOGY 
 

The principles of the quantitative research method were primarily utilised to conduct the study. Often 
regarded as being entirely scientific, quantitative research is also justifiable, meticulous and based on 
facts often reflected in accurate figures (Jonker and Pennink, 2010:38). Quantitative research 
methods in essence refer to the counts and measures of things (Berg, 2001:3), the extent and 
distributions of our measures, how large a thing is, how many of them there are or how likely are we 
to count one (Lune and Berg, 2017:12). Quantitative methods include surveys (questionnaire or 
formal interview) and asking questions, which produce mostly numerical data which can be measured 
using various scales such as nominal scale, ordinal scale, interval scale and ratio scale (Neuman, 
2014:49; Kabir, 2016:203). Constraints such as time, personnel and budget may render it necessary 
to collect and analyse sample sizes deemed as inadequate due to practical versus statistical reasons 
(Bartlett, Kotrlik and Higgins, 2001:49). While Greener (2008:51), states that a sample size of 30 is 
the minimum if one is to conduct statistical analysis on their data, as it would most likely offer 
reasonable normal distribution. Since there is no reliable number of registered SMEs in the 
municipality compounded by the sparse nature of villages and settlement patterns within them, the 
population size was not possible to calculate accurately. The researcher then opted for a minimum 
sample size of 30 respondents from which he would be able to make generalisations and conduct 
statistical analysis of the data. 
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10.4 RESULTS AND ANALYSIS 
 
Human capital is the most important factor in the development or underdevelopment of any enterprise 
or society and thus an investment in both the quality and quantity of an educational system is 
imperative for any significant and sustainable economic development (Vakili, Tahmasebi, Tahmasebi, 
Tahmasebi, 2016:78). Therefore, to achieve sustainable and inclusive economic growth South Africa 
needs to improve education at all levels, as it has been a consistent poor performer in primary and 
secondary education as shown in the Global Competitive Index (Herrington et al., 2015:31). An 
economy’s attractiveness, productiveness and expansion is largely dependent on an educated and 
adequately skilled workforce with the capacity to be inventive (Herrington et al., 2015:32). According 
to Peters and Brijlal (2011:3), growth in successful SMMEs and highly skilled labour is very unlikely to 
emerge in significant numbers now or in the near future, more so in previously disadvantaged 
segments of the population due to the history of dualism and segregation in SA’s development.  
 

Table 10.2. Education status of respondent 
 
 Percentage Valid Percent Cumulative Percent 

No formal schooling 2.7 2.7 2.7 

Primary school 2.7 2.7 5.4 

Secondary school 32.4 32.4 37.8 

Vocational courses/certificates 5.4 5.4 43.2 

Matric 27.0 27.0 70.3 

Diploma 24.3 24.3 94.6 

Bachelor's degree 2.7 2.7 97.3 

Master's degree and above 2.7 2.7 100.0 

Total 100.0 100.0  
 

The majority of respondents has a highest qualification of secondary school (32.4%), while the lowest 
number is (2.7%), which represents those with no formal schooling, primary school, bachelor’s degree 
and a master’s degree. A number of entrepreneurs went to school but dropped out for a number of 
reasons before they could matriculate, cumulatively representing 40.5% of respondents; meaning 
consideration to cater for them must be made when coming up with interventions to assist 
entrepreneurs in the area.  
 

Table 10.3. Cross tabulation education level and gender 
 

 Gender 

Female Male 

% % 

No formal schooling 5% 0% 

Primary school 5% 0% 

Secondary school 40% 23.5% 

Matric 20% 35.3% 

Vocational courses/certificates 10% 0% 

Diploma 20% 29.4% 

Bachelor’s degree 0% 5.9% 

Masters and above 0% 5.9% 

Total 100% 100% 
 

A cross tabulation of the male and female level of education shows that there is no significant 
difference (Chi square=7.652; p=0.364) between the two genders with regards their education status. 
The females are the only gender with entrepreneurs having no formal schooling, primary education 
and vocational courses or certificates. While the males are the only gender with entrepreneurs 
possessing a bachelor’s degree and a master’s degree and above. 
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Table 10.4. Cross tabulation education level and age group
 
Age No 

school 

Primary 

school 

Secondary 

school

18-23   8.3%

24-29   8.3%

30-34   41.7%

35-39    

40-44  100% 16.7%

45-49    

50-54   25%

55-59 100%   

60-64    

65-69    

70+    

Total 100% 100% 100%

 
A cross tabulation of the age groups and 
difference (Chi square=60.872; p=0.553) between the genders with regards their education levels. 
The table shows that entrepreneurs in the 18
before matriculating. The 55-59 age group has individuals who have never been to school while the 
40-44 years age group has individuals whose level of education is up to primary school. The 
qualification of a diploma is representative of all age groups except the 1
age group. The 55-59 years age group has the least educated (no formal schooling) and the most 
educated individuals (master’s and above) of all the age groups.
 

 
Fig. 10.1.

 
A cross tabulation of education levels and the sector within which a business operates shows that 
there is a significant difference (Chi square=20.321; p=0.005). As can be seen in 
majority of informal business owners/managers have a secondary
educated in the sector have a matric qualification. The informal sector is represented in every 
category from no formal schooling up to matric, while in the formal sector, there is no representation in 
the no formal schooling, primary and vocational courses educational levels. The majority of formal 
business owners/managers have a diploma qualification while the most educated have a master’s 
degree and above.  
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Cross tabulation education level and age group 

Secondary 

school 

Vocational 

courses 

Matric Diploma Bachelor’s

8.3%     

8.3%   11.1%  

41.7%  40% 11.1%  

    

16.7%  10%   

 10% 11.1%  

25%  20% 11.1%  

50% 10% 22.2%  

50% 10% 11.1%  

  11.1% 100% 

  11.1%  

100% 100% 100% 100% 100% 

A cross tabulation of the age groups and levels of education show that there is no significant 
difference (Chi square=60.872; p=0.553) between the genders with regards their education levels. 
The table shows that entrepreneurs in the 18-23 years age group have been to school but dropped 

59 age group has individuals who have never been to school while the 
44 years age group has individuals whose level of education is up to primary school. The 

qualification of a diploma is representative of all age groups except the 18-23, 35-39 and 40
59 years age group has the least educated (no formal schooling) and the most 

educated individuals (master’s and above) of all the age groups. 

. Education level and business sector 

A cross tabulation of education levels and the sector within which a business operates shows that 
there is a significant difference (Chi square=20.321; p=0.005). As can be seen in 
majority of informal business owners/managers have a secondary school education, while the most 
educated in the sector have a matric qualification. The informal sector is represented in every 
category from no formal schooling up to matric, while in the formal sector, there is no representation in 

ing, primary and vocational courses educational levels. The majority of formal 
business owners/managers have a diploma qualification while the most educated have a master’s 
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levels of education show that there is no significant 
difference (Chi square=60.872; p=0.553) between the genders with regards their education levels. 

23 years age group have been to school but dropped 
59 age group has individuals who have never been to school while the 

44 years age group has individuals whose level of education is up to primary school. The 
39 and 40-44 years 

59 years age group has the least educated (no formal schooling) and the most 

 

A cross tabulation of education levels and the sector within which a business operates shows that 
there is a significant difference (Chi square=20.321; p=0.005). As can be seen in Fig. 10.1 the 

school education, while the most 
educated in the sector have a matric qualification. The informal sector is represented in every 
category from no formal schooling up to matric, while in the formal sector, there is no representation in 

ing, primary and vocational courses educational levels. The majority of formal 
business owners/managers have a diploma qualification while the most educated have a master’s 
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Fig. 10.2. Education level and years of current business 
 
A cross tabulation of education level and years running current business shows that there is no 
significant difference (Chi square=8.094; p=0.995). Fig. 10.2 shows that only secondary and matric 
levels of education have a representation in all categories of years running the current business. The 
least educated (no schooling and primary) and most educated (bachelor’s and master’s degree) are 
represented by the same category of 6 or more years running the current business. 
 

10.4.1 Education and Training  
 
There is an increase in the recognition of the importance of non-financial constraints such as lack of 
information, lack of management and business skills (Brijlal, Naicker and Peters, 2013:856). While 
Yanta (2001:47) argues that a direct correlation exists between poor business efficiency, low levels of 
education and low levels of skills. The perception of the effects of a lack of education and training on 
the daily running of businesses by entrepreneurs is as shown in Table 10.5.  
 

Table 10.5. Lack of education and training 
 

 Percent Valid Percent Cumulative Percent 

strongly disagree 8.1 8.3 8.3 

Disagree 10.8 11.1 19.4 

Neutral 21.6 22.2 41.7 

Agree 24.3 25.0 66.7 

strongly agree 32.4 33.3 100.0 

Total 97.3 100.0  

Missing System 2.7   

Total 100.0   
 
Table 10.5 shows the perceptions of entrepreneurs with regards to lack of management skills. 58.3% 
of them saw their lack of education and training as a challenge to the growth and sustainability of their 
businesses. Even though 22.2% were neutral, 19.4% of them were confident that their level of 
education and training was not in any way affecting their businesses.  
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Table 10.6. Cross tabulation of a lack of education and training and gender 
 

 Gender 
Male Female 
% % 

Strongly disagree 12.5% 5% 
Disagree 12.5% 10% 
Neutral 25% 20% 
Agree  25% 25% 
Strongly agree 25% 40% 
Total 100% 100% 

 
A cross tabulation of the lack of education and training and gender shows that there is no significant 
difference (Chi square=1.350; p=0.853) between gender of the owner-manager and their lack of 
education and training to run a successful business.  
 

10.4.2 Management Skills 
 
Most of the problems affecting SMEs can fairly be directly related to the lack of managerial 
capabilities of the owner-managers (Pansiri and Temtime, 2008:252). The perceived lack of 
management skills by entrepreneurs is as shown in Table 10.7. 
 

Table 10.7. Lack of Management skills 
 

 Percent Valid Percent Cumulative Percent 

strongly disagree 5.4 5.6 5.6 

Disagree 16.2 16.7 22.2 

Neutral 24.3 25.0 47.2 

Agree 21.6 22.2 69.4 

strongly agree 29.7 30.6 100.0 

Total 97.3 100.0  

Missing System 2.7   

Total 100.0   
 
The views of entrepreneurs on their lack of management skills as shown in Table 10.7. As much as 
52.8% of owner-managers think a lack of management skills has a negative effect on their 
enterprises. Yet still 25% of SMME owner-managers were neutral on the matter, while 22.2% of them 
did not believe that they lacked any management skills.  
 

Table 10.8. Cross tabulation of a lack of management skills and gender 
 

 Gender 

Male Female 

% % 

Strongly disagree 6,3% 5% 

Disagree 6.3% 25% 

Neutral 18.8% 30% 

Agree  31.7% 15% 

Strongly agree 37.5% 25% 

Total 100% 100% 
 
A cross tabulation of the lack of management skills and gender shows that there is no significant 
difference (Chi square=3.861; p=0.425) between gender of the owner-manager and their lack of 
management skills to run a successful business.  
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Table 10.9. Cross tabulation lack of education and training and business 
 

 Business Type 

Formal Informal 

% % 

Strongly disagree 5.9% 10.5% 

Disagree 17.6% 5.3% 

Neutral 35.3% 10.5% 

Agree  35.3% 15.8% 

Strongly agree 5.9% 57.9% 

Total 100% 100% 
 
A cross tabulation of the lack of education and training and the business economic sector shows that 
there is a significant difference (Chi square=12.594; p=0.013) between the sector of the economy an 
enterprise operates in and the lack of education and training.  
 

Table 10.10. Cross tabulation of lack of management skills and business 
 

 Business type 

Formal Informal 

% % 

Strongly disagree 5.9% 5.3% 

Disagree 11.8% 21.1% 

Neutral 35.3% 15.8% 

Agree  23.5% 21.1% 

Strongly agree 23.5% 36.8% 

Total 100% 100% 
 
A cross tabulation of the lack of management skills and the business economic sector shows that 
there is no significant difference (Chi square=2.381; p=0.666) between the sector of the economy an 
enterprise operates in and the lack of management skills by the owner-manager.  
 

10.4.3 Summary of Challenges 
 
To check the influence of an entrepreneur’s education level against their entrepreneurial and 
managerial skills and abilities a cross tabulation of related competencies were calculated using chi-
square at 5% level. From the table it is evident that there is a significant relationship between an 
entrepreneur’s level of education and their lack of entrepreneurial skills (p-value=0.000), education 
and training (p-value=0.012), and business experience (p-value=0.034). There however is no 
significant relationship between an entrepreneur’s level of education and a lack of management skills 
(p-value=0.058) and market opportunities (p-value=0.865). 
 

Table 10.11. Managerial and educational challenges 
 

 Formal business Informal business p-value 

Mean Std 
deviation 

Mean Std 
deviation 

Education and training 3.17 0.985 4.05 1.393 0.013 

Entrepreneurial skills 3.17 1.043 4.05 1.026 0.152 

Management skills 3.44 1.149 3.63 1.342 0.666 

Business experience 3.06 1.056 3.42 1.346 0.587 

Market opportunities 3.33 0.907 4.26 0.991 0.037 
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Table 10.12. Education level and managerial competencies 
 
 Education level 

p-value 
Education and training 0.012 
Entrepreneurial skills 0.000 
Management skills 0.058 
Business experience 0.034 
Market opportunities 0.865 

 

10.5 FINDINGS 
 
The study found that the majority of entrepreneurs only went as far as secondary school, followed by 
those with a matric education and by those with a diploma respectively. Importantly it was revealed 
that education was not much of a significant factor with regards gender parity in the study area. There 
was a lack of diversity concerning the number of years running the current business on the extreme 
ends of the educational divide, that is, the least and most educated individuals. The research study 
obtained that there was no significant difference between an entrepreneur’s level of education and the 
lack of management skills and the lack of market opportunities. However, the level of education does 
influence entrepreneur lack of entrepreneurial skills, lack of entrepreneurial education and training and 
lack of business experience. The study also found that people with an education level higher than 
matric are unlikely to run an informal business and that those without a matric qualification are unlikely 
to run a formal business. 
 

10.6 RECOMMENDATIONS AND FUTURE RESEARCH 
 
The study shows that education plays a pivotal role with regards to the successful running and 
management of a business enterprise. In the event of an entrepreneur-training programme being 
designed for the area it should focus more on the lack of entrepreneurial education and training, lack 
of business experience and lack of entrepreneurial skills. There is also a need to teach entrepreneurs 
how to write a business plan as most did not have it while some mentioned that they have never had 
of it before. 
 

10.7 CONCLUSION 
 
The study helped to reveal that entrepreneurs experience a number of challenges in the running of 
their businesses. Through the co-ordination of all relevant stakeholders, it would be possible to thrash 
out the challenges faced by entrepreneurs and come up with working solutions. Although 
entrepreneurs have formed themselves into group’s namely informal traders association and formal 
traders union, it would be beneficial if they would come together and consolidate their challenges. 
Entrepreneurs would benefit immensely by identifying training courses that would benefit them and 
communicate them to relevant local authorities. When addressing concerns and training requirements 
of the informal sector authorities must consider that training materials should cover people with no 
formal schooling upto matric. it should be. 
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ABSTRACT 

 
Although the country is endowed with plenty of natural resources, youth unemployment is still 
alarmingly high.  
Aim: To determine the factors which militate against the youth engaging in entrepreneurial activities in 
N’Djamena, the capital city of Chad.  
Method: A random sample 150 young Chadian entrepreneurs was selected from a research 
population which comprised all of the young entrepreneurs in N’Djamena who were registered on the 
databases of the FONAJ, a national fund which provides financial support to young entrepreneurs in 
Chad, and the Trade and Personal Property Credit Register (TPPCR) of Chad.  
Results: the paper revealed that young entrepreneurs in Chad were faced with obstacles such as a 
lack of funding, a lack of support from the government for SMEs, and lack of encouragement and 
financial support from their families. Although there are programmes to assist young entrepreneurs, it 
was evident from the findings that many experience great difficulty in ensuring their businesses' 
success and sustainability. Consequently, they still require additional support concerning funding, 
equipment, and assistance and encouragement from their families, financial institutions, and the 
government, in order to achieve success in their businesses. The paper concludes with appropriate 
recommendations for both the government and the young entrepreneurs of N’Djamena to provide 
relevant insights into how the youth can best be integrated into the entrepreneurial sector in the 
interests of combating unemployment and enabling them to make a meaningful contribution to the 
growth of the national economy.  
Uniqueness: the paper validates the extent to which the current support systems mitigate the 
problems faced by youth entrepreneurs. 
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11.1 INTRODUCTION AND BACKGROUND 
 
Touted as Africa's greatest asset by many, it is regrettable the vast majority of youth in Africa are 
unemployed, discouraged or vulnerably employed (World Bank. 2012; African Development Bank, 
2016). According to the African Development Bank (2016), 10 to 12 million youth compete for the only 
3.1 million jobs are created each year, leaving a significant number of them are unemployed. The 
psychological impact of employment is immense in that it impacts the individual's self-confidence and 
relates to others. On the positive side, having a job empowers the individual while the reverse is true 
in the absence of a job. In extreme cases, unemployment contributes to social unrest and violence 
amongst the youth (World Bank, 2012; African Development Bank, 2016). 
   
An estimated 47 percent of Chadians live below the breadline at present, and it is predicted that               
the financial and economic crisis could further aggravate levels of poverty by 2021. According to                
the World Bank, 10.17 percent of the world's active youth were unemployed in 2017. Chad's                  
youth are effectively marginalised concerning state policies and are not allocated a role to play in  
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their socioeconomic development. Although the government has endeavoured to promote 
entrepreneurship among young people by generating funds, its commitment remains very low by 
comparison with other countries in Africa. While the industrial sector in Chad contributes significantly 
to the GDP, young Chadians' benefits are not felt due to their effective exclusion from economic 
activity. Consequently, enabling them to assume entrepreneurial roles in the country's economic 
development could provide the youth with meaningful opportunities to enter the labour market and 
play a correspondingly influential role in combating the economic crisis that has ravaged the country 
in recent years.  

 
At present, insufficient governmental support for entrepreneurship has hindered the emergence                 
of entrepreneurship among the youth and has perpetuated high levels of unemployment, social 
unrest, and poverty. A few determined young Chadian entrepreneurs take the initiative to start                
their own business, but they face many challenges along the way. Consequently, some young               
people leave their home country to settle in another, in the hope of finding a better life. In                  
contrast, others join the opposition political parties to express their discontent and fight for their              
rights. At present, entrepreneurship's potential to create jobs and reduce poverty, violence, and              
crime remains untapped. The research problem that guides the conducting of this study concerns              
the barriers that Chad's youth encounter in launching entrepreneurial enterprises and prevents              
a culture of entrepreneurship from fulfilling its potential to contribute to socioeconomic             
development. In the absence of adequate infrastructure, it is a foregone conclusion that attempts to 
alleviate poverty and strategies to combat unemployment among the youth are unlikely to yield 
desirable results. 
 
11.2 LITERATURE 
 
The study drew upon a wide range of relevant sources, such as books, articles, magazines, 
government publications, and published and unpublished papers, to obtain a comprehensive overview 
of the research topic. 

 
11.2.1 Entrepreneurship and Its Role in the Society 
 
There is a reasonable consensus among writers and economists that there is no single universally 
applicable definition for the term entrepreneur because it can be used appropriately in many different 
contexts. Philomena and Philomena (2014) argue that entrepreneurship is a process of enhancing 
and creating new products, new market segments and new economic sectors. They believe 
entrepreneurship creates jobs, produces beneficial products and advances society. Onuoha (2007) 
believes that entrepreneurship is either the creation of new businesses or the continuation of existing 
enterprises when the opportunities are presented. 

 
Definitions considered tend to converge on the notion that entrepreneurship entails exploring available 
resources and taking risks by turning them into opportunities. All of the cited writers have stressed 
that it must create value for an organisation to succeed while seeking to be the best in its field. 
According to Schumpeter (1934), entrepreneurship is the driver that enables economic growth and 
innovation. The author discusses the crucial role innovation plays in ensuring a company's success 
and how it maintains its edge through innovative products. The successes of companies whose 
products are technologically innovative such as Apple and Samsung demonstrate the importance of 
entrepreneurship. 
 

Although people throughout the world have become increasingly aware of the potential of 
entrepreneurship to improve their living standards in recent years, relatively few understand the                    
role it has to play in ensuring and maintaining the well-being of individual countries' populations. By 
contrast, many writers and researchers have cited the principal benefits of promoting 
entrepreneurship as including the creation of wealth, the introduction of innovative products, and               
the stimulation of economic growth. In recent years, researchers have ranked entrepreneurship               
high among the drivers of the overall economic growth of countries, its contribution to a new and 
original practice of making things for the advantage of people and at the same time creating revenue 
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(Mellor, Coulton, Chick, Bifulco, Mellor & Fisher 2009). Both Marais (2005) and Petrakis (2005) 
emphasise that the creation and sustainability of small companies are essential for the growth of the 
economies of countries and alleviating poverty. Besides, a report published by the FinMark Trust 
(2006) concludes that one of the most productive and sustainable approaches to reducing 
unemployment entails increasing the potential of small businesses to create employment and promote 
small businesses' development. 

 
The gains which entrepreneurship can facilitate for countries, societies, and communities can be 
summarised as follows: the introduction of innovative practices; the creation of employment 
opportunities; economic growth; encouraging socioeconomic development; raising standards of living; 
encouraging economic cooperation between states; the creation of new markets and opportunities 
and increasing the economic competitiveness of countries. 

 
11.2.2 Youth Entrepreneurship 
 
Although age ranges tend to vary with respect to definitions of youth, in the report of the                       
Global Entrepreneurship Monitor (GEM, 2015), youth refer to people from 18 to 34 years of age.                
This age range accords reasonably closely with that of from 15 to 35 years which the African                
Youth Charter (2006) stipulates for the youth of Africa, to which Chad is a signatory. Africa has                  
the youngest population of all of the continents globally, and 200 million of its inhabitants are from                
15 to 24 years of age (African Economic Outlook, 2012), while 60 percent of young Africans                      
are unemployed (World Bank, 2008). According to the Global Risks Report of 2014, the 
unemployment rate among young people from 15 to 24 years of age was estimated to be more than 
50 percent. 

 
Although Schoof (2006) contends that there is no single all-embracing definition of youth 
entrepreneurship, Chigunta (2002) defines it as a combination of creativity, original initiative, and 
willingness to take risks in a business environment by making use of appropriate and useful skills to 
succeed in a particular cultural setting. Cornell (2001) places a different emphasis by stressing that 
youth entrepreneurship entails the seizing of opportunities as a consequence of the instinct of young 
people for novelty and innovation, which can change the nature of markets.  

 
Firstly, apart from contributing to economic development by creating new markets, youth 
entrepreneurship reduces unemployment by enabling young people to become economically active               
in circumstances where there have been very few formal employment opportunities. Secondly,               
youth entrepreneurship can play a crucial role in the diversification of economies, as the emergence 
of new and innovative products and new markets increase the range of economic opportunities                
which are available to young people. Thirdly, the proliferation of SMEs make a significant contribution 
to the national economies of countries, while increasing financial independence among young people 
could be expected to contribute to the overall socioeconomic stability of societies.  

 
Murithi (2013) emphasises that appropriate policies on youth entrepreneurship are imperative for 
integrating the youth of nations into labour markets. Although healthy economic growth depends on 
future young leaders who possess well-developed managerial skills and entrepreneurial aptitude, 
most young Chadians are not sufficiently aware of the dire need to relieve unemployment by 
becoming self-employed. While a great many factors militate against the growth of youth 
entrepreneurship, at present in N’Djamena there are too few young entrepreneurs to exert any 
significant influence upon the economy. Accordingly, Chad's economy needs to be appropriately 
diversified to promote socioeconomic development through the promotion of young entrepreneurs in 
several different sectors. 

 
11.2.3 The Three Developmental Phases of Young Entrepreneurs 
 
The findings of several recent studies suggest that young entrepreneurs' emergence occurs through a 
process that entails negotiating specific developmental steps. Chigunta (2002) propounds three 
developmental phases for youth entrepreneurship: 
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 Pre-entrepreneurs (from the ages of 15 to 19 years): During this phase, future entrepreneurs 
endeavour to become independent of the security which their families provide, to leave school, 
and begin their working careers. According to Curtain (2000), the transition from school to work 
is a crucial one and only young people in whom an intense interest in entrepreneurship has 
been aroused are likely to proceed from this phase to the next one. 

 Budding entrepreneurs (from the ages of 20 to 25 years): During this phase, young 
entrepreneurs learn to make optimal use of their experience and the skills and capital which 
they have accumulated during the previous stage, including their working experience, which 
equip them to start their businesses. Those who have not developed sufficient entrepreneurial 
insight are likely to close their businesses and return to formal employment. 

 Emerging entrepreneurs (from the ages of 26 to 29 years): By this phase, young entrepreneurs 
would have acquired a significant business experience and a higher level of maturity than their 
counterparts who are negotiating the two previous stages. Consequently, they are more likely to 
be equipped to run sustainable businesses than young entrepreneurs who have not 
successfully emerged from the two earlier phases. 

 

11.2.4 Barriers and Obstacles which Impede the Emergence of Young Entrepreneurs  
 
Although high rates of unemployment are of grave concern to governments throughout the African 
continent, as Rae (2007) explains in his discussion of entrepreneurship's role in society, many 
governments have become aware of the value of entrepreneurship as a means of achieving economic 
growth and creating employment. The potential of youth entrepreneurship as a strategy to promote 
socioeconomic development in developing countries has received impetus from a general recognition 
that high rates of unemployment need to be drastically reduced. According to the Global Risks Report 
(2014) of the World Economic Forum, unemployment rates in many African countries, including South 
Africa, exceed 50 percent. Although unemployment has risen unabatedly in Chad, the government 
has not been committed to using youth entrepreneurship to stimulate the country's economy. 
 

The report of 2013 of the GEM (Global Entrepreneurship Monitor) and YBI (Youth Business 
International) confirmed that the main barriers for young aspiring entrepreneurs in sub-Saharan Africa 
were a lack of wealth, financial resources, skills, infrastructure, assistance, and opportunities in the 
markets of their countries. Consequently, entrepreneurship education should be promoted by 
establishing appropriate institutions to assist young people who possess the vision and creativity to 
develop innovative businesses. In developing countries such as Chad, whose economies are plagued 
by a lack of infrastructure, high rates of unemployment, and pervasive poverty, it is imperative to 
provide young people with education and funding to enable them to participate in the economy, in 
order to stimulate it by making it more inclusive than it is at present. Although associations have been 
formed to motivate the youth to participate in business, to date the majority of the youth have not 
benefited from the assistance which the associations have provided. By contrast, funds need to be 
generated to motivate young people to participate in entrepreneurship to achieve growth by 
diversifying the economy. Still, the youth also need assistance to develop and acquire entrepreneurial 
skills through education and practice. In 2012 the Coordination of Youth Chad Networks convened a 
forum themed ‘Implication of Youth in Chad’s Development Policies and Programmes’. Its purpose 
was to facilitate the participation of the youth in the country's economy and the planning of a national 
policy to do so in a practicable and sustainable manner. 
 

In South Africa, the government has recognised young entrepreneurs' potential to contribute to 
economic growth and socioeconomic development. Consequently, it has prioritised reducing 
unemployment levels among the youth by generating funds to increase the ambit of entrepreneurship 
in South Africa and participation by young people in the entrepreneurial sector by encouraging young 
people to become entrepreneurs (Nieman & Nieuwenhuizen, 2014). It needs to be emphasised that 
the funds that the government contributes are not sufficient to combat the high rates of unemployment 
among the youth of the country. Several commentators have maintained that the education which 
many South Africans receive is not conducive to entrepreneurial careers, as it tends to prepare them 
for employment in later life, as opposed to developing their sense of personal autonomy sufficiently to 
enable them to become entrepreneurs.  
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According to the Global Entrepreneurship Monitor/Youth Business International (GEM and YBI), 77.7 
percent of young African entrepreneurs obtain finance to start their businesses from family members, 
friends, or personal savings (Kew, Herrington, Litovsky & Gale, 2013; Mukwarami & Tengeh, 2017). 
The report of the ILO (International Labour Organisation) of 2014 revealed that more than 50 percent 
of young entrepreneurs in many African countries encountered great difficulty in establishing their 
businesses owing to a lack of finance (Kew et al. 2013). Fatoki (2011) also emphasises that a lack of 
capital and access to markets constitute the principal obstacles for young entrepreneurs. Both 
Pretorius and Shaw (2004) and Atieno (2009) share this assessment by maintaining that a lack of 
funding represents one of the main limitations to establishing new firms. The barriers which they 
identified in their case study are borne out, in no small extent, by the findings of a study which 
Robertson, Collins, Medeira, and Slatter (2003) conducted, from which they concluded that the 
principal obstacles to entrepreneurial success stemmed from problems in obtaining finance and 
concerning taxation. They also concluded that a lack of marketing and managerial skills and financial 
expertise severely impeded the performance of many businesses. Both Lefebvre and Lefebvre (2002) 
and Peterman and Kennedy (2003) emphasise that managerial competency and related skills are 
essential to running new businesses efficiently and sustainably.  

 
To turn specifically to South Africa, Herrington, Kew, and Kew (2009) concluded from the findings of a 
study which they conducted that one of the most significant factors which served to impede the growth 
of entrepreneurship in South Africa concerned a lack of education and appropriate training, as it 
emerged that most high school pupils failed to complete their schooling. Ferreira, Do Paco, Raposo, 
and Rodrigues (2007) maintain that education is the most significant factor concerning young people's 
intentions to pursue entrepreneurial careers. Bhandari (2006), writing about students' entrepreneurial 
intentions in India, also found that education in entrepreneurship played a decisive role. Burger, 
O’Neill, and Mahadea (2004) point out that although South Africa does not suffer from a lack of 
creative spirit, it is only through education and training that young people acquire entrepreneurial skills 
to become sufficiently empowered in an enabling environment. The same holds for young people of 
Chad and other African countries. Isaacs, Visser, Friedrich and Brijlal (2007) emphasise that 
education and training in entrepreneurship are essential to preparing young South Africans to 
contribute to economic growth. Consequently, Burger et al. (2004) maintain that schools have a 
crucial role to play in the lives of learners by encouraging them to acquire relevant academic, 
business, and life skills.  

 
According to the Global Entrepreneurship Monitor (GEM), at present in South Africa, the general 
education and training levels are too low to enable the youth to make a meaningful contribution to 
economic growth and socioeconomic development. This sombre assessment should provide the 
necessary incentive for relevant authorities to make the youth aware of entrepreneurship's potential to 
enable them to lead fruitful and prosperous lives. Accordingly, the government needs to prioritise the 
establishment of structures which are accessible to young people and allow them to develop the skills 
which they need to make them financially self-sufficient and able to contribute to the development of 
vibrant new sectors of the economy. The findings of many studies have confirmed that as most young 
people lack essential skills, they are effectively excluded from participating in the economy at levels 
beyond basic subsistence (Nieman & Nieuwenhuizen, 2014). As such, the establishment of 
appropriate institutions for training would enable young people to learn to develop their 
entrepreneurial visions and realign their thinking to grasping and exploiting opportunities which their 
lack of imagination conceals from them at present. As Nieman and Nieuwenhuizen (2014) explain, 
some South African schools have already introduced entrepreneurship as a subject in their curricula. 
De Gobbi (2014) maintains that to ensure the effectiveness of young entrepreneurs' contributions in 
any country, it is crucial to nurture an entrepreneurial culture that promotes the development of new 
ventures, through the implementation of relevant government programmes, campaigns, educational 
programmes, and training activities.  

 
In recognition of the crucial role which the youth has to play in the economies of all of the countries of 
the world, organisations such as the ILO (International Labour Organisation), the UN (United Nations), 
the World Bank, and YBI (Youth Business International) have all made commitments to promoting 
entrepreneurship among the youth. They characterise entrepreneurship as a strategy for creating 
employment for the youth, a means of enabling young people to express their naturally innovative and 
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creative qualities in ways which contribute to sustainable economic growth, and as an initiative to 
diversify the economies of countries by enabling the youth to participate actively and productively in 
many different sectors. 
 
In Chad, The National Office for the Promotion of Employment has prioritised reducing unemployment 
among the youth by developing initiatives such as the PADE internship scheme, a support 
programme for graduates who lack working experience. The objective of the programme is to help 
new graduates to complement their theoretical knowledge with practical experience. Besides, the 
National Development Plan (2013-2015) prioritised the youth as follows: 
 
 By establishing the Ministry of Micro, Small, and Medium Enterprises in 2011, to promote 

entrepreneurship among the youth. 
 By recognising the marginalisation of the youth and women, particularly in rural areas. 
 By recognising the necessity of creating employment by enabling increased numbers of young 

people to work in fields other than unskilled agricultural work. 
 By integrating national cultural traditions into development programmes, to permit the youth to 

benefit from economic growth and socioeconomic development without losing their cultural 
identity. 

 
11.2.4.1 Startup and expansion capital 
 
As Pretorius and Shaw (2004) explain, for many aspiring entrepreneurs, obtaining access to finance 
can represent an almost insurmountable stumbling block. As they often experience great difficulty in 
convincing financiers to extend financial assistance to them (Birley & Muzyka, 2000), they frequently 
resort to drawing upon their savings or borrowing from members of their families or relatives to 
establish their businesses. It is widely acknowledged that limited access to financial resources 
represents one of the principal constraints which impede the establishment of SMEs in Chad. Young 
entrepreneurs are often particularly adversely affected in this respect and many instances, their 
creative ideas remain stillborn, as they are unable to develop them into sustainable businesses 
(Nieman & Nieuwenhuizen, 2014). 
 
11.2.4.2 A lack of interest among the youth in careers in entrepreneurship 
 
For many years in Chad, entrepreneurship has not generally been perceived as a field of endeavour 
which has potential to generate incomes and stimulate the national economy. Sandrock (2011) 
emphasises that young graduates should pursue careers in entrepreneurship and become self-
employed, rather than confine their aspirations to finding employment. From this standpoint, equipping 
students to contemplate entrepreneurial careers while completing their studies could be beneficial not 
only to their future careers but also to their respective countries' economic growth. 
 
11.2.4.3 Awareness of initiatives which support the launching of entrepreneurial ventures 
 
According to Fatoki and Chindoga (2011), relatively few young people in countries worldwide are 
aware that support is often accessible and available to people who desire to establish and run 
sustainable businesses. Consequently, it is likely that a lack of relevant information effectively 
precludes many young people who could become successful entrepreneurs from availing themselves 
of whatever assistance is provided to young entrepreneurs in their countries. It could also account for 
the generally low levels of interest in entrepreneurship that appear to prevail among Chad's young 
people. 
 

11.2.5 The Development of Entrepreneurship in Developing Countries 
 

Audretsch, Keilbach, and Lehmann (2006) maintain that entrepreneurship is a fundamental driver of 
economic growth in advanced and underdeveloped countries. Although entrepreneurship plays a 
decisive role in entrepreneurial finance markets in developing countries, the types of obstacles which 
entrepreneurs in unindustrialised countries encounter tend to be significantly different from those 
which their counterparts who operate in developed economies are required to overcome. Some 
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researchers have emphasised that one of the critical functions of entrepreneurship in advanced 
economies is to promote economic growth through investment. The report of 2004 of the Economic 
Commission for Africa, concerning low levels of international trade, revealed that the general lack of 
an adequate electricity supply limited the ability of many countries to do business with African 
countries. Chigunta (2002) explains that gender plays a significant role in the contributions which 
young people make to the economies of developing countries, as males usually have more 
opportunity to become independent than females. According to Tesfayohannes (2005), cultural 
barriers also discourage people in particular demographic segments of societies from starting their 
businesses. He explains by providing as an example of the efforts of the government of Botswana to 
minimise the effects of prejudices, in order to provide all citizens with opportunities to engage in 
entrepreneurial ventures. Besides, as it has been explained, one of the main problems concerning 
encouraging entrepreneurship in developing countries is a general lack of awareness of the 
programmes that individual governments implement to provide financial support to aspiring 
entrepreneurs. As Maas and Herrington (2006) explain, as many young people are not informed of the 
support programmes which are available to them, as a consequence, they believe that no support is 
available from the governments of their countries. 
 
The findings of a study conducted by the World Bank (2003) revealed that efforts to promote 
entrepreneurship in developing countries have concerned mainly the establishment of SMEs and 
informal sectors' development. At present, it is estimated that SMEs and the informal sectors of 
developing countries contribute in the order of 65 to 70 percent to the GDPs of developing countries. 
However, in some countries, the contribution of the informal sector is higher still. As the crucial 
contribution which SMEs could potentially make to the expansion of the economy of South Africa is 
widely acknowledged, Herrington et al. (2009) emphasise that without a significant increase 
concerning the creation of new small and medium-sized enterprises, it is likely that economic growth 
in South Africa could suffer as a direct consequence. Consequently, it is possible to contend that the 
development of the SME sector is crucial to economic growth in South Africa and other developing 
countries in Africa such as Chad, where the study upon which this thesis is based was conducted. 
 
Despite the enormous potential of SMEs to promote economic growth, many obstacles can impede 
the emergence of vibrant SME sectors in some developing countries. Anheier and Seibel (1987) 
concluded that the factors that hamper the emergence of a thriving SME sector in Ghana included a 
lack of finance, shortages of managerial skills, resources, technology, inadequate administration 
experience, and a lack of access to transnational markets.  
 

11.3 RESEARCH DESIGN, POPULATION AND SAMPLE SIZE 
 
Scott and Garner (2013) explain that a research design details all of the procedures which are to be 
followed to collect and analyse relevant data to achieve the objectives of a research study. While 
quantitative research methods entail the collecting and analysis of purely numerical data, qualitative 
methods concern the gathering and analysing of data which is derived from personal accounts of 
participants of their subjective perceptions, beliefs, or opinions concerning particular events, 
occurrences, or phenomena in which specific researchers may be interested (Brynard, Hanekom & 
Brynard, 2014). In the case of this study, the researcher determined that the quantitative approach 
would provide an optimal means of achieving the study's objective.  
 
Burns and Grove (2003) describe a research population as comprising all of the members of a 
specific population whose characteristics or attributes enable them to meet the criteria which 
researchers require of participants for their research studies. The participants in this study were 
required to be members of one of two specific groups within the general population of N’Djamena: 
 

 Young Chadians registered with the FONAJ (a national fund that provides financial support to 
young entrepreneurs in Chad). 

 Young Chadian entrepreneurs ran businesses in the formal sector of N’Djamena, who had 
registered their companies with the Trade and Personal Property Credit Register (TPPCR) of 
Chad. 
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The present study's sample was drawn from large databases of the FONAJ and the TPPCR. The 
study used simple random sampling to select a total of 150 participants to respond to the survey 
questionnaire. Random sampling has advantages and disadvantages, but its popularity in quantitative 
research emphasises that many quantitative researchers believe that its benefits outweigh any 
potential disadvantages. It reduces the possibility of bias as far as possible, as each member of a 
research population has an equal likelihood of being selected. 
 
Both Collis and Hussey (2014) and Saunders et al. (2009) maintain that the size of a research sample 
needs to be sufficiently large to represent an entire research population. From the two databases from 
which the sample was drawn, the researcher calculated a sample size of 150, with 110 respondents 
drawn from the FONAJ database and 40 from that of the Trade and Personal Property Credit Register 
(TPPCR) of Chad. 
 

11.3.1 The Process of Collecting the Data 
 
The data was gathered over 32 days, from 29 October to 30 November of 2017. Although the 
researcher had initially intended to distribute the questionnaires to most of the respondents in the form 
of e-mail messages, she subsequently elected to meet the respondents in person, as most did not 
have e-mail accounts. The researcher used the drop-off and pick-up method, which Allred and Ross-
Davis (2010) suggest, in order to maximise the response rate. As they explain, the method permits 
both face-to-face contact and direct verbal communication, which enables researchers to clarify any 
questions which individual respondents are unable to understand. The researcher met groups of 
respondents in public spaces, following their preferences. Of the 150 questionnaires which the 
researcher distributed, 85 were completed and deemed to be usable. 
 

11.3.2 Analysis of the Data  
 
According to Cooper and Schindler (2008), analysing data entails reducing data which has been 
collected to more manageable and convenient forms, from which researchers can start to identify 
trends or patterns, apply statistical techniques, and summarise the data. Besides, Blaikie (2003) 
explains that analysing the data constitutes a crucial step in the research process, as it enables 
researchers to answer the research questions which they have formulated to guide their studies by 
interpreting their findings. The researcher elected to analyse the data by using the Microsoft Excel 
Data Analysis and Business Modelling software programme, a software package whose versatility 
Meyer and Avery (2009) maintain is often overlooked. The discussions of the findings presented in the 
form of descriptive statistics are illustrated in tables and bar graphs.  
 

11.4 RESULTS AND DISCUSSION 
 

11.4.1 Overview of Obstacles Encountered 
 
Fig. 11.1 notes that 65 percent reported that they had encountered obstacles in running their 
businesses, despite the support which they received from the FONAJ, a relatively small minority of 26 
percent of this group responded negatively to the question. In comparison, 9 percent did not respond 
at all. A similar proportion of 68 percent of the research sample, which comprised young 
entrepreneurs who had registered their businesses with the TPPCR, responded that they did 
encounter obstacles. In comparison, 32 percent responded that they did not. The principal conclusion 
drawn from this finding is that a significant majority of the participants experienced difficulty running 
their businesses effectively. Table 11.1 summarises the most common obstacles that the participants 
who received support from the FONAJ and businesses on the TPPCR database. 
 

11.4.2 Obstacles Encountered by the Participants 
 
The challenges reported by both the respondents that benefited from the support provided by FONAJ 
and those that simply registered their businesses with the TPPCR are summarised in Table 11.1 but 
discussed separately. 
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Table 11.1. Obstacles encountered by the participants who had registered their businesses with the TPPCR and those that benefited from the 
support provided by FONAJ 

 

TPPCR FONAJ 

Category of obstacle Frequency  Percentage Category of obstacle Frequency Percentage 

A lack of financial resources  16 57% A lack of adequate financial support  25 44% 

A lack of support by the government for SMEs 19 67% A lack of following up by the FONAJ 37 65% 

A lack of support from the families of young 
entrepreneurs 

18 64% A lack of electricity and access to the internet 22 39% 

A lack of skills in business management  14 50% A lack of sustainable markets 15 26% 

High interest rates and the difficulty which 
obtaining bank loans entails 

17 61% A lack of skills in business management  12 21% 

A lack of sustainable markets 10 36% A lack of support from the families of young 
entrepreneurs  

25 44% 

A lack of electricity and access to the internet 18 64% A lack of support for SMEs by the government  35 61% 

A lack of information 17 61% Fear of failure discourages many young people 
from attempting to start and run their own 
businesses 

 82% 

 
 
 



Proceedings of the 6

 
Participants who received support from the FONAJ

 

Participants who had registered their businesses with the TPPCR
 
Fig.11.1. Perceptions of the participants concerning whether they were faced with obstacles in 

the running of their businesses
 
11.4.2.1 Participants who received support from the FONAJ
 
This section relays the challenges that the participants who were recipients of the FONAJ faced 
thereafter.  
 
11.4.2.1.1 A lack of adequate financial support
 
A significantly large group which comprised 44 percent of the participants who received support f
the FONAJ maintained that the FONAJ did not provide them with sufficient support in the form of 
financial resources which matched their needs. The finding suggests that as some young 
entrepreneurs find it challenging to run their businesses successfull
of financial support, some young entrepreneurs may be able to make more effective use of the 
financial support which they receive than others. The finding also corroborates the assessment of 
Pretorius and Shaw (2004), in the literature review that a lack of financial assistance constitutes one 
of the principal limitations concerning the launching of new ventures and enterprises and those of 
other researchers who were cited, that many potentially promising enterprises are vir
owing to insufficient resources. 
 
11.4.2.1.2 A lack of following up by the FONAJ
 
A large majority of 65 percent of the participants contended that the FONAJ failed to monitor the 
progress of their businesses. This allegation has adverse i
entrepreneurs who receive assistance from the organisation and for the sustainability of the support 
which the organisation provides. In many instances, a lack of adequate monitoring could prevent 
deserving cases receiving assistance when they need it most and the apparent lack of accountability 
with respect to the results which entrepreneurs achieve with the financial support which they receive 
could result in a great deal of the assistance which is available being fruitlessl
 

11.4.2.1.3 A lack of sustainable markets
 

Nearly half (36%) of the participants who had registered their businesses with the TPPCR and 26.32 
percent of the participants who received support from the FONAJ believed that a lack of sustainable 
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A large majority of 65 percent of the participants contended that the FONAJ failed to monitor the 
progress of their businesses. This allegation has adverse implications for both the young 
entrepreneurs who receive assistance from the organisation and for the sustainability of the support 
which the organisation provides. In many instances, a lack of adequate monitoring could prevent 

sistance when they need it most and the apparent lack of accountability 
with respect to the results which entrepreneurs achieve with the financial support which they receive 
could result in a great deal of the assistance which is available being fruitlessly squandered.

4.2.1.3 A lack of sustainable markets 

Nearly half (36%) of the participants who had registered their businesses with the TPPCR and 26.32 
percent of the participants who received support from the FONAJ believed that a lack of sustainable 
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markets hindered the growth of their companies. This finding accords with the assessment of Nieman 
and Nieuwenhuizen (2014) that a lack of sustainable markets for the goods and services which 
entrepreneurs offer can result in the failure of their businesses.  
 
11.4.2.1.4 A lack of support from the families of young entrepreneurs 
 
A significantly large portion of 44 percent of the participants who received financial support from the 
FONAJ and a large majority of 65 percent of those who had registered their businesses with the 
TPPCR maintained that they did not receive adequate support from their families in the forms of 
encouragement and financial assistance to enable them to run their businesses successfully. These 
findings tend to be significantly at variance with the trends which Tengeh, Ballard, and Slabbert (2012) 
identified with respect to businesses which were started and run by immigrants in the Cape Town 
metropolitan area in South Africa. In the literature review, the researcher referred to the contention of 
Lall and Sahai, (2008) that people are particularly likely to follow entrepreneurial careers and to be 
supported by their families in their endeavours if their parents are entrepreneurs. From this 
standpoint, it would be possible to conclude that many young entrepreneurs in N’Djamena do not 
receive adequate support from their families owing to a general lack of an enduring entrepreneurial 
culture which spans generations.  
 
11.4.2.1.5 A lack of support for SMEs by the government  
 
Large majorities of 61 percent of the participants who received support from the FONAJ and 68 
percent of those who had registered their businesses with the TPPCR maintained that a lack of 
support from the government for SMEs deprives young from starting their businesses. This finding 
suggests that many young aspiring entrepreneurs in N’Djamena are effectively precluded from 
contributing to the growth of a young and vibrant SME sector because they do not have access to 
appropriate support from the government. By contrast, the literature review revealed that the 
governments of many countries throughout the world have adopted proactive strategies to promote 
the growth of their SME sectors in the interests of promoting economic growth. As Lall and Sahai 
(2008) explain, many governments actively implement programmes and policies in order to encourage 
entrepreneurship in many sectors of the economies of their countries.   
 
11.4.2.2 Participants who had registered their companies with the TPPCR 
 
This section of the findings is devoted to the responses of the participants who had registered their 
businesses with the TPPCR with respect to the types of obstacles which they encountered in the 
running of their businesses. 
 
11.4.2.2.1 A lack of skills in business management  
 

A significant portion of 50 percent of those who had registered their businesses with the TPPCR and 
21% percent of the participants who received support from the FONAJ believed that a lack of 
business management skills impeded the development of entrepreneurship in N’Djamena. Essential 
managerial skills include skills concerning attributes and capacities such as leadership, management, 
marketing, and managing finances. In the literature review, Ferreira et al. (2007) emphasise that 
education represents the most significant factor in enabling young people to acquire the knowledge 
and skills which are needed to run a business successfully, while Robertson et al. (2003) maintain 
that a lack of marketing and managerial skills and financial expertise constitute some of the principal 
factors which impede entrepreneurial performance. Both Lefebvre and Lefebvre (2002) and Peterman 
and Kennedy maintain that competence in management and the skills which competent management 
requires are essential prerequisites for starting new businesses. Bhandari (2006) and Iwu et al. (2019) 
also found that education with a specific entrepreneurial orientation exerted a significant influence 
upon students' entrepreneurial intentions in India.  
 

11.4.2.2.2 High interest rates and the difficulty which obtaining bank loans entails 
 

An even larger majority of 61percent of the participants maintained that the interest rates on bank 
loans were excessively high and that banks were unwilling to provide loans without rigorous 
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conditions concerning guarantees. This finding tends to be borne out by the literature review, as 
Robertson et al. (2003) concluded from their findings that among the principal obstacles to 
entrepreneurial success were the difficulties inherent in obtaining finance and high taxation rates. 

 
11.4.2.2.3 A lack of electricity and access to the internet 

 
A significantly large majority of 64 percent of the participants and 38.60 percent of the participants 
who received support from the FONAJ maintained that a lack of electricity and access to the internet 
represented two of the most significant obstacles for young entrepreneurs in N’Djamena. As the cost 
of access to the internet in Chad is one of the highest globally, it is a luxury for most citizens. Also, the 
majority of the population does not have electricity. 

 
11.4.2.2.4 A lack of information 

 
Nearly all (61%) of the participants maintained that they were not aware of the availability of 
information concerning government programmes that support young entrepreneurs. This finding 
suggests that most young Chadians may believe that the government does not implement any 
strategies or programmes to promote entrepreneurship among the country's youth. Consequently, it is 
possible to conclude that a lack of effective communication on entrepreneurial opportunities available 
to the youth serves to preclude many young people from endeavouring to engage in entrepreneurial 
activities. Some of the literature which was reviewed also suggested that in many developing 
countries, relatively few young people are aware of the entrepreneurial support which is accessible 
and available to anyone who desires to run a sustainable business (Fatoki & Chindoga, 2011; Tengeh 
et al., 2012). Although some developing countries' governments provide funds through initiatives to 
support young entrepreneurs, not all potential young entrepreneurs can avail themselves of the 
financial support as a consequence of being unaware of the opportunities available to them. 

 
11.4.2.2.5 A lack of financial resources 

 
A significant majority of 57 percent of the participants who had registered their businesses with the 
TPPCR maintained that a lack of financial resources hamstrung their efforts to expand their 
businesses. The finding accords with the conclusion of Volery et al. (1997), which was cited in the 
literature review that a lack of resources represented one of the principal barriers to enabling 
businesses to become appropriately established in Western Australia.  

 
11.5 CONCLUSION, LIMITATION AND SCOPE FOR FUTURE STUDIES 
 
The study found that many youth lacked both sufficient financial capital and business skills. The lack 
of an adequate, reliable supply of and access to the internet cripples small businesses and prevents 
them from achieving a level of self-sufficiency. Many of the youth in N'Djamena appear to be reluctant 
to try working independently, presumably out of fear of failure. The fears and apprehensions 
expressed are not entirely unjustified, as young and inexperienced individuals and those lacking 
adequate support from their families or the government have no choice but to work as an 
entrepreneur. 
 
Entrepreneurship can play a decisive role in the social and economic development of developed and 
developing countries and contribute to the development of many sectors within individual countries' 
economies. At present, a lack of appropriate infrastructure to support SMEs' starting and to inspire an 
entrepreneurial spirit among the sizeable youthful population of Chad effectively marginalises most of 
the youth with respect to playing an active role in the socioeconomic development of their country. As 
most young Chadians are not aware of government programmes available to assist them in launching 
entrepreneurial enterprises, relatively few benefits. Accordingly, an in-depth understanding of the 
barriers which preclude large swathes of the youthful population from participating in the economy 
could make a meaningful contribution not only to raising standards of living for young Chadians, but 
also to combating the social ills which erode the fabric of Chadian society, such as unemployment, 
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violence, and crime. Individual entrepreneurs are usually motivated by personal gain, but their aims 
and objectives can also have beneficial effects for their societies and the socioeconomic development 
of their countries. Consequently, this research study's findings could contribute to overcoming the 
obstacles associated with the youth gaining access to the formal sector of the economy through 
entrepreneurial initiatives in Chad and other countries, particularly those on the African continent.  
 
This paper's most prominent weakness is its simplistic approach to data analysis that focuses on 
elementary descriptive statistics. Future studies may apply more complex techniques and a 
comparative analysis of those participants' responses that received support and those that did not 
may provide vital information for policy directives.  
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ABSTRACT 
 

The most essential aspect of any retail company is sales of their product(s) because it supports any 
business’ existence. This research focuses on the effect of marketing communication tools (MCTs) on 
sales performance (SP) in retail companies which are located in King Williams Town Mall, Eastern 
Cape, South Africa. The study utilized the AIDA model (1898) to guide the study. The study used the 
positivism research paradigm and descriptive research design. The study also employed the 
quantitative research approach while data was collected through personally administered 
questionnaires (primary data). Simple random method was adopted by this study and the size was 70 
retail companies. Reliability of data collection instrument was measured by Cronbach Alpha and Pilot 
Study was adopted to ensure validity. Multiple regression analysis was applied to test the hypotheses. 
However, findings show that advertising has no much influence on sales showing probability test that 
is not statistically significant. Sales promotion was found to have a positive relationship on sales 
performance of retail companies in King Williams’s town that is not statistically significant. Public 
relations have a positive insignificant effect on sales performance. Lastly, there is a statistical positive 
significant relationship between personal selling and sales performance of retail companies in King 
William town.  
 
Keywords: Marketing communication tools (advertising, personal selling, advertising and sales 

promotion); sales performance and retail companies. 
 

12.1 INTRODUCTION 
 

There is a rising enthusiasm on the connection between the marketing communication tools and sales 
performance. Marketing communication tools include advertising, public relations, sales promotion 
and personal selling. Any profit making organization that has either short or long term goals of 
remaining competitive in the business world is forced by the environment to constantly market their 
brands. In this era, market share is one of the criteria that is used to measure success which is 
usually built up by many aspects including sales performance. 
 

The utmost vital part of any retail trade is selling their goods since a sale sustains business existence 
(Konyimbih, Mbura & Paul, 2017). Selling as a marketing function is then included in the marketing 
communication tools. However, to have robust sales, adequate promotion mechanisms must be put in 
place in such a manner the it will be appealing to potential buyers. The marketing officers then need 
to get the potential customer’s attention, allow them to develop some interest with the product, and 
action to purchase the product (Konyimbih, Mbura & Paul, 2017), this concept is known as the AIDA 
framework. The sales team needs to make sure that customers have enough understanding of the 
products as well as after sales services are conducted. Retail businesses need to be in good books 
with the public as a whole because if they are at bad side it means their journey to prosperity will be at 
stake and may not be as smooth as desired. 
 

Previous investigators and scholars have different views on the concept. For example, Moseki 
&scheers (2016) opines that marketers do not have any other choice than being innovative with their 
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marketing communication tools because consumer’s preferences and tastes and technology are 
changing at a faster rate. In addition, Odunlami and Ogunsiji (2011) urges marketers to give attention 
to the stage of their product life cycle, their marketing budget, the nature of their product and the 
target market for their product. 
 
It is obvious that the technique marketers who lived a decade ago used to promote their products is 
different from how marketers promote their products in this contemporary times. The use of marketing 
communication tools is a basic requisite for survival of any organisation. According to Walton (2016), 
despite the constant usage of marketing communication tools by organisations, marketing managers 
are normally defied with the challenges of defending the question of the effect of these activities on 
sales performance of an organisation. Kayega (2013), emphasized that marketing communication 
tools are very useful tools that helps to achieve intended goals which is beneficial especially to flexible 
marketers who have now shifted from traditional media to global contemporary media, this however 
can help reduce operation costs when marketing communication tools are well utilized. 
 
Leigh (2014), pointed out that customers need to be constantly reminded of products both new and 
existing products or else they will forget about them and no sales will be made. When sales are 
dropping or stagnant every organization gets worried especially during the early growth stage of the 
product life cycle. 

 
Marketing communication tools are used as a reminder or inform customers about certain products. 
The importance of marketing communication tools is undeniable (Kayega, 2013). Till date, the 
understanding of the role of marketing communication tools to attract, maintain and present 
customers in order to have positive sales performance of retailers is underexplored, conflicting and 
need further testing (Omboi & Mutali, 2011, Sharma & Sharma, 2013, Konyimbih, Mbura and Paul 
2017). Therefore, it is against this backdrop that this study tends to investigate the effect of marketing 
communication tools on sale volume in retail companies.  

 
12.2 OBJECTIVES OF THE STUDY 
 
The primary objective of the study is to investigate the effect of marketing communication tools on 
sales performance. While the specific objectives were: 
 

1. To evaluate the relationship between advertising and sales performance 
2. To investigate the relationship between sales promotion and sales performance. 
3. To assess the relationship between public relations and sales performance. 
4. To determine the relationship between personal selling and sales performance. 

 
12.3 CONCEPTS OF MARKETING COMMUNICATION TOOLS  
 
12.3.1 Marketing and Marketing Communication Tools 
 
Marketing is expressed as a fundamental part of an organisation’s marketing efforts and it comprises 
all sources of media that is used to deliver the message to the targeted customers with the intention of 
increasing sales (Onditi, Njuki, Okoth, Mwangi, Kinyanjui, Wanjiru, & Mwirigi, 2014). For the purpose 
of this study marketing communication tools is an umbrella term that covers advertising, sales 
promotion, personal selling and public relation which is used by marketers to influence customers’ 
buying behavior.  

 
Sales promotions are described as temporary incentives to boost the purchases of an organisation’s 
products or services (Agyapong & Nyarku, 2011). This incorporates a few interchanges and exercises 
sought after trying to give added esteem or motivations to purchasers, wholesalers, retailers, or other 
hierarchical clients to empower sales. This study has adopted the definition by Agyapong and Nyarku 
(2011), sales promotions is a process of giving a customer something extra in order to equip them 
when they are going through buying decision process.  
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According to Omboi and Mutali (2011), personal selling is a verbal communication that happens 
between potential customers and marketers with an objective of making a sale. It comprises personal 
contact whereby marketers meet with clients face to face or talk to them through telephones or make 
use of technology and use video conferencing (Omboi & Mutali, 2011). For the purpose of this study 
personal selling can be defined as a two-way communication process between the marketer and the 
customer, thus the customer will be allowed room to state their needs and expectations and the other 
hand the marketer can use that information to deliver the desired expectations.  
 
Kayega (2013), explained that advertisement is associated with the use of a number of media for 
example direct mail, newspapers and radio in order to inform or remind customers about new or 
existing products. This study will use the definition that says advertisement is any way that retail 
companies can use to present ideas, products or services. 
 
Public relation is an arranged and maintained administration work that assesses public attitudes, 
distinguishes the strategies and methods of an organization with the public interest and executes a 
program of activity to gain public understanding and acknowledgment (Omboi & Mutali, 2011). This 
study will adopt this definition which states that public relations is the function used by organisations 
to evaluate public attitudes, identify policies, procedures and programs may be initiated in order to 
earn public understanding and acceptance (Hussain, Shar & Hussain, 2012). 
 
Retail companies are businesses that sell finished products to customers. The transactions can either 
be done in stores or online for example Pick n Pay store, Woolworths and Spar. Marketing 
communication tools are some resourceful aspects used by retail stores to promote intensification in 
sales, usage or provisional of its products or services (Odunlami & Ogunsiji, 2011). For the purposes 
of this study retail companies are businesses which sell products to individual customers for their own 
use only to mention a few from the population, there is Checkers, Jumbo, Signature and Game. 
Various authors have defined it in different ways as shown in Table 12.1. 
 

Table 12.1. Definition of marketing communication tools 
 
Author/s  Definitions  
Hussain et al. (2012) It is a bridge used by marketers to connect customers and the products 

which are being sold through reaching, persuading, reminding and 
informing both existing and potential customer. 

Seukindo (2012) These are all methodologies, strategies and activities engaged by an 
organisation in order to deliver marketing messages to intentional 
target markets, regardless of the media utilized.  

Muriuki (2015) These are activities run by companies either directly or indirectly with 
the goal of marketing products, services or the brand until customer’s 
buying behavior is changed in the direction of finding interest in the 
products in question.  

Muhanji and Ngari (2015) They are marketers tools used to convey customers’ thought 
concerning a certain product or brand. 

Source-Complied by the researcher 
 

12.4 AIDA THEORETICAL REVIEW 
 

Previous researchers have come up with many models and theories to illustrate the process of 
marketing communication. For the purposes of this research the AIDA (Attention, Interest, Desire and 
Action) has been seen as the most relevant model. 
 

AIDA is a common communication theory used by many organisations to help them market their 
products. The theory was developed by a businessman from America named Elmo Lewis in 1898 and 
have been in use since the 19th century. He was the first sales and advertising developer which 
qualifies his model to be a legacy (Seukindo, 2012). The model has been modified and reviewed 
multiple times in marketing and public relations. The theory is based on four stages which are all 
equally important that an individual encounter when deciding on what to purchase.  
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As illustrated above AIDA model has four purposes in marketing communication
(2016) highlighted the four purposes as;

1. To create brand and product awareness (
2. To raise the consumer’s interest in a certain product or brand (
3. To motivate consumers to buy the product (
4. To stimulate them into buying (

 
Hadiyati (2016), mentioned that attention
marketing communication tools to get customer’s devotion through the use of words, actions, objects 
or pictures that are able to make customers notice and understand the message c
(2012), discussed two types of attention that marketers should always remember namely focused and 
sustained attention. Focused attention is the ability to respond discretely to specific visual, auditory or 
tactile stimuli whereas sustained attention is the ability in which the targeted customers maintains a 
consistent behavioral response during continuous and repetitive activity (Gurung, 2012). An example 
for drawing attention of customers to Powerade energy drink is having a large billboard
drinking the energy drink obviously those who like him will also want to taste the drink.
 
After customer’s attention has been drawn the next stage is to get their 
will be offering. Companies do not only have to get at
consumer’s interest by showing off the marketing communication tools they have in use (Buis, 
Johnson & Thormann, 2015). Jiangyu and Haibo (2013) stated that interest is an important stage 
used to raise customer’s interest by focusing on and demonstrating advantages and benefits instead 
of focusing on the features. For example, an advert could be written “after completing your 10km race, 
you will regain your energy in just 1 sip’’. The statement will raise athl
drink. 
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Fig. 12.1. AIDA pyramid 

Source- Muriuki (2015) 

As illustrated above AIDA model has four purposes in marketing communication. Furthermore, Huynh 
purposes as;  

To create brand and product awareness (attention) 
raise the consumer’s interest in a certain product or brand (interest) 

To motivate consumers to buy the product (desire) 
To stimulate them into buying (action) 

attention is achieved when a marketer is able to make use of 
marketing communication tools to get customer’s devotion through the use of words, actions, objects 
or pictures that are able to make customers notice and understand the message conveyed. Gurung 
(2012), discussed two types of attention that marketers should always remember namely focused and 
sustained attention. Focused attention is the ability to respond discretely to specific visual, auditory or 

attention is the ability in which the targeted customers maintains a 
consistent behavioral response during continuous and repetitive activity (Gurung, 2012). An example 
for drawing attention of customers to Powerade energy drink is having a large billboard
drinking the energy drink obviously those who like him will also want to taste the drink. 

After customer’s attention has been drawn the next stage is to get their interest in what a business 
will be offering. Companies do not only have to get attention from the customers but also awaking the 
consumer’s interest by showing off the marketing communication tools they have in use (Buis, 
Johnson & Thormann, 2015). Jiangyu and Haibo (2013) stated that interest is an important stage 

er’s interest by focusing on and demonstrating advantages and benefits instead 
of focusing on the features. For example, an advert could be written “after completing your 10km race, 
you will regain your energy in just 1 sip’’. The statement will raise athletes’s interest in the energy 
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In the third stage, now that the customer has developed some sense of interest in the product or 
brand, actually finding desire for the product or service is the goal of the stage. Good and relevant 
marketing communication tools obviously assist in arousing the desire (Buis et al., 2015). At this stage 
it is very important for marketers to have the ability of convincing customers especially on those best 
features or ingredients which they have that competitors do not have. Marketers should build an 
emotional connection between their products or brand and the customers. According to           
Dymond (2018), any possible activities that may lead customers to have second thoughts about the 
products must be anticipated early and get eliminated by all means. For example, during promotions 
or personal selling marketers can bring a few references that first time customers will not be left with 
any reasons for doubting. 
 

After the marketers have attracted consumers’ attention, built their interest and fanned their desire 
they now need to push consumers into taking action (purchasing, making orders or signing 
contracts). According to Seukindo (2012), personal selling strategy must be so much embraced. If a 
company has been successful with its AIDA strategies, customers will purchase the products without 
any difficulty (Seukindo, 2012). Marketers should make sure that there is a strong connection between 
the customer and the products. Seukindo (2012) goes on to explain that, marketers only have one job 
in this stage of making sure that customers are not having difficulties in finding the products. During 
promotions, adverts, personal selling or public relations activities, marketers should ensure that all the 
relevant information is provided for example working hours, location and prices. A motivated 
workforce with good communication skills should always be ready to facilitate the action oriented 
customers. 
 

AIDA model is so much relevant to this study because for advertisement, sales promotion, public 
relations and personal selling to be effective all the four stages should have been equally exploited.  
 

12.5 REVIEW OF RELATED EXTANT LITERATURES  
 

12.5.1 The Relationship between Sales Promotion and Sales Performance 
 

Iqbal, Ahmad, Ateela and Javaid (2013) mentioned that all the sales promotion magnitudes are 
perfect at predicting sales volume. The sales promotions which includes premiums and bonus do 
have a strong significant effect on the sales performance of any company which have objectives of 
prospering. The positive relationship result that has been drawn from their research indicated that the 
way the concept of sales promotions is handled in an organization will surely affect the performance 
of sales. 
 
On the contrary, Sharma and Sharma (2013) conducting a research on the relationship between sales 
promotion and sales performance. They hypothesized that sales promotion do not have an impact on 
sales performance. However, in the conclusion they provided a crystal statement which disagrees 
with the hypothesis and wrote that sales promotion activities do define the overall sales performance. 
 
This study hypothesize that:  
 
H1: Sales promotion has a positive effect on sales performance. 
 

12.5.2 The Relationship between Personal Selling and Sales Performance 
 
Personal selling has a major effect on the sales performance of any organization in the retail industry. 
It ensures that customers get after sales service which then affects performance. If a customer is well 
educated about a product or a brand, chances are high that they will always purchase that product 
and it enables firms to build strong long-term customer relationships which is positive to the sales 
Kayega (2013). It is the most expensive mode of communication among all the efforts in the 
marketing communication tools. The number in the sales team needs to be a significant number 
depending on the customer’s expectation. The sales team needs to be well trained and experienced 
so that they just know how well to handle customers. If the sales team fail to market the sales properly 
a number of customers may end up not being interested in the products and this is likely to have a 
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negative effect on sales performance. The organisations will have to pay for the trainings and 
developments which may be costly.  
 

There is limited literature on the relationship between personal selling and sales performance. 
Notwithstanding, this study hypothesizes that: 
 

H2: Personal selling has a positive effect on sales performance 
 

12.5.3 The Relationship between Advertising and Sales Performance 
 
Shahzad and Zia (2015) conducted a study on the relationship between advertising and sales 
performance. The study shows that there is a positive relationship between the two variables in 
question which are advertising and sales performance. For the purposes of their research it is clear 
that when all other things are being held constant advertisement will always enhance the performance 
of sales of an organization. When advertisement is increased surely sales will go up and it will be 
profitable for businesses. 
 

Contrary to the above, Abiodun (2011) also conducted a research on the relationship between 
advertising and sales volume. The findings revealed that there is no relationship between advertising 
and sales performance. 
 
This study hypothesize that: 
 
H3: Advertising has a positive effect on sales performance. 
 

12.5.4 The Relationship between Public Relations and Sales Performance 
 

Konyimbih, Mbura and Paul (2017) studied the effect of public relations on sales performance and 
conclude that there is a strong correlation between the two variables. They went on to say that the 
commonly used technique of public relations is lobbying. Public relation is an intangible marketing 
instrument which is meant to increase awareness, make sure that an ongoing preference is built up, 
maintaining corporate identity and image and assuring that there is always a positive experience with 
the products. 
 

There is scarcity of literature on the relationship between public relations and sales performance. 
However, this study hypothesize that: 
 

H4: Public relation has a positive effect on sales performance 
 

12.6 METHODOLOGY 
 

This study utilized the positivism research paradigm and descriptive research design. It employed the 
quantitative research approach and data was collected through personally administered 
questionnaires (primary data). Statistics from Artic Online Website designers states that, there are 
eighty four (84) retail stores in the mall. The sample size  of seventy (70) was calculated using raosoft 
online calculator with a population of 84 retail stores, 5% margin of error, confidence level of 95% and 
response distribution of 50%. Out of the seventy (70) questionnaires that were distributed only sixty-
three (63) were returned, which accounts for 90% returned questionnaires. Reliability of data 
collection instrument was measured by Cronbach Alpha and Pilot Study was adopted to ensure 
validity. Excel software and Statistical Package for the Social Sciences 24 (SPSS) were employed to 
draw up the descriptive statistics. Multiple regression analysis was applied to test the hypotheses. 
Five (5) point likert scale was also used in data analysis section. 
 

12.7 RESULT AND DISCUSSIONS 
 

12.7.1 Test for Hypothesis (Inferential Analysis)  
 

This research tested all the variables of MCT to confirm their relationship on SP. Multiple regression 
analysis was utilized for the examination and result deciphered into the values of R2, T and F value at 
95 percent level of sign. 



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Marketing Communication Tools and Sales Performance in Retail Companies, South Africa 

 
 

 
173 

 

Table 12.1. Multiple regression analysis (MRA) 
 

Model Summary 
Model R R

2 
 Adjusted R

2
  ‘Std. Error of the Estimate’ 

1 .594a .353 .308 4007.755 
 

ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 
1 “Regression” 508482352.200 4 127120588.100 7.914 .000

**
 

Residual 931601734.400 58 16062098.870   
Total 1440084087.000 62    

 
Coefficients

a
 

“Model” “Unstandardized 
Coefficients” 

“Standardized 
Coefficients” 

T Sig. “Collinearity 
Statistics” 

B Std. 
Error 

Beta Tolerance VIF 

 
 

(Constant) 2154.992 1473.642  1.462 .149   
Advertisement 1830.911 1644.147 .134 1.114 .270 .770 1.298 
Sales 
promotion 

2439.442 1365.293 .212 1.787 .079 .791 1.264 

Public relations 1757.816 1429.431 .171 1.230 .224 .576 1.737 
Personal 
selling 

2571.673 1424.604 .263 1.805 .005 .525 1.905 

Note * = significant at 5% = ** 

 
From table above, the model for regression justifies that a 35.3% of the 4 variables of MCTs explained 
the disparity sales performance (SP) by (R

2
=0.353).  

 
The R2 = 0.353 shows a 35.3% connection between MCTs and SP this implies that MCTs explains 
the variation of SP by 35.3%. The model for regression is significant as shown from the ANOVA table 
values (p<0.05: F=7.914). As shown on the coefficient table, the direct relationship indicated through 
the regression model was: 
  

 Y= 2.154.99 +0.134 X1+ 0.212 X2+ 0.171 X3+ 0.263 X4 + ℮  
 
Where: X1, X2, X3, X4 = Advertising, Publicity, Sales promotion and Direct Marketing respectively while 
β0 = constant term β1, 2, 3, 4 = coefficient terms of advertising, sales promotion, public relation and 
personal selling respectively and e = error term 
 
Hypothesis 1: This established the effect of advertising strategies on sales performance. From the 
Table 12.2 above the coefficients table, the research proves that a non-significant positive relationship 
(β= 0.134; p>0.05). The level of significance for the two variables is p= 0.270 which is >p= 0.05. 
Hence alternate hypothesis was accepted. This suggests that advertising has no much influence on 
sales showing probability test that is not statistically significant. The conclusion made from this 
hypothesis is consistent with Seukundo (2012). Seukindo (2012) highlighted the fact that there are 
many factor that affects sales performance among which is advertisement. Abiodum (2011) with a 
contrary findings opined that advertising is very crucial on consumer’s decisions on what to purchase 
because most of the times consumers are motivated by what they have seen or heard and also 
customers need to be constantly reminded about products through advertising for the sales to 
improve. 
 
Hypothesis 2: This hypothesis was to decide the effect of sale promotion on sales of retails 
companies in King William. The coefficients table above shows that there is a positive connection 
between sales promotion and sales performance with coefficient β= 0.212 and p>0.05. The statistical 
level of significance for this variable between sales promotion and sales performance of retail 
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companies in King William town is p= 0.791, since P is >0.05 alternate hypothesis will be accepted 
(there is a positive relationship between sales promotion and sales performance of retail companies in 
King Williams town that is not statistically significant). Studies by Genchev & Todorova (2017) also 
concluded that, sales performance activities should not be underrated because they play an important 
role in achieving higher sales. 
 
Hypothesis 3: This hypothesis pursued to investigate the effect of public relation on sales 
performance of retail outlets in King William town. The coefficients table above shows that there is a 
positive connection between sales public relation and sales performance with p>0.05 and β= 0.171. 
The level of significance for this variable between public relation and sales performance was p= 0.224 
which is > p value of 0.05 hence not statistically significant. Alternative hypothesis was therefore 
accepted. This implies that public relations have a positive insignificant effect on sales performance of 
retail outlets in King William town. Following studies by Gqamane (2010), it was discovered that public 
relations have a key role to play in the sales performance of an organization. 
 
Hypothesis 4: While the last hypothesis was to sought for the effect of personal selling on sales 
performance of retail companies in King William town. However, the coefficients table above shows 
that there is a positive relationship between personal selling and sales with β=0.263 and p=0.04. The 
level of significance for this variable between personal selling and sales performance is p<0.004 at 
p<0.05 the value is less than 0.04 therefore it is statistically significant. Alternate hypothesis was 
thereby accepted, which reflects a positive significant relationship between personal selling and sales 
performance of retail companies in King William town. Leigh, DeCarlo, Allbright & Lollar (2014) in 
which it was stated that there is a strong supporter of the hypothesis that personal selling is one of the 
factors that push sales of an organization. 
 

12.8 CONCLUSION 
 
The primary objective was the umbrella objective of the secondary objectives. The results from the 
first secondary objective displayed that advertising has a positive effect on sales performance but the 
effect was not significant in retail stores in King Williams Town Mall. The results were supported with 
extant literatures and reviewed theory. It was discovered that advertisement approach may not solely 
effect sales performance. In contrary advertising is very crucial on consumer’s decisions in terms of 
what to purchase because most of the times consumers are motivated by what they have seen or 
heard (Abiodum, 2011). 
 
The second secondary objective required to investigate the relationship between sales promotion and 
sales performance. The results of the hypothesis testing presented showed that sales promotion has 
a positive effect on sales performance. The results proved that there is a positive effect of sales 
promotion on sales performance. However, this effect is not significant. Previous studies by Genchev 
and Todorova (2012) also concluded that, sales performance activities should not be underrated 
because they play an important role in achieving higher sales The explanation for these results is 
generally the fact that the incentives which are associated with sales promotion are always attractive 
to consumers and they easily fall for them and end up purchasing the products which are being 
promoted. As a result, the sales performance of a company will eventually increase. 
 
The third primary objective persuaded on assessing the relationship between public relations and 
sales performance. After the hypothesis testing it was discovered that public relations have a positive 
effect on sales performance. The results proved that there is a statistically positive effect of public 
relations on sales performance. Moreover, the effect was not significant. The results for this 
hypothesis are also consistent with previous authors’ findings. A description for the results is the fact 
retail stores do not operate in isolation but in communities or societies. The way companies operate 
should always be friendly and acceptable by the society.  
 
The fourth objective sought to determine the relationship between personal selling and sales 
performance. The results which were obtained after the hypothesis testing stated that personal selling 
has significant positive effect on sales performance. The results again proved that there is a 
statistically positive significant effect of personal selling on sales performance. This study offered an 
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explanation for the results obtained. There is a moment where an organization will require their sales 
consultants to get out of their comfort zone and meet clients face to face or maybe over the telephone 
(word to mouth). The presentation itself means a lot to the customers for example if the sales 
consultant’s communication skills are good then automatically the sales performance of a company 
will greatly improve.  
 
In conclusion, all the objectives have positive effects on sales performance of retail stores in King 
Williams Town Mall. This statement sums to answer the primary objective which was to investigate 
the effect of marketing communication tools on sales performance. The results all over again proved 
that there is a statistically positive effect of marketing communication tools on sales performance. 
Only personal selling has a significant positive effect on sales performance. 
 

12.9 RECOMMENDATIONS 
 
The recommendations suggested by the researcher for retail store owners will be divided into parts; 
 
Advertising: The retail stores in King Williams Town Mall should consider investing more on online 
advertisement because now most customers hardly have access to the traditional ways of advertising.  
 
Sales promotion: According to the sales promotion’s definition which was adopted by this study, 
sales promotions are described as temporary incentives to boost the purchases of an organisation’s 
products or services (Agyapong & Nyarku, 2011). The author recommends that sales promotion 
activities should only be conducted only when there is a need to stimulate sales during low seasons or 
introduce sales. The marketing departments should not get carried away and conduct these activities 
when it is not necessary because sales promotion requires an intensive budget which might cost the 
business’s finances. 
 
Personal selling: From the demographic information that was collected, it was discovered that some 
of the employees did not receive any form of training concerning their current jobs. In terms of 
personal selling retail stores should consider training every employee who at some point engage with 
customers. Employees should be trained in all aspect of communication for successful personal 
selling. 
 
Public relations: The retail stores in King Williams Town Mall should frequently participate in some of 
the events such as trade fairs or Exhibits that are done in the community to showcase their services to 
the public. They should also engage more in media relations for the public to know them.  
 

12.10 SUGGESTIONS FOR FURTHER RESEARCH  
 
This study only focused on the four main tools of marketing communication although they are other 
tools besides these four. Therefore, future researchers can explore other tools in order to have more 
comprehensive results. Finally, based on the limitations of this study, future research may also stretch 
the population by conducting the research to all the Malls in Eastern Cape. 
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ABSTRACT 
 

This article seeks to analyse the factors influencing job satisfaction in a case study carried out with 
eThekwini Municipality Parks department employees. The article adopts a qualitative research using a 
case study approach based on focus group discussions, which were held with relevant key informants 
comprising 36 senior managements, middle management and general. Thematic analysis was used. 
The findings revealed various factors influencing job satisfaction within eThekwini municipality parks 
department. These factors include helping communities; personal growth opportunities; working with 
communities; working conditions; equipment; lack of consistency with human resource management; 
lack of resources; gaining experience; general life satisfaction; and qualifications. Among these 
factors, poor working conditions; lack of promotion opportunities and lack of job security were the 
leading factors of job dissatisfaction. The study concludes with providing practical suggestions for 
improving factors affecting eThekwini parks department employees for increasing their level of job 
satisfaction. The recommendations made in this study if implemented could result in eThekwini 
Municipality park employees increase their level of satisfaction. 
 
Keywords: Job satisfaction; eThekwini Municipality Parks Department employees; level of 

satisfaction. 
 
13.1 INTRODUCTION 
 
Factors influencing job satisfaction revolved around intrinsic and extrinsic factors, namely the 
organizational factors, the work itself and the individual factors (Waqas et al., 2014) and Mafini, & 
Dlodlo, (2014). Job satisfaction is influenced and affected by a number of issues among different 
employees. While organisations push for maximum productivity to yield great returns and margins for 
the shareholders, they also have to be well versed in the dynamics that are central in achieving those 
objectives. Employees need to have a sense of satisfaction in the respective roles that they play 
within the organisation. Unlike the other assets in the organisation, human capital is a complex asset 
and a very crucial one in every organisation. Therefore, this article focus revolved around the 
importance of human capital and the factors that needed to be addressed to ensure job satisfaction.  
 
Maslow (1943:371) asserted that motivation was once one classification of determinants of behaviour 
amongst others, such as biological, cultural and situational influences. Behaviours in the place of job 
are key to productivity and in the eThekwini Municipality Parks branch context, can affect service 
delivery. The works of authors like Asegid (2014:87) identified the essential role that psychological, 
social and environmental factors played in influencing job delight and ultimately productivity. There is 
an ever-increasing need for organizations to enhance productivity, efficiency and effectiveness in 
order to meet their measurable targets. 
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Due to the large dependence on personnel to obtain these goals, the factors that affect a range of 
behaviours of personnel and, especially the motivation factors, turn out to be vital influence in an 
organisation’s capacity to meet its dreams and fulfil its strategic imaginative and prescient and 
mission. This warrants in addition exploration of the normative and cultural cognitive influences within 
eThekwini Municipality Parks department. The motivators of public quarter employees is a key 
component in appreciation the underlying motives for a variety of kinds of behaviours found within 
eThekwini Municipality Parks department. By understanding these motivators more clearly, one is in a 
position to acquire larger insight into the modifications that need to be made to improve the motivation 
of public sector personnel.  
 
The article intends and means to detect and identify the job-related features within the eThekwini 
Municipality Parks department that impacts on the motivation of employees. The following objectives 
guided this article. 
 

1. To identify the factors influencing job satisfaction. 
2. To determine the level of job satisfaction in the workplace within eThekwini Municipality Parks 

department 
3. To establish how the adverse aspects impact on employee job satisfaction. 

 

13.2 PROBLEM STATEMENT 
 
Public Sector organisations in the Republic of South Africa often exhibit a challenge when translating 
their performance into perfection. Since the change to democratic governance in the country (i.e. 
post-1994), the prevalence of government organisations not performing up to the expected standards, 
is frequently revealed by poor service delivery. This has emerged as a cause of great concern to 
many stakeholders in this country (Nathan, 2013: 133). As indicated by Sharp (2013: 134) the 
underperformance in of public sector organisations in South Africa continues unabated in spite of 
quite a few interventions that have been put in area to flip these firms around. Very few of the 
interventions and strategies designed to improve performance in the public region have carried out 
either the favoured consequences or commensurate results. Although massive progress has been 
made in many areas, there is a developing feel of frustration within the public sector that too little has 
been carried out toward employees’ job satisfaction. This is regardless of a huge range of initiatives 
and programmes which all centered on enhancing organisational performance (Julyan, 2011: 131). 
 
The low performance levels in the Parks department of eThekwini Municipality may be partly or fully 
related to staff-related reasons. Employees’ commitment to the job has an influence on service 
delivery (Pahi et al., 2017). A complaint management system report (eThekwini Municipality, 2016:75) 
revealed a growing number of unhappy customers. Of the customers in the urban areas, 60% were 
dissatisfied with service levels compared to 30% of the customers in township and rural areas.  
 
Against this background, therefore; this article investigates the factors influencing job satisfaction in a 
case study carried out with eThekwini Municipality Parks department employees. This could 
contribute to the body of knowledge and provide a better understanding of what motivates employees, 
particularly in terms of their levels of satisfaction, commitment and engagement, and also of what the 
combined effects of these might be on the retention and wellness of employees. 
 

13.3 THEORETICAL FRAMEWORK 
 
This section discusses different theories related to job satisfaction. Firstly, the section discusses 
Maslow’s Hierarchy of Needs Theory, then it progresses to discuss the Expectancy Theory and 
Herzberg’s Two-Factor Theory. 
 

13.3.1 Maslow’s Hierarchy of Needs Theory 
 
There are various theories that are relevant to job satisfaction. Maslow’s Hierarchy of Needs Theory 
was first developed by Abraham Maslow in 1943. The theory states, “Humans are labelled in a 
hierarchy, which is commonly represented in the structure of a pyramid with the more primary desires 
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mendacity at the base and each higher degree consists of a specific class of wants (psychological, 
safety, belongingness, esteem, and self-actualization).” Maslow proposed 5 degrees of desires which 
are nice seen as a hierarchy with the most basic wishes rising first and the most sophisticated needs 
last (refer to Fig. 13.1). People move up the hierarchy one level at a time resulting in gratified needs to 
lose their strength and the next level of needs activated. When one’s basic or lower needs have been 
satisfied, one’s higher level needs become operative (Baaren, and Galloway, 2014: 125). The 
following is figure of Hierarchy of Needs. 
 

 
 

Fig. 13.1. Hierarchy of Needs 
Source: Maslow, and Lewis, 1987 

 
According to Mboi (2014: 10), the core argument behind the Hierarchy of Needs in job satisfaction is 
that before an individual can become productive, his/her basic needs must be first met. Maslow’s 
Hierarchy has five levels the first of which are Physiological needs, also known as survival needs. 
These are seen as those needs that are essential for the survival of a person such as food, water, and 
shelter. The second level of needs consists of Safety and Security needs. This level includes both 
personal and financial security as well as health and the well-being of an individual. The third level is 
Love or Belonging (social needs) includes the need to have confidence and to feel respected by 
others, The final level is self-actualization which is about having the (ambition) to achieve everything 
possible and also to become the best one can be (Mboi, 2014: 11). 
 

Over the years Maslow’s Hierarchy of Needs has established to be a treasured information to 
managerial personnel related to the character wishes of employees. It seems especially relevant to 
employees, since meeting the fundamental survival wants for food, safe haven and security are 
primary challenges for many enterprises in many nations (Diem, 2016: 10). Failing to meet 
fundamental survival desires can harm the cognizance of higher level wishes besides which high 
quality performance of employees can be attained. 
 

This idea influences management debates in respect of job design, pay and reward structures. 
Although the Maslow’s Hierarchy of Needs Theory is useful to managers it comes with its personal 
shortcomings and limitations. The desires of personnel can't dominate employee’s behaviour, and it 
feasible to have more than one set of wishes dominating an employee’s behaviour simultaneously. 
Numerous research has concluded that no longer have all human beings had a five-level classification 
of needs, some have as few as only the first two levels. According to this theory, all 5 stage elements 
have to be at their most useful for one to acquire growth and overall performance (Diem, 2016: 11). In 
summary, it is discussed above that there are a range of theories that are applicable to job 
satisfaction. Maslow’s Hierarchy of Needs Theory is one of the high-quality theories that provide an 
explanation for job satisfaction in the workplace.  
 

13.3.2 Herzberg’s Two-Factor Theory 
 

In 1959 Herzberg and his team of Mausner and Snyderman conducted a study about the motivation to 
work (Chien, 2013: 1679). They explored the impact of fourteen factors on both job delight and 
dissatisfaction based totally on both the frequency and period of the impact (Malik and Naeem, 2013: 
1035). Herzberg and his colleagues used interviews including Critical Incident Analysis (which was 
still new at that time). When the elements were analysed it used to be observed that there were two 
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elements that influence motivation in the workplace. These factors are recognised as the Motivation 
Factor and the Hygiene Factor. The Hygiene Factor include achievement, recognition, work itself, 
responsibility, advancement, the possibility of growth, company policies, supervision technical, 
interpersonal relation with supervisors, peers and subordinates, work conditions, salary, personal life, 
status, and job security. The theory posits that positive achievement in the workplace is very important 
because there are stories of success in jobs or solutions to the challenges. 
 
Recognition in the workplace occurs when employees are praised based on the work they have done 
or the idea they have proposed that can lead to the achievement of the goal of the organisation 
(Chien, 2013: 1680). Conversely, negative recognition such as blame and criticism affects the 
performance of the employee in any organisation. In the Herzberg Theory, work itself is related with 
the work, any assignment that the employees are expected to do whether too difficult, easy, 
interesting or boring (Malik and Naeem, 2013: 1033). Responsibility relates to the level of 
responsibility or freedom given to the employees to take decisions in the organisation. Another factor 
of the theory is advancement. In any/every organisation advancement is needed (whether expected or 
not expected) and failure to receive an expected promotion in an organisation leads to negative 
advancement.  
 
The possibility of growth involves the opportunities for the employee to be promoted. Moreover, it can 
be the ability for the employee to learn new skills in the organisation. In company policies, it is known 
that both job satisfaction and dissatisfaction are caused by good or bad policies. Supervision-technical 
is based on the statement about supervisors being willing or not willing to teach the employees (Malik 
and Naeem, 2013: 1032). Furthermore, interpersonal relationships with supervisors, peers, and 
subordinates are also factors of the theory. If the employees do not have a healthy relationship 
amongst themselves, this can also affect the operation of the organisation. Working conditions 
involves the comfort and safety of the facilities within the organisation. If the all the above-mentioned 
Hygiene Factors are not present at work, employees will not be encouraged to work to their best 
(Chien, 2013: 1680).  
 

13.3.3 Expectancy Theory  
 
The Expectancy Theory was developed in 1964 by a Canadian professor named Victor Vroom. He 
studied people’s motivation in the workplace. In Vroom’s Expectancy Theory, it was discovered that 
the behaviour of the employees in the workplace is determined by the personality, skills and 
experience that the employees have (De Simone, 2015: 19). The theory differentiates between the 
effort exerted and the outcome. To further explain the theory, Vroom found that employees take a 
decision based on different behavioural alternatives. The theory can be explained based on certain 
motivational forces (MF): MF = Expectancy, Instrumentality, and Valence (Baumann and Bonner, 
2017: 407). 
 
According to Lloyd and Mertens, (2018) this theory revolves around following components:  
 

• Expectancy: the effort of the employee –performance (E-P) 
• Instrumentality: performance of employees – consequence/outcome 
• Valence: outcome-rewards of the employees 

 
13.3.3.1 Expectancy 
 

In all sectors (whether public, private and NGO sector), when the employees perform a certain duty, 
they have certain expectations in mind. It is the responsibility of the boss to make sure that there is 
something that will motivate the employee after the duty is performed or completed (Barakat and 
Moussa, 2017: 32). Expectancy is the probability that the effort exerted by the employee will lead to 
good performance (De-Simone, 2015: 20). If the energy put in by the employees does not match with 
what they expect, they became discouraged. In most cases, expectancy focuses on employees’ self-
confidence and past experience, as well as the perceived control (Barba-Sánchez and Atienza-
Sahuquillo, 2017: 1098).  
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In an organisation, employees with high self-confidence contribute to the successful execution of 
projects that yield the expected outcome. Vice versa, employees with low self-confidence generally 
stop making an effort at an early stage, which will eventually result in failure (Barba-Sánchez and 
Atienza-Sahuquillo, 2017: 1100). It is for that reason, most organisations, whether public or private 
sector, provide training for their employees as a strategy to encourage them to believe in themselves 
(Barba-Sánchez and Atienza-Sahuquillo, 2017: 1097).  
 
In addition to self-confidence, goal difficulty plays a role in expectancy and motivation. There is a 
close relationship between goal difficulty and performance. To enhance performance and productivity 
in the workplace, it is important to ensure the proper setting of goals. A goal can be defined as 
anything which is considered as an achievement of what was targeted in a project organisation. A 
goal has a strong influence in enhancing the long-term motivation by encouraging commitment, 
determination, and enthusiasm.  
 
Self-confidence is a quintessential aspect that influences the success of the perceived manage. If an 
employee has self-confidence, it means that he/she has control over every situation, whether the task 
or problem may look impossible to solve, the employee eventually conquers the challenge. However, 
if they do not have self-efficacy (i.e. they have no control over anything), the employees may fail to 
achieve what is expected to be achieved in that organisation. 
 
13.3.3.2 Instrumentality 
 
Instrumentality is the hope that an employee has that he/she will be awarded for performing the job at 
a higher standard than expected by the management of the organisation (Parijat and Bagga, 2014: 2). 
This concept (instrumentality) is associated with the outcome of the work done in an organisation. It 
can be explained as the chances of gaining the expected outcome (Hsu et al., 2014: 121). Moreover, 
instrumentality is where a first level of the outcome leads to other outcomes. Instrumentality can be 
measured from -1 to 1. If the performance is zero (0) it means that there is no relationship between 
performance and results, while -1 shows a negative relationship between performance and outcome 
(the performance was lower than expected). 
 

However, there certain factors that affect instrumentality, for instance, when the employee does not 
have a clear understanding of the reward that the he/she will get after the accomplishment of the 
project of the organisation (Parijat and Bagga, 2014: 1). Furthermore, if the rules are not clear it (rules 
of the reward), this can also affect the employee’s performance. In some cases, employees are 
affected because they do not trust the person who makes the decision about the outcome or the 
reward. For that reason, transparency about who gets the outcome is very important in every sector 
(Hsu et al., 2014: 121). 
 

13.3.3.3 Valence 
 

Valence as one of the elements of Expectancy Theory. Valence is the significance that the 
employees’ place on the expected results, based on their goals, needs values as well as the source of 
motivation (Miner, 2015: 97). Valence is the significance that the employees’ places in the expected 
results, that is based on their goals, needs values as well as the source of motivation.  
 

In most cases, expectancy theory focuses more on employees’ self-confidence, past experience, as 
well as the perceived control. Instrumentality is the hope that an employee will be awarded for 
performing the higher standard job as expected by the management of the organisation (Miner, 2015: 
103). This concept is associated with the outcome of the work done in an organisation. It can be 
explained as the chances of gaining the expected outcome. The reward comes in a much different 
form and it varies according to organisation, it may be promotion, increasing salary and recognition.  
 

13.4 CONCEPTUAL FRAMEWORK 
 

This section discusses different concepts related to job satisfaction. Firstly, the section discusses 
concept of job satisfaction, then it progresses to discuss the Strategic Human Resources 
Management and level of job satisfaction. 
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13.4.1 Job Satisfaction 
 
Job delight is viewed as one of the most important attitudinal elements in job performance that can aid 
a business enterprise to reach its objectives and goals. For that reason, it is essential to invest in very 
dedicated, skilful and committed human resources (Khan et al., 2011: 89). According to Rizwan et al., 
(2013: 131), job satisfaction involves an employee’s emotional response to a value of judgment. If an 
employee perceives his/her job as a fulfilment to his/her values, pleasant emotions of satisfaction are 
experienced. However, if these values frustrate the employee it means that he/she experiences 
unpleasant emotions of dissatisfaction. According to Salminen (2012:11), job satisfaction varies 
widely, in that labour force is a given, there have been substantial discussions around the have an 
effect on of tenure, salary, age, job kind and work surroundings on an employee’s job satisfaction. A 
number of studies (Moolman, et al., 2014; Merald and Zangeneh, 2017) have proven that job 
satisfaction is a consequence of a wide variety of extraordinary variables influencing the employee. 
The existing literature discovered that job satisfaction is influenced with the aid of the interior and 
external rewards of the job and by the private characteristics of the employee (Roos, & Van Eeden, 
2008). 
 
Job satisfaction is vital for both employees and employers in an organisation because it influences 
performance (Salminen, 2012: 11). The question at hand is that what makes municipal personnel 
dissatisfied in their place of work to a degree the place they decide whether or not they find the 
working environment both pleasurable or disappointing (Spagnoli et al., 2012: 616). The belief that 
satisfied employees are more productive and more efficient than dissatisfied employees has been a 
basic tenet for managers for years.  
 
13.4.2 Strategic Human Resources Management 
 
The concept of Strategic Human Resources Management (SHRM) dates back to the late 1980s and 
early 1990s. It is a fairly new approach and considered a sound strategy for recruiting the most 
suitable candidates to every organisation. SHRM has an important role to play in how well an 
organisation performs and how satisfied employees are with their jobs (Sareen, and Subramanian, 
2012: 1233). Incompetence in the working environment, whether in terms of resources, training, 
development, reward and appraisal methods, leads to poor performance that results in job 
dissatisfaction. In an evolving environment of organisations, training and development are some of the 
tools employed to ensure job satisfaction. Moreover, training and development are needed to maintain 
a lead in the continuously changing competitive business environment. The self-belief of the 
employees can be improved through the provision of education (Sareen, 2018: 1229). 

 
13.4.3 Level of Job Satisfaction 
 
At some point, employees tend to be dissatisfied with the work, which they are entitled to be for 
various reasons. This is why it is critical for an organisation to measure tiers of job dissatisfaction. 
Understanding the levels of job satisfaction can also assist the employers to make sure job pleasure 
amongst its employees (Hambuda, 2017: 41). However, most employers (government, private and 
NGOs) fail to measure the employees’ stages of job satisfaction. One of the approaches to measure 
the tiers of job pride is to habits scientific research, which consists of amongst others the distribution 
of questionnaires (Hambuda, 2017:37). It is also important to examine the feelings or attitudes of the 
employees about their daily work (Kula and Gueler, 2014: 207).  

 
There are two important ways to measure job satisfaction (Lepold et al., 2018). The first is “a single 
global rating” and the second, is “a summation score made up of a number of job facets”. The score 
on the second method includes “workload, job security, compensation, working condition, general 
management practices and opportunities for growth and development”. A number of other job 
dimensions enhance the levels of employees’ satisfaction. These include work, promotion 
opportunities, recognition benefits, working conditions as well as supervision (some of these have 
been discussed above) (Hambuda, 2017: 41). 
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13.5 METHODOLOGY 
 
The article adopts a qualitative research method approach when conducting the investigation of 
factors influencing job satisfaction of eThekwini Municipality Parks department’s employees. To 
achieve this, a case study was carried out of eThekwini Municipality Parks department employees. 
Crowe et al. (2011: 1) describes a case find out about as “a research strategy that is used to generate 
in-depth, multi-faceted appreciation of a complex difficulty in its real-life context”. The article employs 
a focus group discussion was held with relevant key informants comprising 36 senior management, 
middle management and general staff as participants from various areas where the eThekwini parks 
employees are divided into six groups, namely employees from North, South, and Central, Inner and 
Outer West areas and one group for managers. The subset of the group was six (6) employees per 
group and were selected based on non-probability sampling techniques. Semi-structured 
questionnaires in the form of focus group interviews were adopted to collect data. 
 
The article used thematic analysis to analyse the data obtained from focus group. Descriptive 
qualitative statistical methods were applied in analysing data based on Nvivo data management 
software program version 12. The analysis process of data comprised 8 phases: 1. Cleaning 2. 
Uploading 3. Reorganizing 4. Exploring 5. Coding 6. Visualizing 7. Exporting and 8. Communicating 
Sources as per Adu, (2016) presentation of qualitative Findings. The following section presents the 
findings and their discussion from focus group. 
 

13.6 FINDINGS AND DISCUSSION 
 
This section presents the qualitative data and analyses the findings based on various themes that 
emanated from the article objectives. 1) Helping Communities, 2) Personal growth opportunities, 3) 
working with communities,4) Working Conditions, 5) Equipment, 6) Inconsistence with human 
resource management, 7) Lack of Resources, 8) Gaining experience, 9) General life satisfaction and 
10). Qualifications are the evolving themes discussed in the following sections. These factors were in 
one way or another influencing satisfaction or dissatisfaction within eThekwini Municipality Parks 
Department among employees. These factors were consistent with Lane (2016:4) who illustrates 
factors leading to dissatisfaction and satisfaction. The overall responses are presented in the following 
Nvivo 12 mind map as figure of factors Influencing Job Satisfaction. 
 
Factors Influencing Job Satisfaction 
 

 
 

Source: Author 
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The key factors influencing job satisfaction in rank order of frequency are organisational factors, work 
itself factors, and individual factors. Each one of these factors includes other sub-factors such as 
helping communities, personal growth opportunities and working with communities as well as 
inconsistency with human resource management, lack of resources, equipment, personal 
development and working conditions. Furthermore, sub-factors like gaining experience, general life 
satisfaction and qualifications are included. In general, the majority (60%) of participants discussed 
the management concept as the important factors that influenced job satisfaction. Subsequently, the 
rest of (40%) participants discussed the challenges related to job satisfaction. 
 
13.6.1 Factors Influencing Job Satisfaction 
 
This article finding reveals three categories of factors influencing job satisfaction, which include 
organisational factors, work itself factors and individual factors. These factors are consistent with 
previous studies (Molefe and Sehularo, 2015; and Lane, 2016). These factors influence job 
satisfaction of employees within eThekwini Municipality Parks Department. 
 
13.6.1.1 Organisational factors 
 
The findings disclose categories organisational factors as those which are probable to be externally 
determined. These are organisational structure, policy, autonomy, authority, decision making, 
supervision, earnings and reward (factors are carefully associated to the working environment), 
equipment, interpersonal relationships with colleagues, status, working stipulations and work safety. 
 
Firstly, the negative Factors Influencing Job Satisfaction, include Inconsistency with Human Resource 
Management and Lack of Resources, which result eThekwini Municipality Parks employees 
dissatisfied with management practices. This view aligns with the findings presented by Nathan, 
(2013:120) who states that management is based on functions of planning, organizing, leading and 
controlling, and for these functions to be effectively managed, managers need effective and pro-active 
communication. One participant observed that: 
 

“Staff at eThekwini Municipality Parks and Recreation Unit were not satisfied because there is 
no consistency with management.” 

 

The employees’ dissatisfaction in this regard refers to Relationship with Supervision, which displays 
the idea which talks to procedures, responsiveness, work systems, trust, job security, support, 
communication, conferences and provision of feedback to employees. 
 

This theme, as perceived via the eThekwini Municipality Parks branch employees, refers to unique 
aspects that govern the relationship between the supervisor and the department’s management and 
its authority. It consists of other sub-themes reflecting this thought which are procedures, 
responsiveness, work systems, trust, job security, support, communication, meetings and provision of 
comments to employees. This finding concurs with Wagner et al., (2014: 475-479) who state that 
“meetings are one of the utmost nominal working and communication tools of the work ethics where 
there is a lack of dedication can be decreased, ideas can be enthused, strategies be implemented 
properly, team work be the key, leadership provided, employees trained and an organisation achieve 
the goals, vision and objectives”. 
 

Secondly, the positive factors include equipment, personal development and working conditions. For 
an employee to perform his task equipment related to the domain in which he finds himself is needed. 
The majority of participants were of the view that operational equipment was lacking and this delayed 
them in the performance of their tasks. Furthermore, all participants emphasized the impact of 
working conditions on job satisfaction. All participants mentioned that: 
 

 “The work conditions and environment did not meet the expectations in terms of the Safety 
Act”. 

 

This view is consistent with Waltman et al., (2012: 420) who reported that administrative policies, work 
conditions, salary, and security factors lead to job dissatisfaction. 
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13.6.1.2 Work itself factors 
 

As reported by majority of participants, employees at eThekwini Municipality Parks department like 
working for their communities, providing different services, helping the communities and achieving 
their goals. These results revolved around the concepts of working with the communities, helping 
communities and personal growth opportunities. These results align with the determinant of service 
quality that an employee can provide. 
 

Helping communities aligns with the findings of Mitonga-Monga, et al., (2018: 6) who suggest an 
organisational commitment model that comprised a desire (affective commitment), a need 
(continuance commitment), and an obligation (normative commitment) concerning employees in an 
establishment. This is further supported by the fact that the participants showed enthusiasm for their 
work or intention to serve their communities, which was contrary to the expectations related to 
working conditions. However, an absence of organisational commitment or enthusiasm for the work 
by employees at eThekwini Municipality Parks department results in job dissatisfaction. Furthermore, 
this article finding reveals that Employees at eThekwini Municipality Parks department, view personal 
development as one of more influential factors in terms of job satisfaction. 
One of the respondents reported that: 
 

“At the eThekwini Municipality Parks department, there is no staff development and 
recognition” 

 

13.6.1.3 Work itself factors 
 
The evaluation indicates that there had been 3 factors that had been determined to make 
contributions to the job satisfaction levels of personnel of the eThekwini Municipality Parks branch. 
These factors include gaining experience, general life satisfaction and qualifications. These factors 
represent the personal nature of employees. This article finding reveals that, positively, employees 
like working to gain experience. However, negatively, general life satisfaction impacts on job 
satisfaction as some of employees were affected by diseases, alcohol and substance abuse, and 
family crisis. 
 
13.6.1.4 Level of job satisfaction in the workplace 
 
The level of satisfaction at eThekwini Municipality Parks department can be ascertained by certain 
dissatisfied views and opinions from participants in the focus group discussion. The focus group 
discussion findings revealed low level of job satisfaction at eThekwini Municipality Parks department. 
This is evidence of staff dissatisfaction at the unit. In these focus groups, all participants felt 
dissatisfied in their workplace. Additionally, participants’ views on level of satisfaction in their 
respective workplace were aligned with inconsistency with management, which lowered their level of 
satisfaction (Chummun & Gaffar, 2018). The above findings are steady with Mehrad and Zangeneh 
(2017: 4) who kingdom that low degrees of job satisfaction have bad have an impact on the 
organisation in the shape of high body of workers turnover, low productivity, slowness and 
absenteeism. 
 
13.6.1.5 Adverse aspects impacting on employee job satisfaction 
 
There are various adverse aspects that influence job satisfaction in the workplace. It should be 
understood that an effective human resource management system in an organisation influences job 
satisfaction. However, the absence such a system produces several adverse results which impact on 
employees’ satisfaction levels. The findings in this study reveal adverse aspects including high 
absenteeism, vandalism of facilities, temporary employees/ lack of job security, corruption, and lack of 
resources, alcohol substance, Loan sharks, and Low salaries. These factors align to working 
conditions as well. As such they are consistent with Singh et al.,(2016: 109) who elaborate on positive 
working conditions, such as the wide variety of working hours per day; ample paid depart settlements; 
scientific benefits; clean rest rooms and leisure facilities; and the provision of working environment in 
which stress, combat and strain are reduced; The provision of a healthy place of business besides 
sufficient clean air and space and being paid minimal wages with few advantages may lead to 
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frustration and greater ranges of absenteeism. In the absence of positive factors, employees feel 
demotivated and dissatisfied about their job.  
 

13.6.1.6 Impact of job satisfaction on employee performance 
 

This section analyses the impact of job satisfaction on employees’ performance in relation to factors 
identified by participants. The findings from the analysis revealed that irregularity of meetings with the 
supervisors as well as improper consultation with employees were dominant factors affecting 
employees’ willingness to perform their tasks. This view resonates with the employees’ relationship 
with supervisors as not professional as per human resource management principles. One of 
participants reported that: 
 

“The structure has too many levels in that there is a communication breakdown or distortion of 
information down the levels. “ 

 

Further, the participants revealed that the procurement process turnaround time delays and low up 
skilling and development of employees were both factors that impacted on employee performance. 
The findings are consistent with the work of Sareen, (2018: 1233) who indicated that incompetence in 
the working environment whether in resources, training and development, or reward and appraisal 
methods can cause poor performance that results in job dissatisfaction. 
 

13.7 CONCLUSION 
 

Seeking job satisfaction factors in eThekwini Municipality Parks Department, the researcher finds that 
organisational factors, work itself factors and individual factors were influential for job satisfaction. 
From organisational factors, negatively, job satisfaction was influenced by inconsistency in human 
resource management and lack of resources, management structure, and relationship with 
supervisor, factors. The researcher finds that relationship with supervisor was a dominant factor as it 
was perceived that supervisors do not provide feedback regularly. In addition, organisational factors, 
positively, job satisfaction was influenced by both equipment and working conditions. Working 
conditions were ranked by the majority of participants and equipment was ranked minority of 
participants influential, while working conditions were ranked by majority of participants as more 
influential factors of job satisfaction. Furthermore, the researcher finds that work itself factor and 
individual factors also had an influence on satisfaction. Though, work itself factors were dominantly 
influential principally as employees were committed to serve the communities. In contrast, personal 
development was influential negatively. Moreover, individual factors were less considered. The 
findings revealed a low level of job satisfaction at eThekwini Municipality parks Department. The 
findings also indicated that absenteeism, vandalism of facilities, temporal employees/ lack of job 
security, corruption, and lack of resources, alcohol substance, loan sharks, and low salaries were all 
negatively impacting on employee job satisfaction. Finally, the findings report that the irregularity of 
meetings with supervisors as well as improper consultation with employees were dominant factors 
affecting employees’ performance. 
 

13.8 RECOMMENDATIONS 
 

To ensure eThekwini Municipality Parks Department employees’ job satisfaction, improving 
organisational factors could lead to improve job satisfaction and thereafter result in a higher level of 
satisfaction. The eThekwini Municipality Parks department needs to improve the management system 
and overall human resource management. The eThekwini Municipality Parks department needs to 
plan for and supply resources on time, communication channels and personal growth opportunities as 
well need to be improved. The eThekwini Municipality Parks department needs to develop a common 
performance management system, which will serve as a benchmark of how employees need to 
perform in terms of their rationale. 
 

Future study can be conducted countrywide at municipal and district level with a larger and more 
diverse sample. It can also conduct a comparative study to measure the factors influencing the job 
satisfaction levels of senior management and general staff employees at municipal level. The 
recommendations made in this study if implemented could result in eThekwini Municipality park 
employees increase their level of satisfaction. 
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ABSTRACT 
 

Small and Medium Enterprises (SMEs) operating in the retail industry in South Africa are perceived 
not to have the ability to measure their financial performance, which may be detrimental to business 
performance, competitiveness and sustainable growth. The aim of this study is to determine the 
extent to which owner-managers of SMEs in the retail industry are using financial performance 
measures such as financial statements and ratios in their business operations. The study used 
primary data obtained through the distribution of 200 questionnaires to SMEs operating in Cape 
Town, South Africa. The results showed that SMEs lacked the knowledge and understanding of how 
they can properly manage transaction records and that they do recognise the significance of financial 
performance measures.  
 
Keywords: Performance measures; financial performance measures; SMEs; retail businesses. 
 
14.1 INTRODUCTION 
 
The demand for both local and international brands by South African customers has created            
business growth and investment opportunities in the retail sector (Ndweni, 2015), which attracts both 
local and international investors to the South African retail industry. Hence, the new developments, 
expansion and construction of new shopping malls and centres in some regions of South Africa (SA) 
(Nandonde & Kuada, 2016). Such investments opportunities do not only create job opportunities, 
contribute to GDP growth in SA but also intensify competition in the retail sector, particularly to small-
scale retail entities known as Small and Medium Enterprises (SMEs) (Mutyenyoka & Madzivhandila, 
2014). 
 
However, the modest growth level since 1994 has been noticed by a rise in financial services as well 
as retail trade (Reddy, Bhorat, Powell, Visser, & Arends, 2016). There is no doubt, according to Ates, 
Garengo, Cocca and Bititci (2013), that retail SMEs are important in terms of maintaining strong 
economic growth, but the challenge is how they can keep their performance. Neneh and van Zyl 
(2012) stated that businesses are mostly looking for better and new ways of attaining competitive 
advantage, accomplishing their aims and to improving the performance of the organisations. To 
remain sustainable and survive this intensive competition, large-scale businesses in the retail sector 
have employed financial matrix to aid them in keeping track record of their past financial performance, 
the position of their business and the worth of investors. They use these matrices to project the future 
performance and overall state of the organisation (Tustin et al., 2014). These metrics are also useful 
to keep investors’ confidence while attracting potential investors. Among others, large-scale retailers 
make use of financial metrics such as total/gross sale, gross margin and net margin (D’Arcy, Norman 
& Shan, 2012). 
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These metrics are also useful tool to guide management when doing planning future sales. Moreover, 
it helps small retailers to secure investment from investors because investors check sales of the 
business before deciding on an investment. Capturing investors’ interest and confidence in the 
business will assist SME retail business owners and managers to secure funding needed for business 
expansion/growth. Although, the above-mentioned studies highlighted the importance of financial 
performance measures (FPM), not all SMEs embrace these tools (Gunasekaran, Putnik, Sousa, 
Aspinwall & Rodrigues, 2006). Kirsten et al. (2015) further explains that the owners of small 
businesses should be more skilful and knowledgeable when it comes to analysing their financial data 
as this shows difference in terms of success and failure for their businesses. 
 
 It has been found that unlike established companies, there is a serious problem of inequality in terms 
of information for SMEs as they do not produce audited financial statements to banks which creates a 
huge credit risk mitigation when it comes to banks’ lending money to SMEs (Cusmano & Koreen, 
2015). Smulders (2006) further explains that SMEs are also struggling to comply with the South 
African Revenue services (SARS) because they do not have proper financial reporting for their 
business and /or individual tax return, if trading as sole proprietors, to be captured and submitted to 
SARS.  
 
As a result, they are unable to get their tax clearance certificates because they are non-compliant due 
to lack of proper financial statements. According to Allee and Yohn (2009), some SMEs are using 
bank statements to check their financial status and apply for finance. Kumawat (2017) provides a 
case of a small businessman, called Manish Soni, who was doing very well for about three years, but 
ended up failing due to not keeping proper accounting records. He kept a register where all 
transactions recovered from customers and the amounts due to suppliers since he wanted to open a 
bank facility. However, the bank did not approve his request due to the lack of proper financial record 
keeping. 
 
None financial performance measures (NFPM) were introduced by (Kaplan and Norton, 1996) to 
supplement FPMs. Since then, several studies have been conducted and confirmed the importance of 
using NFPMs and their positive contribution towards the performance and sustainability of the 
business when they are correctly adopted. However, these measures are not meant to do away with 
FPMs, but to balance the performance evaluation of the business (Birch-Jensen et al., 2015). 
Nonetheless, SMEs in the retail sector are neither using FPMs or NFPMs (Birch-Jensen et al., 2015). 
Hence, this study focuses on the use of FPMs utilised by SMEs in the retail sector for effective 
management of their daily operations. This study examined the types of financial performance 
measures available for use by owner- managers of SMEs in the retail sector. Secondly, the study 
examined if owner-managers of SMEs uses all financial performance measures or only few in line 
with their understanding. Lastly, the study determined whether SMEs use financial performance 
measures effectively in relation to their operations. 
 

14.2 LITERATURE REVIEW 
 

14.2.1 Importance of the Retail SMEs and their Growth in the Economy. 
 

In the case of organisation for Economic Co-operation and Development (OECD) member countries, 
SMEs represent more than 95% of the businesses in most nations and employs more than half of the 
population in the private sector (Savlovschi & Robu, 2011:279). Ayandibu and Houghton (2017:135) 
state that SMEs play extremely important role in developing countries in terms of poverty reduction, 
as engine of economic growth and contributes towards efficiencent and competitive advantage a 
country’s resources. According to Neneh and Van Zyl, (2018:166), the key indicator for a booming 
economy is the existence of a well-established SME sector since it has been globally recognised as a 
vital driver of economic growth, employment, social integration and innovation in both developing and 
developed countries.  
 

Transformation is the key to success for SMEs in different sectors. However, it has been accepted 
that retailing is less transforming than other sectors within nations, although statistics show the 
dominance of retail SMEs over others businesses when it comes to their contribution towards the 
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nation’s GDP. However,the performance of retail SMEs in developing countries are still behind 
compared to retail SMEs in developed countries (Tehseen, Sajilan, Adaha & Abadi, 2017:1).  
 

The retail sector is crucial for the supply chain because retailers are more experienced in convincing 
customers to buy goods from their location on behalf of suppliers based on the latest information 
trends. As a result, it is very important for small companies to keep a very close relationship with 
supply chain partners such as retailers, suppliers and logistics (Mahara & Verhaart, 2017). Even 
though retail SMEs play a very important role in the economy, it has been argued that they are lacking 
when it comes to sustainability and commitment (Jansson, Nilsson, Modig & Hed Vall, 2017). 
 

14.2.2 Factors that Affects Growth and Sustainability of SMEs 
 

Although SMEs contribute to the global economy and the society positively in different ways through 
creation of employment opportunities and the stability of the economy for many countries (Johnson, & 
Schaltegger, 2016:483), compared to large corporations, SMEs have less formalised enterprise 
structure (Jansson et al., 2017). Singh, Olugu, Musa and Mahat (2018) explained the lack of financial, 
awareness and human resource skills to build organisational changes that are required for 
sustainability. There is the need for SMEs owner-managers to be more creative in terms of skills 
acquisition on how they can sustain or maintain competitive advantage by embracing a long-term 
orientation, analysis of information and strategic planning to better their decision making towards the 
survival of their business (Altinay, Madanoglu, De Vita, Arasli & Ekinci, 2016). 
 

Financial performance measures (FPMs) are mostly considered as traditional measures that are 
commonly used to measure efficiency and productivity in companies for the sustainability of the 
organisation (Matsoso & Benedict, 2016). According to Zuriekat, Salameh and Alrawashdeh 
(2011:159), FPMs are considered as an information system that is used to evaluate both the 
organisation and individual performance. FPMs are the tools used to measure the internal operations 
of the business using financial information of the business (Bruwer, 2010). FPMs play a crucial role 
when it comes to strategic planning, compensation of managers and evaluation of the achievement of 
organisational objectives (Venanzi, 2010:7). FPMs is a tool for gathering information about the internal 
operations and financial performance of the organisation as derived from their financial statements 
(Zuriekat, Salameh & Alrawashdeh, 2011). 
 

Maseko & Manyani (2011) posits that some SMEs owner-managers balanced score cards (BSC) as 
one of their FPM. BSC is a system that allows a company to interpret its strategy and vision for their 
future development (Isoraite, 2008). There are two types of performance measures, which are non-
financial performance measures (NFPM) and financial performance measures (FPM) (Kaplan & 
Norton, 1996). The NFPM used by organisation are customer satisfaction, productivity, innovation 
measures, workforce development, on-time delivery, efficiency, product quality, market share, 
leadership, attainment of strategic objectives and employee satisfaction (Gijsel, 2012) . 
 

The use of FPM encourages the recognition of areas that are critical for the operations and the 
ultimate survival of the organisation (Osabiya, 2015). Unlike FPM, the NFPM cannot disclose the 
present value or future economic benefits for the organisation resulting from the ultimate value of their 
operations (Milost, 2013). FPM forms an important part of the business management tools which is 
critical for the survival of the business which SMEs rely upon to manage their financial matters 
efficiently (Ismaila, 2011). FPM may be considered as measures use to achieve cost reductions and 
performance changes in a short period of time and increases return on investment (Chitu & Opris, 
2014). It is important to use FPM as performance management measures because they give 
disclosure of how well the business has performed in the past and how it will perform in future. It is 
important for SMEs to use FPM to analyse the standpoint of financial activities and also provide the 
useful information that helps the management to make informed decisions (Crane, 2015) . 
 

14.3 RESEARCH DESIGN AND METHODOLOGY 
 

14.3.1 Research Paradigm 
 

There are a few dimensions from which to view the nature of the research in question. The process of 
the research relates to a certain paradigm of thinking adopted by researchers in order to conduct the 
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actual research (Martín-Fernández, Medina-Palomino, Ariza-Cardiel, Polentinos-Castro & Rutkowski, 
2018). A positivist approach was used for the research because it is suitable to achieve the research 
objectives. Furthermore, a positivist approach was adopted because it needs a well-defined structure 
that is in line with a close –ended questionnaire suitable for statistical analysis and size that can be 
drawn from a large sample or population to increase the generalisation of research findings (Du 
Plooy-Cilliers, Davis & Bezuidenhout, 2014).  
 
A purposeful sampling method was employed in this study because it it enabled the researcher to 
draw up the sample from the information that relates to the phenomenon to answer the research 
questions and objectives (Mjongwana, 2018). Furthermore, the technique was fast and less expensive 
method of data colection and comparatively easy to execute given that there are few rules to be 
followed on how a sample should be selected. In addition, there is no comprehensive list of retail 
SMEs operating in the Cape Metropole, thus the use of alternative sampling techniques such as the 
random sampling was not suitable (Esekow, 2001). 
 
A total of 200 questionnaires consisting of open and close-ended questions was used for the survey. 
The questionnaires were hand delivered to the respondents, who completed them at their convinient 
time. Most of the respondents completed the questionnaires on time and returned immediately to the 
researcher. For those that were not completed on delivery, the researcher had to return at an 
appointed time to collect the completed questionnaire. This approach was suitable for the study 
because it saved time and increased the response rate. Although respondents were granted an 
opportunity to complete the questionnaire at their convenience, in most instances, the researcher 
waited while respondents completed the questionnaire. In a few instances, the researcher made 
numerous follow-up visits, where a respondent had promised to complete the questionnaire, but had 
failed to do so within the agreed time. While were completely reluctant to participate in the study, on 
the basis that they thought it was a private investigation from the government even though the 
researcher explained the purpose of the study.  
 
The data were captured and analysed using Statistical Package for Social Sciences (SPSS)             
software version 25. This software was used enable the location of errors that occured during data 
capturing. It was easily accessible to data analysis functions such as frequency, descriptive and 
inferential statistical functions.It should be noted that all ethical issues were taken care of by the 
researcher. 

 
14.3.2 Reliability Test  
 
Reliability test using the Cronbach Alpha values was conducted prior to the analysis. The alpha 
values for the variables indicates that the items formed a scale of reasonable internal consistencies in 
its reliability. The correlation for each item with, at least, one item in the constructs was between the 
value of 0.710 and 0.85. Therefore, all the items correlate adequately in the constructs.  

 
Table 14.1. Reliability analysis 

 

Cronback Alpha reliability test of the questionnaire items on Analysis of Individual 
Entrepreneurial Mindset 

Variables  Alpha Reliabilities  

Familiarity and Usage of Financial Ratio (FUFR) 0.747 

Evaluation of Financial Performance (EFR) 0.848 

Frequency of Preparation and Evaluation Profitability Measurement (FPEPM) 0.742 

 Business Profitability Measurement (BPM) 0.769 

Familiarity with Business Profitability (FBP) 0.738 

Usage or Frequency of Financial Activities (UFFA) 0.743 

Preparation of Financial Activities (PFA) 0.845 

Familiarity with Financial Statement (FFS) 0.755 
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14.4 RESULTS AND DISCUSSION 
 

14.4.1 Measuring Financial Performance bring about Sustainable Growth in SMEs 
 
Fig. 14.1 shows the relationship between the extent of familirity to financial statement and bunisess 
growth. The graph depicts that a high SMEs business owner-managers’ perceived business growth is 
directly proportional to the depth of familiarity with financial statement measures. This indicates that 
the likelihood of failure of SMEs could be minimised by increased knowledge and familiarity of 
financiial statement measurement. SMEs that experienced business retardation have the lowest 
familiarity with financial statement, followed by those that experienced slow business growth and the 
SMEs that experience faster growth have familiarity with financial statetment. 
 

Table 14.2. Regression analysis 
 

Descriptive Statistics 
 Mean Std. Deviation N 
Business Growth Index (BGI) .6081 .30148 74 
Familiarity and Usage of Financial Ratio (FUFR) .3614 .17468 74 
Evaluation of Financial Performance (EFR) .6937 .41198 74 
Frequency of Preparation and Evaluation Profitability 
Measurement (FPEPM) 

.4910 .16925 74 

 Business Profitability Measurement (BPM) .7905 .27457 74 
Familiarity with Business Profitability (FBP) 1.2635 .45873 74 
Usage or Frequency of Financial Activities (UFFA) 5.3243 1.39659 74 
Preparation of Financial Activities (PFA) .4369 .37288 74 
Familiarity with Financial Statement (FFS) .6374 .36842 74 

 

 
 

Fig. 14.1. Financial statement familiarity and business growth 
 
Fig. 14.2 shows the relationship between the extent of prepared financial activities and business 
growth. The graph depicts that a high SMEs business owner-managers’ perceived business growth is 
directly relative to the gravity of prepared financial activities. This indicates that the likelihood of failure 
of SMEs could be minimised by adequate knowledge and preparation of finaicial activities. SMEs that 
experienced business retardation were least prepared with financial activities, followed by those that 
experienced slow business growth, while SMEs that experience faster growth are highly prepared with 
financial activities. 
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Fig. 14.2. Financial activities prepared and business growth 
 

 
 

Fig. 14.3. Financial statement and frequecy usage on business growth 
 
Fig. 14.3 shows the relationship between the level of frequency usage of financial statement on 
business growth. The graph depicts that a high SMEs business owner-managers’ perceived business 
growth is indirectly proportional to less usage frequency of financial statement measures. This 
indicates that the likelyhood of success of SMEs could be maximised by increased usage frequency 
of financial statement measurement. SMEs that experienced business retardation have lowest usage 
frequency of financial statement, followed by those that experienced slow business growth, while 
SMEs that experience faster growth have higher frequency usage of financial statetment.  
 
Fig. 14.4 shows the relationship between the extent of familirity to business profit and business 
growth. The graph depicts that a low SMEs business owner-managers’ perceived business growth 
relates to a low familiarity with business profit measures. This indicates that the likelihood of success 
of SMEs could be maximised by increased familiarity with business profit measurement. SMEs that 
experienced business growth have the highest familiarity with business profit measures, followed by 
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those that experienced slow business growth, while SMEs that experienced faster growth have low 
familiarity to business growth. 
 

 
 

Fig. 14.4. Extent of familiarity to business profit and business growth 
 

 
 

Fig. 14.5. Profitability measurement and business growth 
 

Fig. 14.5 shows the relationship between the level of profitability measurement and business growth. 
The graph depicts that a high SMEs business owner-managers’ perceived business growth is directly 
proportional to the depth of profitability measurement. This indicats that the likelihood of failure of 
SMEs could be minimised by increased profitability measurement by business owner. SMEs that 
experienced business retardation have the lowest profitability measurement, followed by those that 
experienced slow business growth, while SMEs that experience faster growth have high probability 
measurement. 
 
Fig. 14.6 shows the relationship between the extent of familiarity and usage of financial ratios and 
business growth of the SMEs business owners. The graph depicts that the high number of owner-
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managers’ of SMEs perceived that business growth is directly proportional to the depth of familiarity 
and usage of financial ratios measures. This indicates that the likelihood of failure of SMEs could be 
minimised by increased familiarity and usage of finaicial ratios measurement. SMEs that experienced 
business retardation have the lowest familiarity with usage of financial ratios, followed by those that 
experienced slow business growth, while SMEs that experience faster growth have high familiarity 
and usage of financial ratios. 
 

 
 

Fig. 14.6. Familiarity and usage of financial ratios and business growth of the SMEs business 
owners 

 

 
 

Fig. 14.7. Business performance evaluation measures and business growth 
 
Fig. 14.7 shows the degree of relationship between business performance evaluation measures and 
business growth. The graph depicts that a high SMEs business owner-managers’ perceived business 
growth is directly proportional to the depth of business performannce evaluation measures. This 
indicates that the likelihood of failure of SMEs could be minimised by increased of business 
performance evaluation measurement. SMEs that experienced business retardation have the lowest 
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business performance evaluation, followed by
SMEs that experience faster growth have high business performance evaluation. 
 

Fig. 14.8. Mean frequency of evaluation and preparation of business performance measures 

 
Fig. 14.8 shows the relationship between the frequency of evaluation and preparation of business 
performance measure and business growth. The graph depicts that a high SMEs business owner
managers’ perceived business growth is directly proportional to the depth of fr
and preparation of business performance measures. This indicates that the likelihood of failure of 
SMEs could be minimised by increased frequency of evaluation and preparation of business 
performance. SMEs that experienced business re
and preparation of business performance, followed by those that experienced slow business growth, 
while SMEs that experienced faster growth have high frequency of evaluation and preparation of 
business performance. 
 

Manager 
10%

Owner &Manager
26%
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business performance evaluation, followed by those that experienced slow business growth, while 
SMEs that experience faster growth have high business performance evaluation.  

 
of evaluation and preparation of business performance measures 

and business growth 

hows the relationship between the frequency of evaluation and preparation of business 
performance measure and business growth. The graph depicts that a high SMEs business owner
managers’ perceived business growth is directly proportional to the depth of frequency of evaluation 
and preparation of business performance measures. This indicates that the likelihood of failure of 
SMEs could be minimised by increased frequency of evaluation and preparation of business 
performance. SMEs that experienced business retardation have the lowest frequency of evaluation 
and preparation of business performance, followed by those that experienced slow business growth, 
while SMEs that experienced faster growth have high frequency of evaluation and preparation of 

 
Fig. 14.9. Designation 
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hows the relationship between the frequency of evaluation and preparation of business 
performance measure and business growth. The graph depicts that a high SMEs business owner-
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and preparation of business performance measures. This indicates that the likelihood of failure of 
SMEs could be minimised by increased frequency of evaluation and preparation of business 

tardation have the lowest frequency of evaluation 
and preparation of business performance, followed by those that experienced slow business growth, 
while SMEs that experienced faster growth have high frequency of evaluation and preparation of 
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Fig. 14.9 shows the distribution of the position of SMEs business owner managers covers by the 
research includes: 64 percent of owners, 10 percent of managers and 20 percent of the respondents 
are owner & manager. 
 

Fig. 
 
Fig. 14.10 illustrates that, 62 % of the respondent of SMEs business owners have a successful 
business compared to other business, while 38 % have a negative response about their business 
performance compared to other business.
 

No 
38%

IS YOUR BUSINESS DOING WELL COMPARING TO 

Faster
31%

IS YOUR BUSINESS GROWING
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9 shows the distribution of the position of SMEs business owner managers covers by the 
research includes: 64 percent of owners, 10 percent of managers and 20 percent of the respondents 

 
Fig. 14.10. Competitive advantage 

10 illustrates that, 62 % of the respondent of SMEs business owners have a successful 
business compared to other business, while 38 % have a negative response about their business 

business. 

 
 

Fig. 14.11. Business growth 
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research includes: 64 percent of owners, 10 percent of managers and 20 percent of the respondents 

 

10 illustrates that, 62 % of the respondent of SMEs business owners have a successful 
business compared to other business, while 38 % have a negative response about their business 
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Fig. 14.11 shows the rate of growth of business by SMEs business owner. The research reveals that 
10 % of the business do not experience growth, 59 % have a slow growth, while 31 %of the SMEs 
business owner have a fast growth rate. 
 
14.4.2 Model Specification 
 

BGI = F (FUFR, EFR, FPEPM, BPM, FBP, UFFA, PFA, FFS)                                                (1) 

 

When the equation (1) above is linearized we have the model specified as follow: 
 

BGI i = β0 + β i1(FUFR) + β i2 (EFR) + β i3(FPEPM) + β i4 (BPM) + β i5 (FBP) + β i6 (UFFA) +               
β i7 (PFA) + β i8 (FFS)                                                                                                                                                                     (2) 

 

Where: 
 
PBGI = Perceived Business Growth Index 
FUFR= Familiarity and Usage of Financial Ratio  
EFR = Evaluation of Financial Performance (EFR) 
FPEPM = Frequency of Preparation and Evaluation Profitability Measurement  
BPM = Business Profitability Measurement  
FBP = Familiarity with Business Profitability  
UFFA = Usage or Frequency of Financial Activities 
PFA = Preparation of Financial Activities  
FFS = Familiarity with Financial Statement  
 

14.4.3 Findings and Discussion  
 
14.4.3.1 Normality Test  
 
A normality test was also included in the assumption of the correlational analysis. From the 
descriptive statistics, the skewness and kurtosis values were attained and which indicates whether the 
data is normally distributed or not. According to Hair et. al. (2006), normal distribution is acceptable 
when the skewness and kurtosis values are in the range of +/-3. Therefore, based on the test and, as 
shown in Table 14.3, the data was determined as normally distributed since the values of skewness 
and kurtosis were in the range of +/-3 for each variable. Table 14.3 illustrated the normality results of 
skewness and normality values.  
 

Table 14.3. This table shows Normality Analysis 
 
Variables  Obs Normality analysis 

Pr(kewness)  Pr(Kurtosis)  
Business Growth Index (BGI) 74 0.0066  0.0056  
Familiarity and Usage of Financial Ratio (FUFR) 74 0.0072  0.0021  
Evaluation of Financial Performance (EFR) 74 0.0142  0.0000  
Frequency of Preparation and Evaluation Profitability 
Measurement (FPEPM) 

74 0.0015  0.0340  

 Business Profitability Measurement (BPM) 74 0.0002 0.0001  
Familiarity with Business Profitability (FBP) 74 0.0100 0.0059 
Usage or Frequency of Financial Activities (UFFA) 74 0.0033 0.0000 
Preparation of Financial Activities (PFA) 74 0.0433 0.0322 
Familiarity with Financial Statement (FFS) 74 0.0211 0.0122 

 

14.5 CONCLUSION 
 
Despite the fact that SMEs in the retail sector are assumed to be the second biggest industry in South 
Africa in terms of employment opportunities, contribution to GDP, majority of them are not familiar with 
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financial performance measures and those that are familiar are unable to use these measures. 
Financial Performance measures together with the non-financial performance measures are 
considered as key in terms of managing a business to be successful. The purpose of this study was 
“to establish the extent to which owner-managers of SMEs in the retail industry use FPMs”. A 
positivist paradigm was followed using questionnaires as research instruments to gather data 
purposively distributed to SMEs operating in Cape Town, South Africa.  
 
The data was used to yield descriptive results through Statistical Package for Social Sciences 
(SPSS). The results showed that SMEs lacked the knowledge and understanding of how they can 
properly manage transaction records and that they do recognise the significance of financial 
performance measures. Majority of the respondents recognized the use of financial performance 
measures but some donot. They do recognise income statement, balance sheet and statement of 
income and expenditure as means of performance evaluation but almost about 92% of them do not 
know ratios. Most of those who recognised income statement, balance sheet and statement of income 
and expenditure were unable to use them affected the business negatively. 
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ABSTRACT 
 

Recent literature argues that businesses have embraced socially inclined business practices. 
Similarly, the sport industry has engaged socially responsible business strategies, which studies have 
shown to have some positive marketing related outcomes for the professional sport organisations 
(PSOs). This proposes that PSOs can strategically identify, target, and address social issues that are 
in line with the sustainable development goals (SDGs) to further the government’s SDG agenda. 
Moreover, the study identified a gap in literature and practice about professional sport roles toward 
the achievement of the SDGs. Following an interpretivist approach, the study used a qualitative data 
collection strategy to collect empirical evidence to support the arguments presented in the paper. In-
depth interviews were used to interview 10 key informants in 6 PSOs in South Africa. The findings of 
the study revealed that while PSOs engaged in socially responsible business practices, particularly in 
their marketing strategies, they did not strategically identify or address social issues. The study 
showed that government could partner with PSOs to further their SDG agenda and make 
contributions to sport business literature. Furthermore, the study proposed best practices for making 
contributions to the SDG agenda while remaining relevant in the business environment. 
 
Keywords: Sustainable development goals (SDGs); professional sport; socially responsible 

marketing; South Africa. 
 

15.1 INTRODUCTION 
 
The professional sport industry has shown some significant financial impact over the years, thus 
making professional sport an important contributor to the world’s economy. The value of the 
professional sport industry was over $1.3 trillion in 2017 (Plunkett Research, 2019). The 
contemporary professional sport industry is characterised by global events and tournaments that turn 
over millions of dollars, for example, the 2015 Rugby World Cup generated approximately $2.49 
billion (Arnold & Grice, 2015). The last Rugby World Cup was hosted by Japan in 2019, which was 
forecasted to generate approximately $2.49 billion. It was predicted that the games would create 
much economic benefits for Japan and increase the number of international visitors to the country for 
the period (Arnold & Grice, 2015). Similarly, professional sport organisations (PSOs) have seemingly 
engaged a more profit maximising model (Vamplew, 1988), especially since PSOs are becoming 
globally managed businesses (some are listed in the stock market), which is a growing trend 
especially in professional football. Football clubs such as Borussia Dortmund (a German football 
team), England’s Manchester United, and Italy’s Juventus are trading on the Frankfurt, Borsa Italiana 
and New York Stock Exchanges (Harty, 2014). PSOs in South Africa (SA) have yet to become a part 
of this trend. While the examples above highlight the financial relevance of sport, the sport industry 
has been identified to have an influence that extends beyond the financial scope. In an African 
context, tournaments like the African Cup of Nations (AFCON) have also been used as a conduit to 
express political messages. For example, SA’s multiracial team that won the tournament in 1996 
showed football’s power to bridge the huge economic and social disparities left by apartheid 
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(Tikkanen, 2019). PSOs therefore bear the task to sustain this positive influence in their operations. 
To that end, sport has been identified as having the power to make society more peaceful, cohesive 
and equal (Svensson et al. 2018). This idea is enforced by the Millennium Development Goals (2005) 
(MDGs) that identify sport as a mechanism to encourage development and to address key issues in 
disadvantaged communities. Furthermore, in SA, sport has been recognised as one of the 
fundamental human rights (Department of Sport and Recreation, SA, 2012). The MDGs have been 
updated and are now referred to as SDGs, which to seventeen goals and sport is still identified as a 
fundamental tool in promoting these goals (United Nations, 2015). PSOs are tasked with producing 
sport events and tournaments, which are financially viable while maintaining social relevance. The 
role of sport in the achievement of the SDGs is an under investigated area, particularly from an 
African context. The social engagements of PSOs are well documented in literature (Burke & Logson, 
1996; Walters & Chadwick, 2009; Servaes & Tamayo, 2013; Moyo et al. 2015; Jarvis et al. 2017; Lins 
et al. 2017; Kim et al. 2018), but the success of these activities and their impact on society remains a 
research gap, which this study aims to address. Additionally, the current study revealed that the bulk 
of the research conducted on social engagements of PSOs was in a European context. This study 
presents insights into the professional sport industry of a developing country in Africa, namely SA. 
The main sport codes in SA, identified by Sport and Recreation SA (SRSA) (2012), are soccer, cricket 
and rugby. These sport codes are the most professionalised in the country and were selected for this 
study as the main focus of the study is on professional sport. What's more, the literature reviewed 
revealed some benefits of social engagements for the PSOs (Burke and Logson, 1996; Walters & 
Chadwick, 2009; Servaes & Tamayo, 2013; Moyo et al. 2015; Jarvis et al. 2017; Lins et al. 2017; Kim 
et al. 2018), which appeared to have marketing implications. This study builds on literature by 
identifying some socially inclined marketing strategies, which can be used to address social issues. 
Moreover, the study attempts to address the gap in literature and practice on the role of professional 
sport towards the achievement of the SDGs. The main objective of this study is to identify the role of 
sport business in achieving the SDGs in SA. Another objective is to propose best practices for sport 
businesses to make contributions to the SDG agenda while remaining relevant in the business 
environment. 
 
The study asked the following questions: 
 
 How can PSOs strategically identify, target, and address social issues that are in line with the 

SDGs to further the government’s SDG agenda?  
 How can PSOs incorporate social engagements in their management structure? 
 How can the government harness the influence of sport to achieve their SDG agenda? 

 
The findings of this study might serve to inform other developing countries in Africa, since these 
countries share a similar history and face analogous social issues.  
 

15.2 LITERATURE REVIEW 
 

15.2.1 Sport as a Social Institution 
 

For generations, sport has been identified as a social institution; however, it has recently moved 
towards a more profit maximising model as argued above and it is prudent to analyse the continued 
relevance of sport in society. While, internationally, the social aspect of sport is argued to be focused 
on sponsoring a perception of society and unity and less on development (Hills et al. 2019), it is 
particularly important to understand this notion from a South African perspective. Sport in SA was 
recognised and used for reconciliation and development, especially since the Rugby World Cup 
victory of 1995 (Höglund & Sundberg, 2008). This implies that PSOs function as part of both society 
and the business community.  
 

For a long time, SA was subjected to a government system referred to as apartheid (Jacobs et al. 
2019). This system enforced racial segregation, which led to the ban of SA from international sport 
until 1992 (Jacobs et al. 2019). The history of SA has influenced the sport industry in the country as 
well as the social environment of the country. Since it’s re-entry into international sport, SA has made 
huge advancements in the professional sport industry. SA has won the Rugby World Cup, the Africa 
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Cup of Nations (AFCON) and been very successful at the Olympics, and in, hockey, netball and 
cricket (Nauright, 1997). In 2010, SA made history as the first African nation to successfully hold the 
FIFA Soccer World Cup (Knott et al. 2016), which is arguably one of the largest sport events in the 
world. Despite these successes, there is a lack of research and therefore information on professional 
sport in Africa in general, thus limiting the knowledge available on the professional sport industry in 
the region (Andreff, 2006; Boissel et al. 2018; Winand & Anagnostopoulos, 2019). The limited 
research on South African sport is concentrated on development and society (Booth, 2003; Pelak, 
2005; Hoglund & Sundberg, 2008; Burnett, 2009; Cornelissen, 2011; Burnette, 2015), while the 
business dimension is relatively undeveloped. However, recent studies are showing a shift which is 
indicative of the increasingly professional approach to sport (Knott et al, 2012; Allen et al, 2013; Knott 
et al, 2016; Van der Klashorst, 2018; Blake et al., 2019).  
 

Due to the apartheid laws, discrimination was also present in sport in SA; hence in a bid to reduce the 
discrepancy in participation in professional sport (particularly the three major sports in SA), there has 
been much talk about transformation (Rupert, 2017). The three major sport codes have been under 
scrutiny at one point or another for failing to implement transformation in sport. According to the White 
Paper on Sport and Recreation SA (Department of Sport and Recreation, SA, 2012), the main 
objective of transformation in sport is, “to ensure that equal opportunities exist for all South Africans to 
participate and excel in sport and recreation through the adoption of deliberate transformation 
initiatives.” Hence, every sport organisation has a responsibility as far as transformation in sport is 
concerned. In their 2016-2017 report, reported that out of the 21 national players, 12 black players 
were contracted to the national squad. Success has also been reported success in development 
programmes and Cricket SA has identified 138 talented black players. A programme has also been 
started, which aims to foster love for sport in the previously disadvantaged areas and to develop 
talented young black players. 
 

In 2015, the South African Rugby Union (SARU) launched a strategic transformation plan. The goal of 
the plan was to have increased black participation in all local competitions; in the national team; and 
to have more trained black coaches and referees by 2019. SARU reported that they were still on track 
with their plan in 2018. Rugby was identified as the top performing sport out of the top five targeted 
sports in SA, thus showing that sport in SA is making huge strides towards transformation in the sport 
industry (Rupert, 2017). Martin (2002) proposes that compliance with the transformation requirements 
can be seen as a form of CSR engagement by the sport organisations as it results in a positive impact 
on the targeted communities. The need for transformation, arising from the previously oppressive 
apartheid laws, makes the South African sport market unique and sets the sport industry apart from 
the global sport industry. While transformation is the most visible and documented social engagement 
from professional sport in SA, this study identified PSOs that have prominent social engagement 
initiatives. Six PSOs across the three major sport codes were identified and some of their most 
prominent social engagements are summarised in Table 15.1. 
 

Table 15.1. A summary of South African PSOs CSR activities 
 

Ajax Cape 
Town FC 

SuperSport 
United FC 

Highveld 
Lions Cricket 
Franchise 

The Sharks 
Rugby 
Franchise 

Cape Cobras 
Cricket 
Franchise 

Stormers 
Rugby 
Franchise  

Community 
schools 
scheme 
programme 

Leamogetswe 
Safety Home 
(adopted) 

Regional and 
Hubs and 
Performance 
Centre 
system 

Feeding the 
homeless 

Mini cricket Hubs 
programme 

Ajax CT FC 
soccer samba 
- kick and 
learn  

Soccer 
schools 
tournaments 
in Atteridge 

Bursaries for 
the youth 

Volunteering 
at homeless 
shelters 

Spirited 
cricket 

Coaching in 
schools 

The street 
sweep 
programme 

Cancer pink 
drive 

Mini cricket 
programme 

Save the 
Rhinos 
movement 

Small 
donations to 
hospitals 

Craven week 
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Ajax Cape 
Town FC 

SuperSport 
United FC 

Highveld 
Lions Cricket 
Franchise 

The Sharks 
Rugby 
Franchise 

Cape Cobras 
Cricket 
Franchise 

Stormers 
Rugby 
Franchise  

Holiday 
soccer 
coaching 
clinics 

Atteridge 
Youth 
Lekgotla 
(AYOLE)  

Club cricket Coaching 
clinics 

Team 
volunteer 
programme to 
clinics 

Community 
clubs 

Project 5000 HIV 
awareness 
programmes 

Highveld 
Lions sleep-
out 

Development 
programmes 

Special 
celebrations 
like Mandela 
day and youth 
month 

Bursaries for 
underprivileged 
talented youth 

Initiative to 
reduce crime 

Rebuilding old 
age homes 

Momentum 
eKasi 
challenge 

  Referee 
training 

Source: Adapted from Ajax Cape Town FC (2019); Lions Cricket (2019); Sharks Rugby (2019); SuperSport 
United FC (2019); WPCA (2019); WPRU (2019) 

 
The examples provide evidence that South African PSOs engage in socially responsible initiatives; 
however this study questions where the social involvement of a professional sport organisation fits 
into the organisation’s structure. 
 

15.2.2 Sport Business Management’s Social Responsibility 
 
Slack and Parent (2006:5) define a sport organisation as “a social entity involved in the sport industry; 
it is goal directed, with a consciously structured activity system and a relatively identifiable boundary.” 
Slack and Parent’s (2006:5) definition of a sport organisation recognises the social aspect of sport. 
However, sport has become more commercialised embracing a more profit maximising approach 
(Vamplew, 1988) and has been described as a business by others (Blair, 1997; Smith & Westerbeek, 
2004; Banda & Gultresa, 2015; Pohan & Oktavianty, 2018). However, bearing in mind its unique 
aspects, it can be argued that models and theories that can be applied in business and may need to 
be adapted to account for this uniqueness. Spender (1989) argues that this is not a strange 
occurrence in the business world, as all the different industries have their own unique aspects, thus 
implying that all industries would adapt management theories to account for their unique needs. It 
follows then that the management of sport organisations should adapt models and strategies used in 
contemporary business management. This aspect of sport makes it appear to be a purely commercial 
industry, which has the sole purpose of making a profit. 
 
The question that arises then is if sport is losing its unique social aspect in pursuit of profit and if sport 
can retain this social aspect and still pursue a profit focused model. Arguments presented by Duffy 
(2016) offer that sport is at risk of losing its purpose and therefore its relevance in the business world 
in its pursuit of profit. This argument is made based on the conceptualisation that the purpose of sport 
is socially inclined (Munro et al. 2018; Svensson et al. 2018; Francois et al. 2019; Hills et al. 2019; 
Zeimers et al. 2019). Theoretically, the sport industry should be significantly ahead of the rest of the 
business world where social involvement is concerned, given its well documented social nature. Such 
perceptions are thus a call for investigation into the management approaches used in sport business 
management. Zeimers et al. (2019) argue that PSOs can perhaps learn from engaging in Corporate 
Social Responsibility (CSR) activities and resultantly retain the purpose of the organisation. This study 
proposes that socially responsible marketing strategies like CSR, social marketing, and Cause 
Related Marketing (CRM) can be used to engage in strategic socially responsible business practices. 
 
15.2.3 Socially Responsible Marketing Strategies  
 
Situations where companies align themselves with a worthy cause and raise awareness of said cause 
have been prevalent since 1984 (Grau & Folse, 2007), which resulted in a marketing strategy known 
as CRM. CRM has been identified as an activity that crates a mutually beneficial relationship between 
a company and a charity or a cause (Demetriou et al., 2009). This perception is echoed by Pringle 
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and Thompson (1993) who went on to identify CRM as a positioning and marketing tool. However, 
despite the existing literature on CRM, there is a gap in knowledge on how the concept can be applied 
in sport business marketing (Yuksel et al. 2016). Given the nature and popularity of sport, it can be 
argued that if CRM is well implemented in sport, there is a potential for significant benefits for the 
targeted cause (Bigne-Alcaniz et al., 2010; Yuksel et al., 2016). On the other hand, CRM presents 
sport business with an opportunity to promote their brands and be recognised as good corporate 
citizens (Pharr and Lough, 2012). Social marketing is the second marketing strategy that can be used. 
Social marketing has been identified as the use of marketing principles and technologies to influence 
the behaviour of the target market (Grier & Bryan, 2005; Andreasen, 2018). The outcomes of social 
marketing tend to be intangible as opposed to the outcomes of commercial marketing which can be 
easily identifiable in sales. The outcomes of social marketing have been identified to include changes 
in behaviour and secondary outcomes like brand equity, brand awareness, brand loyalty and 
improved brand image have also been identified (Lough & Pharr, 2010). While the main objective for 
engaging in social marketing is to change behaviours for social welfare of communities, social 
marketing must not be confused with non-profit marketing which is the marketing strategy, which is 
used by non-profit organisations. The two concepts are sometimes confused because their objectives, 
approaches and sometimes outcomes can be very similar (Lee & Kotler, 2011). Social marketing is, 
like traditional marketing, is consumer oriented. The focus is on the exchange process, which is at the 
core of the marketing phenomenon. To facilitate this process, marketers that utilise social marketing 
have to identify a cause that people are very interested in because if the true nature of social 
marketing is engaged, then at its core it emphasises voluntary behaviour (Lee & Kotler, 2011). 
 
CSR has been defined in numerous ways in literature (Smith & Westerbeek, 2004; Carroll, 1979). The 
current study however proposes that CSR is a marketing strategy that can be incorporated to create a 
business strategy that has the capacity to reduce costs, build a reputation in the market for the brand 
while maintaining socially responsible business practices (Dahlshrud, 2006; Kurucz et al. 2008; Jamali 
& Karam, 2018). CSR has been argued to be a strategy that can be used to reduce the threat pf 
external regulation by self-regulating (Wood, 2010). The concept of CSR has evolved to the point 
where it can be strategic, and recent research has identified that CSR outcomes have marketing 
implications (Roy & Graeff, 2003; Hamil et al. 2010; Hanaysha, 2018). The three concepts identified in 
this study are concerned with being involved in the community and addressing social concerns while 
bringing marketing related benefits for the organisation. 
 

15.2.4 The Role of Sport in the SDGs 
 
A resolution entitled ‘Sport as a means to promote education, health, development and peace’ was 
published by the United Nations’ General Assembly in November 2003. This resolution led to               
sport being identified internationally as a tool to bring about development and peace. The year 2005 
was then declared “the year of Sport and Physical education and the production of a report on Sport 
for development and peace: towards achieving the Millennium Development Goals” (Burnett, 
2011:84). The MDGs were reviewed and revised in 2015, which became known as the SDGs, which 
extended the eight goals to seventeen goals. The SDGs as presented by the United Nations (2015) 
include: 
 

1. To bring poverty to an end. 
2. To promote sustainable agriculture and end hunger. 
3. To promote and ensure healthy lives and well-being for all. 
4. To promote inclusive and equal education opportunities.  
5. To empower women and girls and promote gender equality.  
6. To make water and sanitation available to all. 
7. To make modern energy sustainable and affordable for all. 
8. To promote sustainable economic growth. 
9. To promote sustainable industrialisation. 
10. To lessen inequalities in and among countries. 
11. To build sustainable and inclusive settlements.  
12. To ensure maintainable consumption and production. 
13. To act against climate change. 
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14. To conserve and use oceans and marine resources sustainably. 
15. To protect terrestrial ecosystems, sustainably manage forests, fight desertification, and stop 

and reverse land degradation. 
16. To build peaceful, inclusive societies for sustainable development.  
17. To revitalise international partnership for sustainable development. 

 
Having identified the social nature of sport and the part played by sport in the society, the question 
then is how the sport industry contributes to these goals. A report, presented by the Commonwealth 
2018, proposed that it is imperative for a ‘Sport for development’ policy to be incorporated in national 
development plans and for the measurement and evaluation of sport to sustainable development to 
be improved in order to maximise the potential contribution of the professional sport industry to the 
SDGs. Lemke (2016) argued that the role of sport in addressing the SDG agenda must be clearly 
defined to maximise on the potential of the sport industry. He proposed that sport could be most 
effective in addressing goals 3, 4, 5, 11 and 17 due to the social nature of sport.  
 
Previously, Burnett (2011:84-94) investigated four programmes that were developed in alignment with 
the MDGs and are run in SA to bring development to the targeted communities. Two of these 
programmes namely the; ‘Siyadlala’ Mass Participation Programme and the School Sport Mass 
Participation Programme are funded by the Sport and Recreation SA. The other programmes 
identified include a programme implemented in the Eastern Cape, as well as one that focuses on 
youth development through football. The former is commissioned by the Australian Sports 
Commission while the latter is an initiative by the German Development Commission together with the 
European Union. The structures of the programmes allowed for successful delivery of government 
objective of sporting excellence and the development of a framework aligned with the MDGs. Thus, it 
is not difficult for government to leverage the social engagements of professional sport to further the 
SDG agenda. 
 
The sustainability of these programmes was explicitly investigated. Lindsey and Darby (2019) propose 
that sport show the best synergy with goals 3 and 4, but they identify that there is a need for empirical 
evidence of implementation and creating policies to maximise on this synergy. As already mentioned 
above, the professional sport industry is attempting to remain socially relevant. The success of these 
activities and their impact for both the society and the organisations remains a gap in knowledge, 
which future research should attempt to investigate. Moreover, there is no documentation of how the 
targeted communities and causes are selected. 
 
Spaaij and Westerbeek (2010) further argued that there is a deficiency of evidence to show the 
benefits of the sport programmes that are used for social impact. He also identified that should the 
evidence of sport’s impact in the society be identified, there is a need for monitoring and evaluation 
processes to be in place. Davies and Moyo (2017) and Svensson et al. (2018) identified positive 
perceptions from the community with regards to social programmes implemented by Ajax Cape Town 
FC, which is a local football club in SA. A lack of evaluation and monitoring processes was identified, 
which advances the argument made previously by Moyo et al. (2015). Sport programmes used for 
social impact not only have an impact on the society, but the professional sport organisation is 
impacted as well. Thus, there is a need for the organisations to understand, monitor and evaluate the 
impacts that their social activities have on the community and on the organisation’s performance, as 
well in order to maximise the effects for improved organisational performance. Furthermore, there is 
no evidence of how these activities can be aligned with the country’s SDG agenda and how they can 
be harnessed to address pressing social issues. 
 
15.3 METHODOLOGY 
 
This study employed an interpretivist approach as described by Edwards and Skinner (2009), and as 
prescribed by Henning et al. (2004). Qualitative assessments in the form of in-depth, semi-structured 
interviews were engaged to elicit multiple meanings from 10 informants across 6 PSOs in SA. This 
study delineates that certain variables can be measured through quantitative methods like perceptions 
of the community on the social engagement activities of professional sport organisations. The study 
focused on the perceptions of professionals engaged in the social engagements within the selected 
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PSOs in three professional sport codes, namely soccer, cricket, and rugby, which were identified as 
the three major sport codes in SA (Department of Sport and Recreation, SA, 2012).  

 
To make the study more feasible, the population was reduced using a set of criteria, which required 
the selected PSOs to: identify sport as their primary product; be engaged in social engagements; and 
be part of one of the major top tier sport tournaments, for example the Premier Soccer League (PSL). 
Six PSOs were selected across the three sport codes, viz. Ajax Cape town FC; Supersport United FC; 
Highveld Lions Cricket franchise; The Sharks Rugby franchise; The Stormers Rugby franchise; and 
the Cape Cobras cricket franchise. Key individuals who are directly responsible for the social 
engagements of PSOs were purposely selected based on their experience and expertise, so as to 
obtain rich and meaningful responses. 

 
A total of ten interviews were conducted in the six PSOs and this number is deemed to be adequate 
for a qualitative study (Cresswell, 2014). Furthermore, the interviews were carried out until a point of 
saturation was reached and no new information was gained from further interviews as explained by 
Gratton and Jones (2010). The qualitative interviews were guided by a set of predetermined questions 
identified from the literature discussed. However, the semi-structured protocol allowed the interviewer 
to probe, or clarify, the issues raised, and to explore specific areas of involvement, or expertise, of the 
respondents where necessary. The interview questions mainly comprised of questions relating to the 
objectives of this study, which were highlighted in the introduction. Each interview was digitally 
recorded and manually transcribed verbatim. Data collected were reduced, and coded by means of 
the ATLAS.ti version 8 software programme. The resultant long list of codes, themes and categories 
were created and grouped, which were then discussed in conjunction with the existing literature and 
conclusions drawn. 
 
In compliance with ethical considerations, the respondents were informed of the objectives of the 
research prior to the commencement of the interviews and signed consent was then obtained. The 
respondents however had the option to withdraw from the interview at any time. Furthermore, to 
preserve the confidentiality of the respondents they were allocated pseudonyms, viz. R1-R10, which 
will be used for the rest of this study. The study further complied with the ethical requirements of the 
Cape Peninsula University of Technology. In order to ensure the validity and reliability of the data, the 
researcher constantly referred to the interview transcripts, and incessantly compared them to the 
interview voice recordings throughout the data analysis process. 

 
15.4 FINDINGS AND DISCUSSION  
 
The data collected in this study is discussed in collaboration with the relevant literature in this section. 
Some relevant quotations from the interviews will be used to provide some empirical evidence to 
support the discussion. 

 
15.4.1 The Social Nature of Sport in Professional Sport 
 
The respondents were asked about the objectives of the professional sport organisation that they 
represented. Their responses revealed that the objectives of the PSOs embraced both a profit 
maximising and utility maximising approach. This was evident because a social focus as well as a 
profit-making focus could be identified in the responses provided by the respondents. An indication of 
the utility maximising approach was identified when a respondent proposed that their PSO aimed to 
generate players that we good enough to enter the international market, particularly the European 
market. The response also hinted at a profit maximising element since the mention of entering the 
European market implied that profits could be attained from such interactions. A respondent showed a 
strong maximising approach utility when they said: 
 

“The main aim is to nurture talent in the Western Cape area. To give youngsters a chance in 
the Western Cape and bring them through our youth structures to play for our first team and 
for those players to achieve success I think that’s the main objective of our organisation.” [R3] 
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Additionally, another response leaned strongly towards a profit maximising approach. The respondent 
implied that the main objective of their organisation was to become an internally and nationally 
acclaimed brand. All these responses provided evidence to the claims that professional sport 
organisation can engage a profit maximising as well as a maximising approach in their management 
(Prinz, 2019). Furthermore, the findings showed that PSOs were cognisant of the social influence of 
sport. This could be seen when one of the respondent’s stated:  
 

“By uplifting the lives of the people and employing good players we can be competitive in the 
sporting industry.” [R5] 

 
The quoted response provided evidence that the PSOs acknowledged that there is a social aspect to 
sport, and it should be addressed in the objectives of the organisations. It also showed that the 
organisation was aware that by engaging socially responsible practices the organisation could remain 
relevant in the industry, which confirms arguments presented by that it is imperative for the sport 
business to maintain a socially inclined management approach to remain relevant in the business 
world (Lantos, 2001; Engert et al. 2016; Duffy, 2016). A respondent highlighted that the objectives of 
professional sport could include addressing some social concerns such as transformation as 
mentioned in the quoted response below.  
 

“The aim of our organisation is to nurture, develop and promote all our cricketing 
communities, enable transformation, and produce highly competitive teams....” [R6] 

 
Thus, providing evidence to the claims that sport can be used as a driver for social development 
(Jamali & Karam, 2018; Schreck & Raithel, 2018). Moreover, this study found that South African 
professional sport identified social engagement as a continuing process, which emphasises the 
argument made by Engert et al. (2016:2833-2850) that social engagement should be sustainable. 
Social engagement is also important to contribute to the country’s economic development. It was 
shown that the employees in PSOs are also affected by social engagement activities that the 
organisations engaged, because the employees are also part of the community. 
 

15.4.2 Socially Responsible Marketing Initiatives in Professional Sport Marketing 
 
The respondents were asked to identify the initiatives that they engaged in. As already discussed in 
the literature section, the organisations were selected due to their visible social engagement 
initiatives. These initiatives are summarised in Table 15.1. The respondents confirmed these 
initiatives by identifying them as the social engagement initiatives that their respective organisations 
engaged in. Additional initiatives were identified in the responses for example, one respondent 
revealed:  
 

“… we focus on looking at youths and women and child abuse so that is what we are looking 
at and then we support accordingly.” [R6] 

 
Another respondent reported: 
 

“So we go to schools where the children’s parents don’t earn a lot of money, government 
schools that sort of thing.” [R7] 

 
These responses provide support for the proposal brought forward by Lemke (2016) that the sport 
industry is most compatible with objectives 3; 4; 5; 11; and 17 of the SDGs. The respondents went on 
to describe and provide some objectives of these initiatives. The descriptions alluded to the three 
marketing initiatives discussed in literature, namely, CSR, social marketing and CRM. 
 

It was identified that there is a relationship between CRM and social marketing, which is supported by 
literature (Grier & Bryan, 2005; Pharr & Lough, 2012; Yuksel et al. 2016; Andreasen, 2018; Schyvinck 
& Willem 2018). A respondent suggested that CRM and social marketing were essential for the 
existence of CSR in the professional sport organisation. A respondent also postulated that their 
approach towards CSR was completely altruistic, although their engagement in these activities 
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opinions, which is one of the main elements of social marketing (Kotler & Zaltman, 1971; Grier
Bryan, 2005; Pharr & Lough, 2012; Andreasen, 2018). Some of the examples of CRM and social 
marketing activities are summarised in Fig.15.1. The initiatives summarise the social marketing 
activities and the CRM activities that were perceived as part of the respondents’ CSR. 
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These findings confirm the arguments presented in the literature and the conceptualised relationship 
between the three concepts as illustrated in Fig.15.2. 
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and only sought to respond to societal issues. This phenomenon could be seen from the responses 
below: 
 

“To provide sport and opportunities to the community.” [R8] 
 

“Using the platform of our influence to make a positive change to society that will allow our 
societies to move forward.” [R9] 

 
An ultruistic approach to social engagements can be argued to be unsustainable as findings revealed 
that human resources and time were the key factors that influenced the sustainability of socially 
responsible engagements (Moyo et al. 2020). Hence, there must be a form of support and generation 
of funds from sustained socially responsible initiatives. Nevertheless, a respondent proposed that 
while their objectives might be ultruistic, the organisation nonetheless realised some marketing related 
benefits. The responded revealed: 
 

“At the end of the day, even if it’s not your intention, you are putting your name on your CSR 
events then it’s going to be marketing.” [R3] 

 
Another respondent further supposed that some of the objectives of the organisation included 
ensuring exposure for the brand and enhancing the brand’s image while making a difference in the 
targeted communities. Thus, this finding supports arguments presented by Dahlshrud (2006); Kurucz 
et al. (2008); Jamali & Karam (2018), who posit that PSOs build a reputation in the market for their 
brand while maintaining socially responsible business practices. The results also highlight positive 
marketing related outcomes for the PSOs from their socially responsible engagements. The 
respondents suggest that engaging in socially responsible initiatives provide their brands with an 
opportunity to enter new markets, increase brand loyalty from their existing fans and customers since 
they could relate to the brand. These findings are reinforced by the Roy and Graeff (2003); Hamil and 
Walters (2010); Moyo et al. (2015); and Davies and Moyo (2017) who also identified positive 
outcomes for the organisation related to their socially responsible initiatives. 
 
There was no set strategy for cause identification when the respondents were probed about how they 
identified and selected the causes and social issues that were targeted through their initiatives. It can 
then be surmised that there is an opportunity to align their objectives and initiatives with those of the 
government’s SDG agenda. 
 

15.5 CONCLUSIONS AND RECOMMENDATIONS 
 
The findings of the current study showed that South African PSOs engaged in socially responsible 
initiatives. Based on the responses obtained from the interviews, it was concluded that South African 
PSOs were cognisant of the socially responsible nature of sport. It was additionally revealed that 
PSOs achieved some marketing related benefits from the socially responsible engagements. The 
findings of the study further revealed that while PSOs engaged in socially responsible business 
practices particularly in their marketing strategies, they did not strategically identify or select social 
issues to address. The study showed that there is an opportunity for the South African government to 
partner with PSOs to further their SDG agenda. It is suggested that PSOs should educate themselves 
on the SDG agenda and align their social responsibility objectives accordingly. In this way, their social 
engagements can add value towards the SDG agenda and become more sustainable, and the issues 
addressed will be those that the government has identified as important.  
 
The government should take advantage of the PSOs’ socially responsible initiatives and leverage 
them towards achieving their SDG agenda. Arguments presented in the study led to the conclusion 
that while sport has been identified by the United Nations as a driver for community development, 
there is a lack of conceptualisation regarding which goals sport is most compatible with. However, this 
study suggests that sport is most compatible with goals 3; 4; 5; 11 and 17, which is illustrated in Table 
15.2. 
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Fig. 15.3. The conceptualisation role of professional sport in achieving SDGs 
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Table 15.4. Compatibility between sport and the SDGs 
 
SDG Goal Examples of compatible community 

engagement initiatives 
3. To promote and ensure healthy lives and 
well-being for all. 

Feeding the homeless 
Donations to hospitals 
Adopting homes (e.g. Leamogetswe Safety Home) 

4. To promote inclusive and equal education 
opportunities. 

Bursaries for underprivileged talented youth 
Holiday coaching clinics 
Referee training 

5. To empower women and girls and promote 
gender equality.  

Community Clubs 
Kick and Learn Soccer Samba 
Cancer Pink Drive 

11. To build sustainable and inclusive 
settlements.  

Schools Community Scheme Programme 
Hubs and Regional Performance Centre (RPC) 
system 
Initiatives to reduce crime 

17. To revitalise international partnership for 
sustainable development. 

Development programmes (Talent identification) 
Local tournament (Crayven week) 
Naturing young talent (mini-cricket programme) 

 
The study has made contributions to sport literature by conceptualising the sport role in furthering the 
SDG agenda. The relationship is conceptualised in Fig.15.3. The research identified the relationship 
between CRM, CSR, and social marketing and presented unique insights into PSOs in SA. The study 
was limited to PSOs in SA, so it is recommended that future studies should extend to other 
organisations in the continent. A study to investigate how sport is contributing to the SDG agenda, as 
well as how the sustainability of these initiatives can be monitored could be the focus of future studies. 
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ABSTRACT 
 

The South African public service has adopted an outcomes-based approach based on the theory of 
change linking inputs and activities to outputs and outcomes. Hence, increased focus on impact 
assessments emphasising the influence of training interventions thus training efficacy. The research 
purposed exploring the triad facets of training efficacy, viz. organisational, individual and training-
related factors and the impact thereof on training outcome within the context of the South African 
public service. The rationale for afore stated is premised on public service training expenditure which 
is increasingly becoming unsustainable without any indication of the impact i.e. efficacy thereof on, for 
example service delivery. The longitudinal study adopted a quasi-experimental non-equivalent control 
group design in which experimental and control groups were utilized to investigate the link between 
training effectiveness and outcome. The self-constructed questionnaire was specifically designed for 
the project and based on the content of the training intervention. A total of 70 respondents were 
included in the final sample. Using correlation and regression analyses the research estimated the link 
between training effectiveness (i.e. organizational, individual and training-related aspects) and training 
outcome. Results indicated that there is a statistically significant correlation between training-related 
aspects and training outcome. Individual and organizational factors statistically significantly influence 
training-related aspects. The triad facets of training efficacy should be taken into consideration when 
commissioning training to increase the effectiveness of the intervention.  
 
Keywords: Training effectiveness; training outcome; research methodology workshop; public service. 
 
16.1 INTRODUCTION 
 
Roshchin and Travkin (2017) assert that return on training is keystone particularly, since investing 
fiscal resources an employer requires assurance that such an investment yield profit and or return in 
terms of human capital performance a sub-component of talent management. With specific reference 
to return on training, the former is exceedingly difficult to measure as it varies in accordance with 
instructional method and content (Roshchin & Travkin, 2017). Within the context of the public service, 
training expenditure estimates for the 2019/2020 financial year stand at R3.14 billion which is set to 
increase to R3.3 billion in the sequential period according to National Treasury (2018). Despite the 
substantial investment in training there is limited if any evidence as to the return of investment on 
public funding (Jonck, 2017). Especially, since it is asserted that public service training costs are 
increasingly becoming unsustainable (Sheorai, 2007). Internationally, O’Malley, Perdue and Petracca 
(2013) state that a plethora of training interventions do not consistently afford evidence that link 
training purpose with desired outcomes emphasizing training efficacy. Jonck, De Coning and 
Radikonyana (2018) moreover point out a paucity of empirical evidence to validate whether training 
outcomes have been achieved can be found underscoring the lacuna of evidence pertaining to 
training effectiveness and or value. As value for money is a foundational Batho Pele principal 
enshrined by the South African public service in addition to current fiscal constraints it is pivotal to 
measure training efficacy in order to maximise the return of investment regarding public service 
training (Jonck, 2017).  
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Tannenbaum, Mathieu, Salas and Connon-Bowers (1991) as cited in Hook and Bunce (2001) specify 
that training efficacy emphasize comprehending the reason(s) underpinning the attainment of training 
outcomes. Hence, the theoretical supposition would be that training efficacy and or effectiveness 
significantly influence training outcome(s). Furthermore, theoretically triad factors influence training 
efficacy i.e. individual differences, training-related facets and organisational factors (Hook & Bunce, 
2001). A review of available literature suggests that research into organisational training has to date 
not investigated aspects pertaining to training outcome interaction with any degree of rigour (Hook & 
Bunce, 2001). Tharenou, Saks and Moore (2007) suggest that particular emphasis should be given to 
individual and organisational factors relating to training research, models and theory. Hence Jonck 
(2020), for example report on individual (i.e. gender, age, qualification, and previous work experience) 
and organisational (i.e. department and governmental sphere) aspects and the influence thereof on 
training outcome. Results indicate that institutional determinants i.e. department and governmental 
sphere statistically significantly influence the outcome of a training intervention (Jonck, 2020). 
Moreover Jonck et al. (2018) note that previous training which falls under the ambit of training-related 
facets did not statistically significantly influence training outcome. While, Jonck and De Coning (2020) 
identify facilitator effect, a training-related facet, to be a moderating variable relating to training 
outcome. Cowman and McCarthy (2016) investigated individual (i.e. age, educational background, 
position) and training-related (i.e. time since training, tenure, recruitment to training intervention and 
preparation) factors underscoring training transfer which is a pivotal facet of training effectiveness and 
established that these non-cognitive facets have important implications vis-à-vis the profile of the 
workforce, trainee recruitment and talent management. What is more, Theys and Schultz (2020) opine 
that talent management has become a critical success factor in the current corporate environment 
emphasizing the importance of training efficacy.  

 
Talent management, for the sake of clarity, can be defined as the systematic identification of keystone 
positions differentially contributing to organisational sustained competitive advantage, establishment 
of a talent pool of incumbents with aptitude to fill these roles, development of human resource 
architecture to facilitate filling identified positions with competent incumbents, and ensuring 
incumbents’ continued commitment to said organisation (Collings, Mellahi & Cascio, 2017: 5). Theys 
and Schultz (2020) citing Dhanabhakyuam and Kokilambal (2014) identify talent management 
practices to include, inter alia, recruitment and selection, succession planning, training and 
development, performance management, compensation, employee retention, and senior echelon 
involvement. Sripirom, Jhundra-Indra and Raksong (2015) opine that talent management is under-
researched in the African context. Similarly, Shabane (2017) note that most talent management 
research underscore municipalities rather than the public service. Howbeit, talent management in the 
context of the South African public service have been the topic of a number of studies (see, for 
example Kock & Burke, 2008; Koketso, 2011; Shabane, 2017; Van Dijk, 2008) none of the mentioned 
specifically call attention to training and development.  
  
16.2 THEORETICAL UNDERPINNING 
 
Talent management can be defined as the strategic integrated approach to managing a career from 
attracting, retaining, and developing to transitioning the organisations’ human resources (Van Dijk, 
2008). Lesenyeho, Barkhuizen and Schutte (2018) cite Kontoghiorghes and Frangou (2009) when 
defining talent management as the implementation of integrated human resource management 
strategies to attract, develop, retain, and productively utilise employees’ with the required skills and 
abilities to meet current and future organisational requirements. While, Agarwal (2019) define talent 
management as the systematic attraction, identification, enlargement, engagement and deployment of 
employees who are deemed of particular value to the organisation, either ascribed to future potential 
or currently fulfilling critical roles within the organisation. Despite the plethora of definitions 
simplistically, talent management can be described as a deliberate effort to establish human resource 
processes to attract, develop and retain talented employees in an organisation (Jain, Sharma & 
Sharma, 2012). Talent management has been shown to empirically influence, inter alia, organisational 
commitment (Lesenyeho et al, 2018), turnover intention (Lesenyeho et al, 2018), employee retention 
(Rana, Goel & Rastogi, 2013), organisational performance (Agarwal, 2019), organisational 
enlargement (Agarwal, 2019), establishing competitive advantage (Saadat & Eskandari, 2016), job 



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Linking Training Efficacy with Training Outcome under the Ambit of Talent Management 

 
 

 
225 

 

satisfaction (Hariyanto & Said, 2020) and increased knowledge and career development (Hariyanto & 
Said, 2020). 
 
Various authors (see, for example, Dhanabhakyuam & Kokilambal, 2014; Lesenyeho et al. 2018; 
Theys & Schultz, 2020) identify talent management practices to include training and development also 
referred to as talent development. Fletcher, Alfes and Robinson (2018) interpret training as a 
systematic approach to learning and development intended to enhance employee, team and 
organisational effectiveness. Mugizi, Bakkabulindi and Bisaso (2015) opine that organisational training 
underscore leadership development, acquisition of work-related skills and understanding of job 
responsibilities. Hariyanto and Said (2020) found that learning and development part and parcel of 
talent management practices statistically significantly influence organisational commitment positively. 
Thus, training efficacy would hypothetically increase organisational commitment. Cowman and 
McCarthy (2016) confirm assertions by Hook and Bunce (2001) relating to the paucity of in-depth 
studies on factors influencing the evaluation of training efficacy and outcome. While Pillay, Juan and 
Twalo (2012) identify inadequate development of institutional mechanisms to measure training 
efficacy and outcome as the reason for the emaciated status quo. Theoretically triad factors influence 
training efficacy i.e. individual differences, training-related facets and organisational factors (Hook & 
Bunce, 2001). Available literature hypothesizes that facilitator effect (Jonck et al, 2018), instructional 
methods (Cajiao & Burke, 2016), previous training (Hailikari, Katajavuori & Lindblom-Ylanne, 2008) 
and topic engagement (Noe, Tews & Dachner, 2010) statistically significantly influence the outcome of 
a skills development intervention. Aforementioned can be categorized under training-related aspects. 
Whereas Jonck (2020) report on individual (i.e. gender, age, qualification, and previous work 
experience) and organisational (i.e. department and governmental sphere) aspects and the influence 
thereof on training outcome. Results indicate that institutional determinants i.e. department and 
governmental sphere statistically significantly influence the outcome of a training intervention (Jonck, 
2020).  
 

16.3 RESEARCH METHODOLOGY 
 

In light of afore going, the main research question was: “Is there a link between training efficacy and 
training outcome within the context of the South African public service?” The stated was investigated 
by formulated the following research hypothesis: “There is a statistically significantly correlation 
between training efficacy and training outcome with specific reference to the South African public 
service.” Research by Hook and Bunce (2001) note that training efficacy is predisposed by individual 
differences, training-related aspects and organisational factors providing support for the research sub-
questions. The research sub-questions subsume:  
 

 Do individual factors influence training outcome within the South African public service? 
 Do organisational facets effect training outcome in the context of the public service? 
 In which way do training-related aspects influence training outcomes if applicable?  

 
The mentioned research sub-questions were investigated by means of the following research 
hypotheses which were developed in accordance with available literature: 
 

H2 Organization facets, for example governmental sphere and organisational support, 
statistically significantly influence training outcome of a research methodology workshop.  

H3 Individual factors, such as gender and highest academic qualification, statistically 
significantly influence training outcome with specific reference to a research methodology 
workshop.  

H4 Training-related aspects, i.e. facilitator effect and instructional methods, statistically 
significantly impact training outcome viz. research methodology knowledge. 

 

The following research methodology was utilized to investigate the stated hypotheses. 
 

16.3.1 Research Design 
 

The research design of the exploratory study was in accordance with the corpus of knowledge on 
training research, viz. a quasi-experimental non-equivalent control group design. Mertler (2012) noted 
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that quasi-experimentation embodies similar characteristics than experimental research with the 
exclusion of random assignment. Emerson, English and McGoldrick (2015), for example used a 
quasi-experimental study to evaluate the cooperative module in cooperative learning. Similarly, Webb 
and Ronan (2014) utilized a quasi-experimental pilot to investigate the interactive hazards education 
program in Canberra, Australia. A non-equivalent control group design as it is referred to by Salkind 
(2012) is analogous to the pre-test post-test control group design with the omission of random 
assignment. Babbie and Mouton (2011) established that a pre-test post-test design can be deemed 
the standard approach to determine whether an intervention had the desired outcome (i.e. training 
efficacy). Multivariate statistical techniques were performed to conduct data analyses and to establish 
and expound correlations. The unit of analysis was on the micro-level, indicative of the notion that 
training was provided to individuals and therefore the latter was the unit of analysis (Jonck et al, 
2018). Selected variables were measured on a comparable level (Jacobs & Roodt, 2019).  
 

16.3.2 Research Approach 
 
Shabane, Schultz and Van Hoek (2017) expounded that quantitative research is primarily 
concentrated on gathering numerical data and for the most part depend on deductive reasoning, to 
construct an assessment about the probability of an occurrence taking place and the nature thereof, 
moreover to evaluate the correctness of said assessment. Furthermore, the research approach can 
be deemed intrinsically correlational as correlational research is advantageous in order to predict the 
relationship or link between two or more variables. In the research under study the link between 
training efficacy and training outcome was investigated principally. Secondary, the research approach 
sought to measure the relationship between three facets of training efficacy, namely individual, 
organizational and training-related factors.  
 

16.3.3 Research Strategy 
 
A descriptive case study research strategy was adopted characterised by an in-depth account of 
experimental data in a particular context and or instance (Coulard, 2016). Yin (2003) proposed that a 
case study method is appropriate when examining the manner in which one variable influence another 
i.e. training efficacy and the influence thereof on training outcome. Various authors have utilized a 
descriptive case study research strategy within a teaching and learning context. For example, 
Armfield (2007) used a descriptive case study to investigate the technology integrated learning 
environment at a Sentinel Middle School. While, Coulthard (2016) utilized the same to study the 
implementation of web-based software in a computer literacy course at a tertiary institution.  
 
Since a quasi-experimental non-equivalent control group design was employed, multiple groups were 
included in the study as recommended by Mertler (2012) in order to mitigate against the usage of non-
random sampling. More specifically, the three groups subsume an experimental or treatment group 
that received the treatment condition, a control group receiving no intervention, and a third 
comparison group receiving a substitute treatment. Literature notes that the benefit of incorporating a 
comparison group include the provisioning of an additional level of evaluation in order to enhance the 
explanation with reference to the efficacy of the treatment condition, thus increasing the robustness of 
the cause-effect relationship (Mertler, 2012). In accordance with the quasi-experimental characteristic 
assessment took place prior to and after the two-day training or treatment condition in the case of the 
experimental group. The control group receiving no intervention completing the questionnaire on a 
cross-sectional basis i.e. once without repeat measures. The comparison or counterfactual group 
received an alternative research methodology intervention part of an accredited programme howbeit 
comparable. Questionnaires were distributed by the facilitators personally elucidating the purpose of 
the research project and ethical guidelines. The research strategy was implemented in keeping with a 
paper-and-pencil approach. Participants volunteered to partake in the research project and identified 
research methodology knowledge or the lack thereof as a training need.  
 

16.3.4 Sampling and Research Participants 
 

Convenience non-probability sampling was utilized to comprise the final sample (n = 70). Ross (2005) 
as cited in Victor and Hoole (2017) noted that this technique involves selecting participants from a 
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target population based on convenience and access. As such, only respondents who partook in the 
intervention and or requested training needs analysis with specific reference to research methodology 
knowledge were included in the study. The aggregated response rate for the sample in totality was 
78.45 per cent. The same for the experimental group was 96.9 per cent and 60 per cent for the control 
group. The four demographic variables included in Section A of the measuring instrument subsumed 
gender, age, highest academic qualification and previous work experience. In respect of sample 
demographic distribution emphasizing gender, 44.93 per cent (n = 31) of the sample were male and 
55.07 per cent (n = 38) female. The age distribution was normal with, 8.57 per cent (n = 6) of the 
sample in the 25 years or younger category, 21.43 per cent (n = 15) of the respondents were between 
the ages of 26 and 35, 32.86 per cent (n = 23) were between 36 and 45 years of age, 30.00 per cent 
(n = 21) were between 46 and 55, while 7.14 per cent (n = 5) were between 56 and 65 year of age. As 
to highest academic qualification, most participants held an Honours Degree (n = 24; 34.28 per cent), 
followed by a Bachelor’s degree (n = 15; 21.43 per cent), a Magister qualification (n = 12; 17.14 per 
cent), a diploma (n = 9; 12.86 per cent), a post-graduate qualification (n = 7; 10 per cent), and a 
Grade 12 diploma with certificates (n = 3; 4.29 per cent). Pertaining to previous work experience, the 
response categories were recoded from seven alternatives to three main classifications, viz. private 
sector, public service and self-employed. Results revealed that 17.19 per cent (n = 11) of respondents 
were previously employed in the private sector, the majority of the sample (n = 44; 68.75 per cent) 
conversely specified their previous employment were within the public service. Lastly, 14.06 per cent 
(n = 9) of the sample were self-employed prior to being employed in the public service. By way of 
introduction, the vast majority of respondents (n = 47; 67.14 per cent) had attended a workshop on 
research methodology prior to attending the most recent workshop. Only, 32.86 per cent signifying 23 
respondents had no previous training. 
 

16.3.5 Data Collection Instrument 
 
The training outcome viz. research methodology knowledge was measured by means of an 
unabridged self-constructed questionnaire previously validated by Jonck et al. (2018) and specifically 
developed in accordance with the content of the training intervention. Demographic information such 
as age, gender, highest academic qualification, and previous work experience was requested. Section 
B of the questionnaire comprised 28 items measuring two factors, namely qualitative and quantitative 
research methodology knowledge (Jonck et al., 2018). A sample item underscoring quantitative 
research methodology encompasses: “Sample size is pivotal in a quantitative research design.” On 
the other hand, an example of the qualitative research methodology section includes: “Inferences 
made in qualitative data analysis should be accompanied by qualitative data examples (excerpts from 
text) to support it.” A four-point Likert scale (1 = strongly agree; 4 = strongly disagree) was utilized. 
Ten inverse items were included in the scale. Weijters and Baumgartner (2012) proposed that inverse 
(negatively stated) items contribute to measurement validity by intensifying thought patterns and 
beliefs related to the construct under study. Other research underscored that inverse items reduce 
acquiescence bias (Baumgartner & Steenkamp, 2001; Podsakoff, MacKenzie, Lee & Podsakoff, 
2003). Salazar (2015) caution against the inclusion of inverse items as it was found to affect the 
internal consistency of scales. Previous research yielded a combined Cronbach alpha reliability of 
0.88 with an inter-item consistency of 0.225 (Jonck et al., 2018). The reliability estimates for the 
research under study were 0.89 for the experimental group and 0.717 for the control group with an 
aggregate Cronbach Alpha coefficient of 0.818. 
 

16.3.6 Methodological Rigor and Ethical Consideration 
 
Methodological rigor in quantitative research according to Marquart (2017) refers to the 
meticulousness of a study in terms of planning, data gathering, statistical analysis and reporting. 
Methodological rigor in the study under discussion was ensured by the implementation of the entire 
research process by the principal researcher. Marquart (2017) furthermore identified reliable and valid 
measurements as an objective indicator of methodological rigor. As such, the measuring instrument 
was validated with findings published by Jonck et al. (2018), while reliability was determined by 
means of Cronbach’s Alpha coefficient to examine the consistency of responses. Pursuant to the 
implementation by the principal research, which was also one of the facilitators of the workshop, the 
purpose and ethical considerations i.e. informed consent, anonymity and confidentiality were 
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explained at the onset of the training intervention. It was furthermore indicated that participation was 
voluntary and participants could withdraw at any stage without fear of reprisal (Van der Walt, 2018). 
 

16.3.7 Data Analysis 
 
Descriptive statistical analyses were carried out in order to sketch a demographic profile of the 
sample. Moreover, measures of central tendency encompassed the mean, median, standard 
deviation, skewness and kurtosis. Inferentially, a Pearson Product-moment correlation was performed 
to determine a statistically significant association between training efficacy and the respective facets 
thereof and training outcome (i.e. research methodology knowledge). In order to further investigate 
the correlation both standards and hierarchical regression analyses were applied. The rationale for 
the standard multiple regression analysis was to establish the degree to which the variance in training 
outcome can be attributed to training efficacy. While, hierarchical regression analysis was utilized to 
isolate the individual contribution to the variance by each facet of training efficacy. Regression 
analysis can be considered the benchmark statistical technique made use of for estimating the 
relationship amongst variables and vary from standard to highly complex equations. Mostly, 
regression analysis proposes investigating how the typical value of the dependent variable adjustment 
when any one of the independent variables vary, while other independent variables are constant 
(Denizhan & Doğru, 2017). The estimate target is a function of the independent variable termed the 
regression function (Montgomery, Peck & Vinning, 2012). 
 

16.4 FINDINGS 
 
The aim of the research under study was to explore the link between training efficacy subsuming 
individual factors, organizational facets and training-related aspects as well as training outcome. 
 

16.4.1 Descriptive Statistics 
 
Descriptive statistics i.e. measures of central tendency including the mean scores, median, standard 
deviation, skewness, kurtosis for training effectiveness, training outcome (viz. research methodology 
knowledge), individual factors, organizational facets and training-related aspects were computed and 
illustrated in Table 16.1. 
 

Table 16.1. Measures of central tendency for training effectiveness and outcome 
 
 Variables Min Max Median Mean Std. Skewness Kurtosis 
Organizational facets 3.00 11.00 7.0 6.3431 2.136 -0.062 -0.761 
Individual factors 8 17 12 12.55 2.201 -0.095 -0.758 
Training-related aspects 5 12 8.00 8.21 2.172 0.344 -1.133 
Training effectiveness 18 37 27 27.10 3.979 0.149 -0.528 
Training outcome 8.00 73.00 58.00 54.00 12.797 -1.362 1.731 

Std., standard deviation 

 
As per Table 16.1, the mean scores for organizational facets and training outcome were below the 
median indicative of a positive score as the continuum ranged from positive to negative. However, the 
same for individual factors, training-related aspects and training effectiveness were above the medium 
indicative of a negative score. With reference to skewness and kurtosis, results suggest that the data 
was normally distributed and had a normal peak. Per se, Prett (2016) provided the guideline for 
interpreting skewness and kurtosis which is calculated values between -1.96 and 1.96 indicate that 
the distribution is not meaningfully different from a normal distribution. The skewness ranged between 
-1.362 and 0.344. While, the kurtosis ranged between -1.133 and 1.731. 
 

16.4.2 Correlation Analysis 
 

To determine the correlation between the variables i.e. training effectiveness encompassing the triad 
facets and training outcome a Pearson’s product-moment correlation was computed (see Table 16.2). 
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Table 16.2. Correlation coefficients of training effectiveness and training outcome 
 

  Individual  Training-
related 

Organizational Training 
effectiveness 

Training 
outcome 

Individual factors r 1 
 

    
p     

Training-related 
aspects 

r -0.225
*
 1 

 
   

p 0.023    
Organizational facets r -0.024 0.439

**
 1 

 
  

p 0.814 0.000   
Training effectiveness r 0.418** 0.657** 0.764** 1 

 
 

p 0.000 0.000 0.000  
Training outcome r -0.194 0.292

**
 0.089 0.100 1 

  p 0.051 0.003 0.375 0.317 
r, Pearson’s correlation value; p = statistical significance; *p ≤ 0.05; **p ≤ 0.01; Practical significant correlation 

guidelines, r ≤ 0.10 (small effect); r ≤ 0.30 (medium effect); r ≤ 0.50 (large effect) 
 
As can be seen from Table 16.2, training-related aspects had statistically significant associations with 
both individual and organizational facets. The first mentioned correlation was statistically significant on 
the 95th percentile, while the direction was negative and the strength was weak (r = -0.225; p ≤ 
0.023*). The last mentioned correlation was statistically significant on the 99th percentile, though the 
direction was positive and the strength was medium (r = 0.439; p ≤ 0.000**). As can be expected, all 
the aspects of training effectiveness (i.e. individual, organizational and training-related facets) 
correlated under the umbrella term. More precisely, the correlations were on the 99th percentile 
statistically significant, the directions were positive and two out of the three aspects had large effects. 
While, individual factor as variable only had a medium effect. In terms of the training outcome, only 
training-related aspects statistically significantly correlated with the first mentioned (r = 0.292; p ≤ 
0.000**). 
 

16.4.3 Multiple Regression Analysis 
 
To answer the primary research hypothesis: “Training effectiveness statistically significantly influence 
training outcome”, multiple regression analysis was utilized (see Table 16.3). 
 

Table 16.3. Multiple regression of training outcome as dependent variable and training 
effectiveness as independent variable 

 
Model 1 Unstandardized 

Coefficients 
Standardized 
Coefficients 

t p F R R2 

β Std. Error β 
(Constant) 45.272 8.764 -  5.166 0.000  

1.103 
 

0.100 
 

0.010 
Training 
effectiveness 

0.322 0.320 0.100 1.006 0.317 

*p ≤ 0.05; **p ≤ 0.01; β, Beta; t, t-value, p, statistical significance; F, f-value; R, R-value; R
2
, R-square 

 
Results displayed in Table 16.3 indicated that the umbrella term, training efficacy, did not statistically 
significantly influenced the training outcome i.e. research methodology knowledge. Thus, the 
presented results refuted the primary research hypothesis. 
 

16.4.4 Hierarchical Regression Analysis 
 

In response to the secondary research questions on whether individual, organizational and training-
related factors can predict the training outcome, hierarchical regression analysis was calculated and 
tabulated in Table 16.4. 
 

Table 16.4 summarizes the hierarchical analysis with individual, organizational and training-related 
factors as predictors of training outcome. Training-related aspects were entered in Step 1 and proved 
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to be a statistically significant predictor of training outcome, explaining 85% of the variance in training 
outcome. Individual aspects were entered in the second step and did not yield a statistically significant 
result, explaining an additional 17% of the variance. Lastly, organizational facets were entered in the 
third model and once again did not yield a statistically significant result, explaining only an additional 
1% of the variance. 
 

Table 16.4. Hierarchical regression with the triad factors of training efficacy as independent 
variables and training outcome as dependent variable 

 
Model Unstandardized β Standardize β t p ΔR

2 
p 

1 (Constant) 39.867 - 8.339 0.000  
0.085 

 
0.003** Training-related 

factors 
1.722 0.292 3.057 0.003** 

2 (Constant) 51.166 - 5.401 0.000  
 

0.017 

 
 

0.170 
Training-related 
factors 

1.544 0.262 2.683 0.009** 

Individual aspects  -.784 -0.135 -1.380 0.171 
3 (Constant) 51.540 - 5.382 0.000  

 
0.001 

 
 
0.731 

Training-related 
factors 

1.643 0.279 2.545 0.012* 

Individual aspects  -.767 -0.132 -1.339 0.184 
Organizational 
facets  

-.221 -0.037 -.345 0.731 

*p ≤ 0.05; **p ≤ 0.01; β, Beta; t, t-value, p, statistical significance; F, ΔR
2
, R-square change 

 

16.5 DISCUSSION OF RESULTS 
 
According to the results presented in the previous section, there appears to be no statistically 
significant link between the umbrella term training efficacy and training outcome refuting the primary 
research hypothesis. As far as could be established, similar findings have not previously been 
reported. Thanenou et al. (2007) expand on prevailing scepticism about the link between training and 
results criteria i.e. training outcome. While Alliger, Tannenbaum, Bennet, Traver and Shortland (1997) 
opine that most training interventions are unable to directly influence results level criteria. Undeniably, 
research relating to the effect of training on results criteria remains scant (Thanenou et al, 2007). To 
investigate the hypothesised link further correlation analysis yielded a statistically significant link 
between training outcome and a sub-component of training efficacy, namely training-related aspects. 
Hierarchical regression analysis confirmed that 85% of the variance in training outcome could be 
explained by training-related aspects. Individual aspects explained an additional 17% of the variance, 
while organisational facets only explained an additional 1% of the variance. Moreover, both individual 
and organisational factors statistically significantly correlated with training-related facets. Previous 
research confirmed the results of the current study. More specifically, facilitator effect (Jonck et al, 
2018), instructional methods (Cajiao & Burke, 2016), previous training (Hailikari, Katajavuori & 
Lindblom-Ylanne, 2008) and topic engagement (Noe, Tews & Dachner, 2010) have been shown to 
statistically significantly influence the outcome of a skills development intervention. Aforementioned 
could be categorized under training-related aspects. However, Jonck et al. (2018) refuted results 
pertaining to previous training as the stated did not yield a statistically significant finding in the 
research reported on. Moreover, contrary to the results presented Jonck (2020) indicate that 
organisational determinants i.e. department and governmental sphere statistically significantly 
influence the outcome of a training intervention. In light of the above, only the fourth research 
hypothesis was accepted, rejecting the remaining two hypotheses.  
 

16.6 CONCLUSION 
 
The research study was prompted by the paucity of studies underscoring talent development under 
the auspices of talent management. Although, talent development is a significant research area in 
human resource management and Industrial Psychology, research on talent development has been 
the exception than the rule. Acknowledge caveats that should be taken into consideration when 
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interpreting the results subsume the delimitation of the study as well as the sample size which could 
not be deemed representative of the population. Future research endeavours could focus on 
expanding and validating the measuring instrument. Moreover as suggested particular emphasis 
should be given to individual and organisational factors relating to training research, models and 
theory. 
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ABSTRACT 
 

The study was aimed at investigating the talent attraction and retention strategies used at a tertiary 
institution in South Africa. In order to realize the aforementioned goal, a qualitative research 
methodology was employed with the aid of semi-structured interviews. The researcher used a 
convenience sample of 10 participants. The participants were directors and representatives from 
administrative, academic and support staff and the idea to include these participants was premised on 
the idea that they are the ones exposed to talent management issues. Obtained data was analysed 
using NVIVO version 11 through the principle of content analysis. The results of the study indicate 
that the major strategies used for talent attraction at this university include both the internal and 
external methods. With regards to talent retention, the university also use both financial and non-
financial incentives to attract talent.  
 

Keywords: Talent attraction; talent retention; financial rewards; non-financial rewards; tertiary 
institution. 

 

17.1 INTRODUCTION 
 

This research reports on the different strategies for talent attraction and talent retention used in a 
university environment in South Africa. The identity of the university will not be disclosed for ethical 
reasons. The services of the university include teaching and learning, research and community 
engagement among others.  
 

The structure of the organization includes a university council, different schools namely: Medicine, 
Oral Health Sciences, Pharmacy and School of Science and Technology and Health Care Sciences. 
The university is relatively new and it started its operations on the 1st of January 2015 and it 
specialises in training health sciences professionals. Apart from different schools, the university have 
may departments responsible for rendering academic and administrative function that is in line with 
the university mission and vision. The university strives to be a benchmark university offering health 
related qualifications in South Africa. 
 

The university is expected to engage employees in most of the initiatives deemed necessary by 
management. If vacancies arise, they must first be advertised internally to allow employees the 
opportunity for career development. In situations where the right candidate is not found internally, 
external recruitment will be considered.  
 

In this university, top and senior management levels are involved in decision making. The academic 
staff of the university are responsible for teaching and learning, research and community engagement 
whilst the administrative staff provides support to all the levels within the university. 
 

The study was aimed at investigating the talent attraction and retention strategies used at a tertiary 
institution in South Africa. The results of the study indicate that the major strategies used for talent 
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attraction at this university include both the internal and external methods. With regards to talent 
retention, the university also use both financial and non-financial incentives to attract talent. 
 

17.2 LITERATURE REVIEW 
 
Warnich, Carrel and Hatfield (2015) defined talent attraction or recruitment as the process undertaken 
by the human resources department of an organisation in enticing potential employees of the 
organisation who are qualified and proper for the position in the organisation. The response from 
potential employees of an organisation depends largely on the work to be performed and the 
“employer brand” (Mbona, 2012; Saurombe, Barkhuizen & Schutte, 2017; Onah & Anikwe, 2016; 
Warnich et al., 2015). 
 
Recruitment usually encourages potential employees of an organisation to seek employment whilst 
the aim of selection, on the other hand, is to identify and employ the top calibre of staff that suits the 
positions advertised in that particular organisation (Sachane, Bezuidenhout & Botha, 2018). 
 
Literature shows that an organisation with a good brand or image stands to attract top talent to ensure 
that the competitive advantage of that organisation is maintained; as such, a university is no 
exception. Literature noted that the image of tertiary education institutions emanates from the 
conversion of excellent ideas from the private sector to academia (Lesenyeho et al., 2018; Saurombe 
et al., 2017). 
 
The higher education brand is often regarded as supreme because of various judgements based on 
outlook, opinion and image related to the university brand in the view of ordinary citizens and 
audiences over a period of time (Harsh & Shah, 2011; Onah & Anikwe, 2016). 
 
Stolz, Hendel and Horn (2010) noted that the internationalisation of tertiary education institutions has 
also contributed to the global ranking of the university in the international arena. It is therefore 
important that the top management of tertiary education institutions should reveal the mission, vision 
and strategy of the university to all concerned stakeholders in an effective way possible (Balmer, 
2012). Organisational image is a constant procedure that portrays the determinations of senior 
management to arrest the distinctiveness of the organisation in an attractive manner (Barmer, 2012; 
Lesenyeho et al., 2018; Stolz et al., 2010). 
 
Biraghi and Gambetti (2015) further maintained that branding the organisation is often regarded as 
the most important resource which organisations possess to differentiate themselves from their 
competitors. Amzat (2015) posits that branding of the organisation is imperative for the survival of the 
tertiary education institutions and the provision of unique products and services that are exceptional 
as compared to those of their rivals. Makondo (2014) noted that tertiary education institutions should 
be in a position to entice qualified employees who ensure competitiveness and quality of these 
institutions in the long overhaul (Amzat, 2015; Onah & Anikwe, 2016; Lesenyeho et al., 2018). 
 
Onah and Anikwe (2016) noted that although tertiary education institutions strive to maintain 
excellence, finding qualified scholars remains hamstrung by a plethora of challenges. Universities in 
Africa are operating in conditions that are under-resourced (Lesenyeho et al., 2018; Selesho & Naile, 
2014). Mapesela and Strydom (2005) maintained that employment equity and remuneration policies 
remain significant in luring and retaining of academics in traditionally underprivileged groups in South 
Africa (Selesho & Naile, 2014; Mapesela & Strydom, 2005). 
 
Makondo (2014) noted that the organisational image of tertiary education institutions remains stalled 
by unattractive remuneration policies and lack of incentives in the production of knowledge 
(Lesenyeho et al., 2018). Covey and Merrill (2006) alluded to the fact that despite all this, 
organisational image improves the trust, dependability, talents and strategies for the future in the 
minds of stakeholders (Makondo, 2014). 
 

Literature shows that when the image of organization is exceptional, employees will be retained. 
Talent retention as actions or plans engaged by the management of an organisation in order to 
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prevent employees from departing from the organisation; it includes issues like efficiently rewarding 
employees, upholding interactions and securing a healthy working environment for the good of the 
employees (Cascio, 2003).  
 
Talent retention has also been defined as attempts by management in guaranteeing that workers stay 
in an organisation and minimising intentional turnover (Jackson & Schuler, 2000). In support of the 
above definition, Pienaar and Bester (2008) define the retention of workers as efforts that are focused 
on guaranteeing that workers remain in the organisation and avoiding and minimising intentional 
turnover. Makondo (2014) reported that attraction and retention of workers involve practices such as 
job description, job analysis, job grading and selection for the workers to feel fairness in the 
organisation context (Erasmus et al., 2015; Makondo, 2014). 
 
Ehlers (2011:4) defined staff retention as “all the strategies, action plans and methods used to retain 
talent or valuable employees in the organisation in order to achieve and sustain competitive 
advantage”. Employee retention denotes all efforts by management to ensure that the organisation 
looks attractive to the employee with the aim of retaining them in the long overhaul (Ehlers, 2011; 
Erasmus et al., 2014). 
 
Samuel and Chipunza (2009) defined employee retention as a way an organisation use to provide a 
favourable environment to employees which absorbs employees in an organisation. Samuel and 
Chipunza (2009) further maintained that the goal of employee retention is to look for alternative ways 
to prevent talented personnel from quitting the organisation. Ivanovic (2007) defined retention as a 
way of keeping the loyalty of present employees in an organisation and convincing them not to work 
for another company or organisation (Erasmus et al., 2015; Samuel & Chipunza, 2009; Ivanovic, 
2007).  
 

17.3 MATERIALS AND METHODS 
 
The study sought to investigate the strategies employed for talent attraction and talent retention at a 
tertiary institution in South Africa. This study therefore employed a qualitative research methodology. 
The research approach chosen involves the gathering of data through conducting semi-structured 
interviews. Semi-structured interviews entails investigating individual experiences, opinions, feeling 
and perceptions (Leedy & Ormrod, 2014). 
 
Before the collection of data, the tertiary institution’s management was contacted and informed about 
the purpose of the study. The tertiary institution was purposefully contacted to seek permission to 
undertake this study. Owing to the likely benefits that could accrue from the research results, 
permission to conduct the study was granted by the tertiary institution promptly.  
 
A total of 10 semi-structured interviews were conducted face to face with the research participants. 
The participants were drawn from the management of the university from different departments. 
Among the participants were also representative from the academic, support and administrative 
permanent staff of the university. This allowed diverse opinions and perspectives to be gathered on 
the topic. The semi-structured interviews were conducted in different settings agreed upon and which 
were convenient to the participants. 
 
The sample of participants who shared their experience regarding the major strategies employed for 
talent attraction and talent retention at a tertiary institution in South Africa were interviewed in English 
language. The choice of using English language was done because all the participants were 
comfortable in providing responses in that language.  
 
The duration of each interview session was approximately 45 minutes but it could take up to an hour 
for those respondents who have a lot to discuss. A digital recorder was used to record all the semi-
structured interviews undertaken. The interviews took almost a 2 months thus from April to May 2018. 
Considering the fact that the study was qualitative, the interviews questions focused on perceptions, 
opinions, ideas and feelings of the participants in respect to the research questions. Table 17.1 
indicates the demographic details of the participants of the semi-structured interviews.  
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Table 17.1. Demographical details of participants for semi-structured interviews 
 
Key Characteristic Category Number Percentage 
Rank Director 7 70 

Lecturer 1 10 
Administrator 1 10 
General Worker 1 10 

Gender Male 7 70 
Female 3 30 

 
Race 

African 5 50 
White 4 40 
Indian 1 10 

 
Work experience 

Less than 2 years 1 10 
3-5 years 1 10 
6-10 years 3 30 
11-15 years 5 50 

 
Collected data during the semi-structured interviews were analysed by NVIVO software version 11. 
Content analysis is a method of identifying, analyzing, and reporting patterns within collected data. It 
minimally organizes and describes data set in rich detail (Braun & Clarke, 2006). Content analysis 
was deemed suitable for the particular study because it addresses questions related to people’s 
experiences, views and perceptions. Various themes emerged and categorized and accounted for the 
perceived challenges of implementing an integrated talent management strategy in a tertiary 
institution in South Africa. 
 

17.4 RESULTS AND DISCUSSION  
 
This research reported a number of strategies employed at the tertiary institution with regards to talent 
attraction and retention. The major methods used for talent attraction at this university include both 
the internal and external methods. With regards to talent retention, the university also use both 
financial and non-financial incentives to attract talent. 
 

17.4.1 Themes for Talent Attraction Strategies 
 
17.4.1.1 Theme 1: Internal Method 
 
Some of the respondents noted that the university normally tries to identify talent within the 
organisation before vacancies are posted in national newspapers.  
 
17.4.1.1.1 Sub-theme 1.1: Notice boards 
 
The transcribed data from the semi-structured interviews reveal that the university relies on the use of 
the notice board if talent is to be acquired within the university. This is evident in the following 
comment:  
 

“Under the internal method, we normally post our positions on the notice boards and we also 
promote from within the university”. (R3)  

 
This comment was supported by another respondent who said that as soon as the decision to acquire 
a new employee is determined, the university will then decide if the new employee can be acquired 
from within or externally. This is evident when the participant said that: 
 

 “Once the need to fill a vacancy has been identified within the organisation, what HR usually 
looks at is whether or not to acquire the required people internally or externally. So now if they 
identify potential candidates internally, the vacancy can be advertised within the organisation 
and opportunities will be limited to those that currently work in the organisation as a means of 
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empowering them or promote them because it is usually not acceptable when you have an 
individual staying in the same position for more than 20 years”. (R5) 

 
The respondent’s view is that the university priorities employees who are from within the organisation 
if they qualify for a vacancy that arises. In light of the above, this will provide a good platform for 
employees to grow since they anticipate promotional opportunities. 
 

17.4.1.2 Theme 2: External Methods 
 
Respondents had the view that if the internal method of finding personnel fails at the university, the 
university will not have any option but to recruit from outside the organisation through the use of 
national newspapers, recruitment agencies, headhunting and referrals. 
 
17.4.1.2.1 Sub-theme 2.1: National Newspapers 
 
The use of national newspapers in advertising post has been noted as one of the methods of 
attracting talent from the external world at the university. Some respondents stated that the university 
utilises national newspapers if they want to advertise and acquire talent. One of the respondents 
stated that: 
 

“We advertised a post and then two people answers because it was in December; we have 
only put it in the newspaper”. (R1) 

 
This statement was supported by another respondent who said that if the university decides to hire 
externally, they advertise in various media platforms like the newspaper. This is evident when the 
participant said that: 
 

“In instances whereby we see to recruit from outside, we advertise on relevant media 
platforms like newspapers”. (R5). 

 
The idea of the university advertising in newspapers is widely supported by respondents as evident in 
the comments from one of the respondents who stated that: 
 

 “To be honest, I don’t think there is really much to say about the major talent acquisition 
strategy used at the university than to advertise in newspapers”. (R4) 

 

The overall view from respondents is that the university priorities the use of national newspapers 
when the university decides to recruit externally. The greatest advantage of recruiting externally is that 
new employees from the outside will bring new perspectives and experience. Also, recruiting from 
outside provides a good platform for the organisation to choose from a wider pool of job applicants. 
 

17.4.1.2.2 Sub-theme 2.2: Recruitment Agencies 
 

Some respondents stated that the university uses recruitment agencies if they want to acquire talent 
from outside. Although the use of recruitment agencies can be seen to be costly to the university, it 
possesses the advantage that the university is likely to get well-qualified and talented staff since 
recruitment agencies specialise with the selection of competent staff. This is evident when one of the 
respondents had this to say: 
 

 “If you have a specific need that you have to fill, you can go to a recruitment agency, for 
example, you can always approach them and say listen I have an employment opportunity for 
you which you will be interested in even if you work somewhere else”. (R7)  

 

The use of recruitment agencies has been supported by a number of respondents as evidenced by 
one of the respondents who stated that: 
 

“Sometimes for some reasons another method that we can also use as an external method is 
that we can contact recruitment agencies. I cannot mention them by names but we also use 
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recruitment agencies so that they help us to find a suitable candidate for a particular position”. 
(R3) 

 
The view of the respondents above indicates that the use of recruitment agencies is the most 
commonly used method of acquiring external talented employees at the university. Although costly, 
recruitment agencies are specialists in helping organisations to search for talent. 
 
17.4.1.2.3 Sub-theme 2.3: Headhunting 
 
The use of headhunting has also been seen as a common method if the university needs to acquire 
talent externally. Some respondents stated that university uses headhunting if they want to acquire 
talent from outside. One of the respondents stated that: 
 

 “Those who are hunting for jobs will see on our website and hence they will respond directly 
and we will conduct interviews. For top positions, for instance, positions of Vice-Chancellor 
(CV) or Deputy Vice-Chancellor (DVC), those people are very few in the country with qualities 
that match the position of a VC in terms of experience and academic merit. Normally we use 
other methods like headhunting”. (R3) 

 
Headhunting has been viewed as one of the common methods of attracting talent externally. In 
support of the above notion, one of the respondents stated that: 
 

“I think at the highest, they do headhunting, I am not sure if they do that at lower level but 
definitely for DVC and VC, I think they do a little bit of headhunting but at departmental level, I 
don’t think so”. (R1) 

 
The general perception from the comments from the respondents above shows that headhunting is an 
effective way of acquiring talent externally. It gives an organisation an opportunity to hunt for the best 
talent in the job market. 
 
17.4.1.2.4 Sub-theme 2.4: Referrals 
 
Some respondents stated that the university uses referrals if they want to acquire talent from outside. 
One of the research respondents has this to say: 
 

“We also consider getting referrals from other organisations, but we will only prefer referrals if 
it happens that there was an attempt to advertise before but we didn’t get responsive CVs, in 
other words, CVs that actually meet our requirements”. (R5) 

 
In light of the above comment, the respondent had a view that referrals are only considered at the 
university if all other methods are tried and do not yield any positive results. Although referrals are 
cheap, they have a disadvantage that the referee can refer a person with less qualifications and 
experience hence putting the organisation at risk of underperformance from the incumbent. 
 
The findings of this study reveal that there are two major methods used to acquire talent at the 
university that include the internal and external methods. This finding is consistent with the findings of 
Erasmus, Schenk and Tshilongamulenzhe (2014) who also proposed two main methods of acquiring 
talented staff. 
 
The study found that the use of the notice boards is one of the methods used in acquiring talent at the 
university especially when promotion within the university needs to take place. This finding is 
consistent with the findings of Erasmus et al. (2014) who believed that notice boards play a crucial 
role in enticing employees for promotional purposes. 
 
Although career inventory did not come out as a research outcome in the particular research, 
Armstrong (2006) postulated that career inventory plays an important role in acquiring talented staff. 
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Cascio (2018) maintained that career inventory is simply a record listing of employees with specialities 
and capabilities in various fields where potential job candidates are drawn from. 
 
In the research, it was found out that recruitment agencies play a pivotal role in acquiring talent within 
an organisational context like universities. This finding is consistent with literature as Beardwell and 
Claydon (2007) noted that these recruitment agencies work on behalf of job hunters for a fee. It is vital 
to note that recruitment agencies create a pool of potential job candidates over a period of time.  
 
The findings of this research reveal that internet plays a major role in acquiring talented employees of 
the university. This finding is consistent with the finding of Cascio (2018) who reported that the 
internet has become the major recruitment method since millions of potential job candidates are 
surfing various webs to explore possible opportunities for work. 
 
Although walk-inns did not come out as a method of acquiring staff in this study, literature posits that 
prospective employees often apply directly to the organisation of their choice by filling in forms with 
the hope that vacancies will arise (Erasmus et al., 2014). 
 
Professional bodies also play a very crucial role in the acquiring of talented employees within the 
organisational context. Armstrong and Taylor (2014) noted that expert requiring fields like accounting, 
engineering and scientific institutions often look after the interests of their members by tracking all 
advertised positions in the field and informing its members. 
 
Although headhunting did not come out significantly as a way of acquiring talented employees at the 
university, it is reported in literature that headhunting is one of the most common methods of acquiring 
staff, especially for scarce skills. Cascio (2018) alluded to the fact that senior appointments within the 
organisational context are often done through specialised headhunting. 
 
Themes for Talent Retention: Respondents had different feelings regarding the current talent 
retention strategies employed at the university. 
 
In a broad sense, respondents highlighted that there are two main strategies of retaining talent, 
namely financial rewards and non-financial rewards, which include counter offers used to ensure that 
competent staff remain. 
 
17.4.1.3 Theme 3: Financial Rewards 
 
Some respondents stated that the university uses financial rewards if they want to retain talent in the 
organisation. The use of attractive remuneration has been seen as an attractive way of retaining key 
personnel who are able to drive the strategic objectives of an organisation. 
 
17.4.1.3.1 Sub-theme 3.1: Basic Salary and attractive total guaranteed package 
 
Some participants perceived the use of salary and attractive total guaranteed package as one of the 
most important tools in attracting top talent at the university. When asked about the talent retention 
strategies used at the university, one of the respondents stated that: 
 

“We have an attractive total guaranteed package that is commensurate with a lot of position 
but obviously in terms of our compensation structure, it is very competitive in the labour 
market”. (R5) 

 
The use of an attractive salary package is being used in many organisations in the 21

st
 century to 

attract top talented employees who can drive the organisation forward. In support of the above idea, 
one of the research participants stated that: 
 

“…we have a basic salary that is competitive”. (R3) 
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The views expressed above shows that respondents felt that the use of salary and attractive total 
guaranteed package as a common method of retaining key staff. The statements raised above make 
sense since most of the people are working to earn a living hence a good salary will make them live 
up to their fullest potential. 
 
17.4.1.3.2 Sub-theme 3.2: Performance Bonus 
 
Some respondents stated that the university uses performance bonuses as a way of retaining talent in 
the organisation. One of the respondents said: 
 

“There is a performance bonus if an employee, for instance, exceeds the expectation of his or 
her role. Obviously, we give that employee performance bonus and for academics in 
particular, if there is a good research output there would be a bonus for that”. (R3) 

 
The view expressed above shows that employees need to be recognised for a job well done. 
Performance bonus is often given to employees who show exceptional performance. A performance 
bonus is seen as a token of appreciation for excellent work for those employees who receive it. A 
performance bonus is a motivating tool to those employees who wish to receive it but their 
performance might not be exceptional because these employees will always aim to work very hard for 
management to recognise them in future. This research found the use of financial rewards as one of 
the retention strategies that can be used to retain talented staff at the university. This finding is 
consistent with the findings of Schlechter, Hung and Bussin (2014) who defined remuneration or 
financial rewards as the cash payments provided by the employer to the employee in exchange for 
the labour offered to the organisation. Schlechter, Hung and Bussin (2014) further noted that the most 
common form of remuneration is a salary or a fixed pay and the amount is often determined by the 
organisation’s pay structure. 
 
It is important to note that money is viewed in three components, namely, affective, symbolic and 
behavioural. The affective aspect suggests that some people view money as valuable whilst, on the 
other hand, there are some people who view money as evil and bad. The symbolic component 
suggests that money is associated with characteristics that most people strive for which include 
among others achievement, recognition, status, respect, freedom and control of power. The 
behavioural component focuses on people’s actions such as investing the money they get (Mitchell & 
Mickel, 1999). 
 
Schlechter, Hung and Bussin (2014) noted that remuneration has been considered as the major 
determinant that employees of the organisation consider the most when they want to make a move to 
leave their current job. In this particular research, it was reported that remuneration in the form of a 
total guaranteed package and performance bonus has a lot of influence on retaining staff at the 
university. 
 
17.4.1.4 Theme 4: Non-Financial Rewards 
 
Apart from the provision of financial rewards, respondents felt that money alone cannot be the only 
motivator for employees to come to work. In other words, the use of financial rewards only cannot 
retain talented employees of the organisation. Some respondents stated that the university uses non-
financial rewards if they want to retain talent in the organisation. 
 
17.4.1.4.1 Sub-theme 4.1: Generous leave 
 
Some respondents felt that the provision of generous leave makes the university being able to attract 
and retain top talent. When asked about the non-financial rewards offered at the university, one of the 
respondents stated that: 
 

“We get quite a lot of leave which most of the people in the corporate environment wouldn’t 
get”. (R2). 
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The perception of the use of generous leave to retain key personnel has been shared by another 
respondent. In support of the view of generous leave, one of the research respondents stated that: 
 

“We have generous leave. For instance, if an academic want to write articles, we have 
sabbatical leave for some professors so that they can enhance their research ability in their 
respective departments. We also have maternity leave according to the Basic Conditions of 
Employment Act which is up to four months”. (R3) 

 
As enshrined in the Basic Conditions of Employment Act no. 75 of 1997 (as amended), the provision 
of leave to employees is one of the key fundamentals required from the employers. The provision of 
leave ensures that employees will have time to rest at home and have their families. The views 
expressed above from different respondents show that employees value leave the most as a way of 
retaining key personnel of the organisation. 
 
17.4.1.4.2 Sub-theme 4.2: Study Assistance 
 
Some respondents stated that the university uses study assistance as a way of retaining talent in the 
organisation. One of the respondents stated that study assistance is often considered as they have 
this to say: 
 

“Yes, benefits are there, for instance, those who got kids in school (I mean University), their 
kids get a certain percentage which changed. But before it was better because I think they are 
getting about 100% if they enrolled at any institution but now that benefit has been reduced to 
only if they enrol at this institution and if they go somewhere else, I think it’s about 40%. I 
suppose it emanated from abuse because that benefit was good actually but people were 
abusing it because it was even including accommodation for the children where they are 
studying at other institutions”. (R4) 

 
The issue of study assistance received great support from other respondents during data collection. 
Respondents viewed study assistance as one of the tools for retaining key personnel. In support of 
the idea mentioned above regarding study assistance, one of the respondents noted that: 
 

“We also have study assistance for a staff member or for his or her dependent and that is also 
a non-financial benefit that we ensure that we are trying as much as possible”. (R3)  

 
To reduce the burden of employees paying for their dependent’s study fees, employees at the 
university are offered study assistance to their dependents and as such this may ensure the retention 
of the university staff as they will be anticipating this benefit.  
 
The study found a number of retention strategies employed at the university which include, among 
others: financial rewards, non-financial rewards and counteroffer. An interrogation with literature 
shows that despite the retention strategies found in this research, there are other methods that can be 
used by management to retain talented employees. 
 
This research also found the use of non-financial benefits/rewards as one of the retention strategies 
used at the university. This finding is consistent with literature as the WorldatWork (2011:5) postulates 
that non-financial or employee benefits are “programs an employer uses to supplement the cash 
compensation that employees receive”. Warnich et al. (2015) point out that non-financial rewards or 
benefits provide quantifiable value for employees and include, inter alia, pension schemes, health and 
welfare plans and sick pay or company cars or company houses.  
Warnich et al. (2015) further report that non-financial rewards serve as an attracting tool for 
employees and potential employees of an organisation as they provide for the actual or perceived 
needs of employees such as security and assets, for instance, company cars and houses in addition 
to pay. 
 
It is vital to note that employees view the non-financial rewards they receive as the extent to                
which the organisation values their input into the organisation (Jensen, McMullen & Stark, 2007). 
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WorldatWork (2007) conducted a research on employee attraction and retention and it was reported 
that 95% of the research participants indicated that medical plans have a moderate to high impact on 
employee attraction and retention. 
 
Literature found the role of recognition as retention strategy used by many organisations in retaining 
its key personnel (Elebge, 2010). Elebge (2010) further noted that employees and managers consider 
performance appraisal as a process of obtaining a salary increase or cash bonuses as a reward for 
their performance and as such if it is not linked to pay or rewards, it will become valueless. 
 
Literature further posits that rewards and a robust recognition system form the core panacea of 
retaining talent in a university. Rewards offered to top-performing employees can promote the talent 
management initiative set by the organisation if they are well administered (Kirkland, 2007). Kirkland 
(2007) further highlighted that employees value incentives and bonus packages unlike promotion 
which removes them from the positions they like the most. 
 
Rewards are provided to deserving employees based on merit because they become a motivating 
factor in promoting employees to continue with required behaviour (Locke & Latham, 1990). In light of 
that observation, management should strive to ensure that rewards and recognition given to 
employees are actually valuable to them. 
 
Coetsee (2004) noted that managers should always try to find out what motivates employees so that 
these employees will even do work to the best of their ability. On the other hand, employees should 
regard rewards as important for them to be greatly inspired by the gesture. 
 

17.5 CONCLUSION 
 
This study was aimed at investigating the talent attraction and retention strategies used at a tertiary 
institution in South Africa. The results of the study indicate that the major strategies used for talent 
attraction at this university include both the internal and external methods. With regards to talent 
retention, the university also use both financial and non-financial incentives to attract talent. 
 
Results further shows that with regards to talent attraction, the university relies with use of the notice 
board as internal strategy of attracting talent. The university also uses national newspapers, 
recruitment agencies, headhunting and referrals as external methods of attracting talent. In terms of 
talent retention, the use of basic salary and performance are the major methods of retaining talent at 
the university. Furthermore, the university relies with the use of generous leave and study assistance 
as main methods of retaining employees.  
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ABSTRACT 
 

Tourism is one of the largest industries in the world and contributes 10.4% of the global Gross 
Domestic Product (GDP), providing 313 million jobs globally. The tourism industry is of substantial 
importance to South Africa’s economy as it contributes 2.9% of the country’s GDP and employs 4.4% 
of the country’s formal and informal workforce. Destination branding indicators (DBIs) are critical 
determinants in the success of any tourist destination. Given the importance of tourism to the 
economic growth of South Africa (SA), this study aims to identify DBIs that can increase the 
competitiveness of Nelson Mandela Bay Metropole (NMBM) as a tourist destination. A survey was 
conducted by means of a structured self-administered questionnaire. As no sampling frame was 
available to inform the researcher, convenience sampling was deemed most appropriate. The final 
sample comprised of 155 respondents. Seven valid and reliable DBIs were identified, which could 
increase the competitiveness of NMBT. With regards to individual items, water quality, security and 
the availability of health care in NMB were raised as important issues to improve the overall brand of 
NMBM. This exploratory study offers a distinct contribution to the literature on DBIs. NMBM should 
actively address the identified seven DBIs, as this, in turn, could stimulate job creation and generate 
more profit for tourism companies in the Eastern Cape Province.  
 
Keywords: Competitiveness; destination branding; indicators; Nelson Mandela Bay; tourism. 
 

18.1 INTRODUCTION AND PROBLEM STATEMENT 
 
Tourism is one of the leading global industries (Statista, 2019:1). It has contributed 10.4% of the 
global Gross Domestic Product (GDP) and has created over 300 million jobs world-wide (World Travel 
and Tourism Council, 2018:1). Thus, it is clear that tourism has a substantial influence on  international 
commerce and is one of the primary sources of income generation  for many developing countries, 
including SA. The latter benefit has led to an  increase in diversification and competition among tourist 
destinations (Ferreira & Perks, 2020:8). The World Travel and Tourism Council (2018:2) poses that 
tourism, as a significant economic activity, can increase revenue generation and employment. 
Tourism is vital to the economy of South Africa (SA) as it contributes 2.9% of the country’s GDP and 
employs 4.4% of the country’s formal and informal workforce (STATS SA, 2018:1), with the potential 
to grow employment in this industry to 2.1 million jobs by 2028 (Government of South Africa, 2019:1).  
 
Nelson Mandela Bay Metropole (NMBM) boasts unique local culture, historic buildings and exquisite 
natural surroundings (West2Wild Coast, 2015:1; Nelson Mandela Bay Tourism, 2019a:1;). Despite the 
potential of the NMBM, local authorities and businesses have failed to maximise its resources (Calitz 
et al., 2019:2). NMBT (2018:9) states that the aim of the Nelson Mandela Bay Tourism (NMBT) is 
simultaneously to improve its global competitiveness ranking and also eradicate poverty (Njoya & 
Seetaram, 2017:1). Gaebler (2018:1) states that “despite the extensive nature of tourism, NMB has 
not reached its maximum competitiveness.” It is faced with challenges of unemployment, poverty and 
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crime (Eleftherios & Athina, 2015:286). In fact, NMBM is considered to be one of the poorest cities in 
SA (Calitz et al., 2019:2). 
 
Destination Marketing Organisations (DMOs), such as NMBT, does not own products. Therefore, the 
use of images, slogans, promotional material and campaigns has become the vehicle used to create 
brand awareness and positioning in order to attract tourists to specific areas in the region. In addition, 
due to NMB not having an official geographical listing, inconsistent brand-positioning ensues, which 
leads to NMB increasingly facing an erosion of brand equity as a tourist destination (NMBT 2018:26). 
Therefore, it is important to position the destination effectively in the target consumers’ minds. The 
strong attributes that are perceived as important by visitors, which give the destination a competitive 
edge, should be identified (Chacko & Marcell, 2007:224; Saqib, 2019:132). If effective brands are 
created, destinations benefit in three ways, namely, through increased potential to differentiate among 
destinations with similar offerings, through enhanced emotional relationships with visitors, and through 
increased yield for tourism enterprises (Campelo et al., 2014:156). Furthermore, the majority of the 
DMOs that have embraced destination-branding have not applied the concept holistically (Kankhuni, 
2020:1). It is clear, therefore, that destination-branding serves to create a destination image that 
positively influences consumer destination choice (Almeyda-Ibáñez & George, 2017:14). Ferreira and 
Perks (2020) developed a conceptual model of twelve destination branding indicators (DBIs) that can 
influence the competitiveness of a destination.  
 
This has led to the research in question: Which DBIs can be identified as valid and reliable that could 
improve the competitiveness of NMBM? 
 
The primary objective of this paper is to determine which DBIs, as identified by Ferreira and Perks 
(2020), are both valid and reliable and thus could increase the competitiveness of NMBM. For the 
primary objective to be achieved, the following secondary objectives were pursued: 
 
 To conduct a literature review on destination-branding indicators; 
 To select a fitting methodology and research design for the study; 
 To describe the demographic profile of the respondents; 
 To establish the validity and reliability of DBI empirically; and 
 To determine empirically which items are most significant to destination-branding in NMBM.  

 
In the following section, a literature review is provided, the focus being on the DBIs as identified by 
Ferreira and Perks (2020). Thereafter, the methodology adopted in this study is presented, followed 
by the results. Lastly, a conclusion is provided. 
  
18.2 LITERATURE REVIEW  
 
Tourist destinations are inherently complex, consisting of a wide range of tourism products and 
services that meet tourists’ needs by offering a tourist experience (Kozak & Baloglu, 2011:9). Thus, a 
destination's offer is an incorporation of tourism products and services which are consumed under the 
brand name of the destination, providing tourists with an integrated experience (Pereira et al., 
2012:90).  

 
Destination branding (DB) is one of the activities within the concept of destination marketing, which is 
aimed at promoting a tourist destination which is achieved by the creation of a linked brand to the 
specific tourist destination (Capasso, 2018:1). The purpose of this is to provide value to the 
destination so that travellers can easily recognise and share the brand identity of the destination 
(Capasso, 2018:1). DB is thus concerned with detecting the strongest and most competitively 
appealing resources of the destination. This is done to make the destination stand out above other 
competing destinations (The Place Brand Observer, 2020:1).  

 
As mentioned earlier, this study has utilised a conceptual model developed by Ferreira and Perks 
(2020), which identified DBIs that could influence the competitiveness of a tourist destination. Ferreira 
and Perks (2020) identified the following twelve destination branding variables that could influence the 
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competitiveness of a tourist destination: health and hygiene; safety and security; accessibility; 
infrastructure; accommodation; quality of the visitor's experience; climatic and environmental 
conditions; cultural heritage and creative tourism resources; governance; and social, economic and 
technological indicators from an in-depth thematic analysis. A recommendation of the study by 
Ferreira and Perks (2020) was that the model be tested quantitatively. A questionnaire was 
subsequently constructed based on all twelve of the DBIs. An exploratory factor analysis (EFA) 
revealed seven valid and reliable constructs (indicators), namely, cultural heritage and creative 
tourism resources, health and hygiene, accommodation, technology, climatic and environmental 
conditions, and safety and security. As a result of the item loadings, items created to measure 
governance and social indicators were merged into one indicator, subsequently renamed governance 
and social policy. For this paper, only the seven valid and reliable indicators which emerged from the 
EFA are discussed.  

 
18.2.1 Health and Hygiene  
 
The tourism industry should promote reasonable health and well-being for all. An inclusive, cross-
sectoral and people-centred method which focuses on both the tourists’ and the local residents’ health 
and hygiene is needed (Jaeger, 2020:1). According to Jovanović et al. (2015:376), the number of 
healthcare facilities available within a tourist destination is important, as the absence of these can 
deter tourists from visiting such destinations. The healthcare sector can affect the brand image of the 
destination based on visitors’ experiences of the provision of a healthy and hygienic environment 
(Page, 2009:152). Because of this, several tourist destinations are attempting to develop medical 
services to enhance destination competitiveness. If tourists become ill, the country’s health sector 
must be able to ensure they are adequately cared for, as measured by the availability of physicians 
and hospital beds (World Economic Forum, 2019:x). According to Cooper et al. (2008:375), health 
and hygiene are of utmost importance for a tourist destination, as this indicator deals with 
requirements which include sanitary and hygienic conditions, the standard of medical care and 
availability of quality drinking water. It is therefore imperative that governments, in conjunction with the 
tourism industry, critically analyse any health hazards and develop effective preventative measures to 
be implemented in the destinations (Jaeger, 2020:1). The growing mobility of tourists is a major risk 
factor as it can contribute to the spreading of infectious diseases and epidemics (Jaeger, 2020:1). 
This is evident from the spread of viral pandemic such as SARS in 2003, Swine flu in 2009, MERS in 
2012, and Covid-19 in 2020.  

 
Like many other cities, NMB faces various health issues. Nevertheless, the healthcare sector has 
excellent and well-qualified healthcare professionals who set high standards in their professions, and 
all of whom are registered with the South African Health Professions Council (African Institute for 
Health and Leadership Development, 2015:4). 

 
18.2.2 Safety and Security  
 
According to several authors (Dwyer & Kim, 2003:397; Dimitrov, 2009:890; Hussain et al., 2015:2), 
elements of tourist safety include low crime rates, visible policing and effective crime prevention units 
in general. Applying the results of Ferreira and Perks’s (2016:277) study in the South African context, 
safety and security refers to the extent of types of crime, visual policing, the effectiveness of crime 
prevention units, and media coverage of crime rate statistics. These variables can deter a potential 
tourist from visiting SA. Crime statistics from the South African Police Services (SAPS) indicate a 
gradual decline in the total number of serious crimes between 2001 and 2010 of around 18% (Moyo & 
Ziramba, 2013:5). According to SaferSpaces (2015:1), safety and security has always been a 
pressing issue in South African communities. SA poses no greater security threat to international 
tourists than any other tourist destination does, provided that tourists avoid, as in any country, certain 
areas, places and routes where incidents of crime are considered high risk (Ferreira & Harmse, 
2000:82; Shaw et al., 2012:200; Ferreira & Perks, 2018:2). However, crime in SA is a hurdle for the 
country’s tourism industry. Crimes such as robbery, human trafficking, murder and sexual harassment 
influence the brand of the country (Ferreira & Perks, 2016:277).  
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Creating a safe city is a developmental pillar of the NMBM administration, which dovetails well with 
the City's primary priorities of boosting tourism and creating jobs (NMBT, 2018:15). According to 
Gaebler (2018:17), NMBM strives to provide well-resourced facilities to ensure the safety of local 
residents and international tourists. Municipal policing is a costly option to improve safety in NMB as 
there are limited municipal resources. The municipal focus is on crime prevention through patrols, 
sector policing and the availability of emergency services provided to ensure the safety of all local 
residents as well as international tourists.  
 

18.2.3 Accommodation  
 
Accommodation can be considered as the most essential aspect of any individual or group travel 
arrangements (Perlitz & Ellitiot, 2000:2). The term “accommodation” refers to the services provided for 
visitors who spend the night(s) at any destination (Hermann & Du Plessis, 2016:4). Accommodation is 
also described by Middleton and Clarke (2001:387) as any establishment offering overnight stays on a 
commercial basis to groups of tourists. The accommodation sector covers all forms of accommodation 
establishments from top-graded hotels to self-catering chalets and camping sites.  
 
The accommodation sector of the tourism industry is the biggest operational section within the 
industry (Lubbe, 2005:114). The economic grasp of the accommodation sector is exceptionally broad. 
Its supply chain produces business activities for many other sections of the economy, and in 
particular, the retail, recreation and restaurant sectors (World Travel and Tourism Council, 2011:7). 
Cooper et al. (2008:346) are of the opinion that NMBM offers a wide variety of graded accommodation 
establishments to suit every budget and taste. Examples are the top hotels such as Southern Sun and 
Radisson Blu. More details are given by NMBT (2019b:1), which lists five-star game lodges, guest 
houses, and bed and breakfast establishments in the countryside. In addition, NMBT (2019b:1) 
advertises the availability of camping sites and caravan parks located near the beaches for outdoor 
activities. At the lower end of the range, NMB also offers backpacker accommodation enabling 
travellers to explore the City and its activities. Backpacker accommodation enables tourists to 
experience outdoor activities at affordable prices with dormitory-styled rooms with shared bathroom 
and kitchen facilities (SA –Venues, 2019:1). 
 

18.2.4 Cultural Heritage and Creative Tourism Resources 
 
Resources are assets that can be altered to produce benefits (Lalita et al., 2018:7). There are many 
types of resources and each country has its own set of these that help to attract tourists to a 
destination. According to Hong (2009:111), cultural and creative resources, in particular, are strong 
forces of attraction for a destination. Cultural heritage can be described as the way of life of a 
community that is passed on from generation to generation. This includes traditional food, historical 
culture, traditional music, painting, and many others (Dupeyras & MacCallum, 2013:34). Heritage 
tourism is a part of cultural tourism and is considered one of the oldest types of tourism in the world. 
After the end of apartheid, when SA became a democratic country, many museums were developed 
across the country to explain what happened before and after 1994 (Viljoen & Henama, 2017:5). SA 
has many cultural heritage sites, such as the Robben Island Museum, the Cradle of Humankind and 
the Castle of Good Hope. One example of NMB cultural heritage is Route 67 within the City, which 
provides a tourist trip through the City that educates people about colonialism and resistance. The 
cultural heritage in NMBM also includes museums, galleries and art (NMBT, 2019a:1).  
 

18.2.5 Climatic and Natural Environmental Conditions 
 
When tourists travel, they make sure that the destination’s climate and environmental conditions are 
favourable for all their planned activities (Scott & Lemieux, 2010:145). According to Gooroochurn and 
Sugiyarto (2005:30), the climate is a key driver for tourists and an important competitiveness indicator. 
Climate can be described as the average weather in a particular destination, and it includes 
information on sunshine, rainfall, and the temperature in different seasons. Climate changes are due 
to natural and external factors, such as solar emission, or due to human activities, such as pollution 
(Climateurope, 2019:1). SA has a variety of climate regimes, namely, mediterranean, subtropical and 
temperate. The country generally has cool nights and warm sunny days, depending on the season 
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(SA-Venues, 2019:1). The NMB climate offers opportunities for a variety of outdoor activities, such as 
hiking, surfing and fishing (NMBT, 2019c:1). 

 
The climate of the world is changing due to global warming. This is defined by Shahzad (2015:2) as 
the slow increase in temperature of the earth caused by an increased level of pollutants. The effect of 
global warming has led to the NMBM launching a Go Green campaign in 2008, which aims to 
communicate resourcefully and efficiently, initiatives to help conserve the environment for future 
generations (NMBT, 2019b:1). Years of work in NMB has paid off as two of its previously neglected 
beaches, namely Wells Estate and Bluewater Bay, were given blue flag pilot status in October 2018. 
A blue flag beach is a beach that represents excellent environmental standards, is safe and secure, 
and has lifeguards in attendance (Capa, 2018:1). 

 
18.2.6 Technology 
 
Technology indicators signpost the advancement of a country in its acquisition of developed and new 
technological systems such as the use of the mobile phone and Internet (Gooroochurn & Sugiyarto, 
2005:30). Innovative methods which will enable the destination management to support and promote 
their tourism product are important for the survival of the tourism industry. The latter will lead to an 
increase in the destination’s share in international tourism demand and ensure an increase of the 
level, quality and diversification of services and product offerings (Sorrensen, 2007:25; Bothma, 
2011:8). 

 
The use of modern technology, such as e-tourism is important because it enables consumers to have 
access to information about travel and tourism world-wide (Dupeyras & MacCallum, 2013:53). 
According to Rama Sastry and Sushil (2018:1), mobile applications are irreplaceable tools for the 
tourism industry to engage with the consumer. These applications are of major importance for both 
tourists and companies because it enables them to do many tasks, including flight and 
accommodation bookings. Tourists also require destinations with good banking facilities that allow 
people instant access to their money. According to Gauteng Tourism Authority (2020:1), SA has a 
modern, sophisticated banking system. The major retail banks are ABSA, First National Bank, 
Nedbank and Standard Bank. Furthermore, free- or open Wi-Fi access is one of the most desired 
tourism product prerequisites with pictures of hotels and restaurants appearing on social media sites 
in real-time, allowing consumers to document their travels (Du Toit-Helmbold, 2015:1). 
 
18.2.7 Governance and Social Policy 
 
The public tourism sector consists of all the tourism-related businesses, organisations and structures 
for the delivery of goods and services that are owned by the government. On the other hand, the 
private tourism sector consists of businesses or organisations owned and controlled by private 
individuals or organisations (Surbhi, 2016:1). According to Ferreira and Perks (2017:31), public and 
private cooperation is recognised as essential for the tourism industry. Cooperation in tourism can be 
defined as a joint activity of different organisations or individuals in order to achieve related goals, 
based on many factors such as joint venture, agreement, or exchange of information (Kaufmane & 
Eglite, 2016:94). According to Menon and Edward (2014:2), there are benefits of cooperation between 
private and public organisations. Two of these are private entities obtaining long term remuneration, 
and the ability to increase finances in areas where budget is restricted for the public sector. Despite 
the fact that the NMB is endowed with natural and cultural resources with high tourism potential, it has 
not yet been optimally exploited to generate a significant impact on the economic growth and 
development in the region. This could be attributed to issues of governance in relation specifically to 
tourism (Ferreira & Perks, 2017:30). 

 
The quality of life at a destination influences the tourists’ experience and can add value to the 
destination (Gooroochurn & Sugiyarto, 2005:31). The social impacts of tourism can affect the host 
community in the way they live, work and think. This impact can be positive or negative (Zaei & Zaei, 
2013:15; Ahmed, 2015:33). Kumar and Hussain (2015:362) emphasise that tourism not only creates 
jobs and revenue but also contributes to the improvement of the infrastructure of the destination which 
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has a positive impact on the way local residents view the development. Furthermore, tourism grows 
when residents have a positive attitude towards it which leads to the creation of trust between tourists 
and residents. Unfortunately, however, the local community is often the last to be notified of any 
tourism developments despite the fact that they are the first to be affected by it (Zaei & Zaei, 
2013:15). These social impacts have been defined as the manner in which tourism and travel affect 
changes in collective and individual value systems, behavioural patterns, community structures, 
lifestyle, and quality of life (Hall & Lew, 2009:52). The following section will discuss the methodology 
adopted in this study. 
 

18.3 METHODOLOGY  
 

This paper has adopted a positivistic research paradigm in conjunction with a quantitative research 
method. Both descriptive and exploratory research designs have been used for this study. A 
descriptive research design has been used because the study lists and describes the different BDIs in 
NMB. It is also exploratory as it aims to identify the BDIs in NMB that may increase the 
competitiveness of NMBM. A sampling frame can be defined as a register that contains all the 
individuals from which the sample can be selected (Taherdoost, 2016:20). This study had no sampling 
frame, as a register of all domestic and international tourists to the NMB does not exist. Due to this 
fact, the study has adopted a non-probability sampling technique in the form of convenience-
sampling. Convenience-sampling focuses on those respondents who are available and willing to 
participate in the study (Frey et al., 2000:131). Although convenience-sampling is usually associated 
with qualitative research, it can be used in quantitative research if a sample frame is not available. 
Permission was obtained from NMBT and Airports Company of South Africa (ACSA) to conduct the 
fieldwork at the Port Elizabeth International Airport. Domestic and international tourists were 
approached at the Port Elizabeth International Airport from Thursday 30 July 2019 to Friday 2 August 
2019 when a sample size of 155 respondents was achieved. Ethical research was ensured by firstly 
obtaining the consent of the participant. All data sources were treated as confidential, the data was 
reported in statistical form and no individual respondents could be identified. The respondents 
completed the questionnaire anonymously and was informed that they could withdraw at any time 
without any consequences.  
 

The questionnaire utilised in this study was constructed based on the work of Ferreira & Perks (2020) 
and after an extensive literature review additional items for inclusion in the questionnaire was self-
generated. The questionnaire consisted of two sections. Section A was constructed to capture the 
demographical data of the respondents. Section B investigated the twelve DBI’s, this section of the 
questionnaire made use of a five-point Likert scale, where 5 was utmost importance, 4 was very 
important, 3 was moderately important, 2 was slightly important and 1 was unimportant. The data 
collected from the questionnaires were captured in Microsoft Excel 2016. Once the data were 
cleaned, the statistical program known as Statisca version 12 was utilised to analyse the captured 
data. The validity and reliability of the data was assessed using an exploratory factor analysis (EFA) 
and Cronbach Alpha coefficients, respectively. According to Hair et al. (2006:113), the minimum 
desirable factor-loading to retain items is 0.30. However, factor-loadings of 0.40 are considered more 
valid. For this reason, the study adopted a cut-off point at 0.50, and thus any item with a factor-loading 
of less than 0.50 was not considered for any future statistical analysis. In addition, any items that 
cross-loaded were also disregarded (Zikmund et al., 2013:594). Furthermore, items per indicator in an 
EFA should have at least three to four items loading onto each indicator for it to be considered valid 
(Raubenheimer, 2004:60). Collis and Hussey (2014:52) indicate that reliability refers to the ability of 
the measurements to be exact and true, and to the presence of similarities in the results of the 
research when done multiple times. Cronbach’s Alpha coefficients were calculated to assess the 
internal consistency of the scale items. This study adopted a Cronbach’s Alphas coefficient cut-off 
point of 0.70 as it is considered to indicate good reliability (Zikmund et al. 2013:302). The next section 
will discuss the results of the study.  
 

18.4 RESULTS 
 

This section reports on the results of the study. The demographic results will firstly be presented 
followed by the validity and reliability of the measuring instrument.  
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18.4.1 Demographics Profile 
 
Table 18.1 presents the demographic profile of the respondents.  
 

Table 18.1. Demographics of respondents 
 
Descriptor  Percentage  
Citizenship 
South African citizen 35 
Foreign citizen 65 
Continent of residence 
Africa 79 
Asia 2 
Australasia 2 
Europe 10 
North America 3 
South America 4 
Gender 
Female 47 
Male 53 
Education 
Grade 12 certificate  12 
Certificate 7 
Diploma 7 
Degree 45 
Post-graduate degree/ diploma 29 

 
As can be seen from Table 18.1, 65% of the respondents were foreign citizens, and the majority 
(79%) of the respondents resided on the African continent. The gender of the respondents was almost 
equally split, with males representing 53% and females 47%. Table 18.1 further indicates that 45% of 
the respondents held a degree qualification, while certificate and diploma holders each represented 
7%.  
 
18.4.2 Validity and Reliability  
 
After conducting an EFA only seven indicators emerged with eigenvalues above 1. All items loaded 
onto the indictors as intended, except for the items that were supposed to measure governance and 
social indicators which merged into one indicator subsequently renamed governance and social 
policy. Table 18.2 presents the seven valid and reliable DBIs which emerged.  
 

Table 18.2. Validity and reliability of DBIs 
 
Destination branding indicator M SD Eigen 

value 
Factor 
loadings 

Cronbach’s 
Alpha 

Health and hygiene 4.43 0.81 3.65  0.775 
Availability of healthcare facilities  4.57 0.64  0.570  
Different speciality medical practitioners in 
hospitals  

4.35 0.89  0.563  

Availability of good quality drinking water  4.75 0.69  0.716  
A well-functioning sanitation system 4.65 0.68  0.812  
Waste disposal services  4.41 0.74  0.523  
Conveniently situated hand-sanitising stations  3.82 1.22  0.548  
Safety and security 4.34 0.90 1.56  0.719 
Visible policing 4.50 0.86  0.514  
Vagrant-free tourist zones 3.95 1.10  0.624  
Low crime rate statistics 4.58 0.76  0.536  
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Destination branding indicator M SD Eigen 
value 

Factor 
loadings 

Cronbach’s 
Alpha 

Accommodation  4.02 0.89 3.14  0.781 

Variety of different star-graded hotels  4.02 0.96  0.804  

Quality guesthouses  4.08 0.91  0.811  

Variety of lodges and resorts  3.97 0.96  0.788  

Cultural heritage and creative tourism resource 4.16 0.89 15.60  0.876 

Availability of a variety of cultural heritage sites 4.18 0.87  0.832  

A wide range of cultural creative resources offered 4.20 0.85  0.814  

Authentic representation of the local cultures  4.32 0.87  0.678  

Special events, festivals or carnivals offered 4.14 0.87  0.575  

 Different architectural features displayed 3.98 0.99  0.832  

Climatic and natural resources  3.96 0.94 1.80  0.791 

National park in close vicinity of NMB 3.84 1.02  0.607  

Access to wildlife reserves 3.95 0.94  0.695  

Availability of blue flag beaches 3.98 0.92  0.528  

Outdoor tourism activities conducive to the local 
climate offered 

4.06 0.88  0.691  

Technology  4.37 0.84 3.00  0.904 

Reliable internet access 4.39 0.77  0.616  

Fast internet connection options  4.38 0.89  0.816  

Modern banking facilities  4.57 0.71  0.694  

Free Wi-Fi at tourist destinations  4.36 0.92  0.857  

Destination-specific travel mobile applications  4.18 0.98  0.764  

Innovative diversification of tourism products 4.28 0.90  0.643  

Governance and social policy 4.23 0.86 2.71  0.896 

Cooperation between private and public tourism 
organisations  

4.28 0.87  0.652  

Commitment to tourism and hospitality education 
and training 

4.18 0.90  0.735  

Action plans in place to deal with public protests 
and such events which can influence tourism 
activities  

4.10 0.95  0.671  

The local community welcomes tourism 4.42 0.74  0.668  

Opportunities exist for tourists to meet the local 
people  

4.24 0.88  0.671  

Trust relationship exists between tourists and 
residents 

4.37 0.87  0.751  

Local residents support tourism development  4.20 0.82  0.734  

Local community consulted for tourism policy 
formulation 

4.04 0.91  0.629  

 
As can be noted from Table 18.2, all indicators had eigenvalues greater than 1 and had at least three 
items that loaded onto the indicator. All items had factor loadings above 0.5, and a Cronbach’s Alpha 
coefficient of 0.7 and above. The results indicate sufficient evidence for these indicators to be 
accepted as both valid and reliable. All indicators had means scores that tend towards 4,                     
which indicates that the respondents regarded all these indicators as important DBIs for NMB to 
consider in order to improve its competitiveness as a tourist destination. In addition, the standard 
deviation for all indicators was below one, which indicates that the responses were fairly similar. Table 
18.3 indicates the items that the respondents regarded as of utmost importance (mean score of               
4.5 and above).  
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Table 18.3. Individual item mean scores of utmost importance 
 
Item Mean 
Good quality drinking water  4.75 
A well-functioning sanitation system 4.65 
Low crime rate statistics 4.58 
Modern banking facilities  4.57 
Quality healthcare facilities  4.57 
Visible policing 4.50 

 
From Table 18.3, it is evident that there are three main themes. The first of these is that there should 
be a healthy and hygienic environment, with items: availability of good quality drinking water; well-
functioning sanitation system; and the availability of healthcare facilities. The second theme deals with 
creating a safe environment for tourists, with items: low crime rate statistics and visible policing. 
These results are supported by Jaeger (2020:1) who identified health and safety as important 
variables that tourists consider in the selection of a holiday destination. The third theme encapsulates 
the availability of modern banking facilities. This is supported by a study by Wongtada (2016:257), 
who indicates that the availability of modern banking facilities is essential, as tourists stay longer in 
destinations and spend more money.  
 

18.5 DISCUSSION OF RESULTS AND RECOMMENDATIONS 
 
A discussion of the results for the valid and reliable DBIs will be provided and recommendations 
provided, followed by concluding remarks. 
 

18.5.1 Health and Hygiene 
 
Seven items loaded onto this indicator as indented. This indicator had the highest means score (4.43). 
The results indicate that for NMBM to be considered a destination that promotes a healthy and 
hygienic environment it should have: a variety of healthcare facilities; different specialty medical 
practitioners in hospitals; good quality drinking water; a well-functioning sanitation system; waste 
disposal services; and conveniently-situated hand sanitising stations. The importance of the last item 
cannot be overstated especially in light of the Covid-19 pandemic, where hand-sanitising has been 
crucial in combating the spread of the disease. Cooper et al. (2008:375) identified the importance of 
appropriate health and hygiene conditions for a destination to be competitive. Between 22% to 64% of 
travellers experience some sort of illness while travelling to other countries; most of these illnesses 
are mild and self-limiting, for example, diarrhoea, respiratory infections, and skin disorders (Freedman 
et al., 2016:249). 
 
The following recommendations are posed:  
 
 NMBM, in conjunction with tourism organisations, should implement good hygiene in and 

around the metro by introducing hand-sanitising stations in public areas; and 
 Tourism organisations should promote the availability of both public and private hospitals, and 

specialist medical professionals in NMBM. 
 

18.5.2 Safety and Security 
 
Three items loaded onto this indicator as intended. The results indicate that for NMBM to be 
considered a destination that promotes a safe and secure environment, it should have: visible 
policing; vagrant-free tourist zones; and low crime rate statistics. The findings are in line with Chauhan 
and Khanna (2009:40), who found that the safety and security of tourists is critical in providing quality 
tourism experiences. More than any other economic activity, the success or failure of a tourist 
destination depends a great deal on the ability of a country to provide a safe and secure environment 
for tourists (Korstanje, 2009:75; Elliot et al., 2011:530). 
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The following recommendations are posed:  
 
 NMBM, with the agreement of the SA government, should implement a new action plan to deal 

with safety and security, such as increasing the conviction rate for individuals who participate in 
crimes like robbery, murder and corruption; and 

 NMBM needs to provide more visible policing to combat crime, especially in areas where 
tourists are considered easy targets. 

 

18.5.3 Accommodation 
 
Three items loaded onto this indicator as intended. The results indicate that for NMB to be considered 
a destination renowned for the quality of its accommodation, there should be a variety of different star-
graded hotels, quality guesthouses, and a variety of lodges and resorts. According to Von Ulmenstein 
(2012:1), global destination competitiveness relies on quality and standards, making star-graded 
accommodation a profoundly powerful marker in the minds of world travel consumers.  
 
The following recommendation is posed:  
 
 NMBT should promote the availability of a variety of star-graded accommodation 

establishments in and near the metropole including AirBnB. 
 

18.5.4 Cultural Heritage and Creative Tourism Resource 
 
Five items loaded onto this indicator as intended. The results indicate that for NMB to be considered a 
destination renowned for cultural heritage and creative tourism, it should have: a variety of cultural 
heritage sites; a wide range of cultural creative resources; an authentic representation of the local 
cultures; special events, festivals or carnivals; and unique architectural features. According to Collins-
Kreiner and Sagi (2011:133), the culture of a specific country or region focuses on the traditional 
communities who have unique customs, art and social practices that distinguish them from other 
cultures, and so attracts tourists to these destinations. Furthermore, cultural heritage and creative 
tourism is one of the oldest forms of tourism and still draws many tourists to different parts of the 
world (Richards & Munsters, 2010:1). 
 
The following recommendations are posed:  
 
 NMBM should focus on creative resource tourism experiences, for example, the ethnic mosaic 

of arts and crafts typical of the inhabitants of the region where the unique diversity is captured 
and displayed at various craft markets. The richness of cultures is reflected in the art all the way 
from traditional Xhosa to contemporary Western art; and 

 NMBT should increase their promotion of cultural and heritage-orientated attractions, for 
example, The Donkin Reserve, the Donkin Heritage Trail, the Red Location Museum and 
township tours.  

 

18.5.5 Climatic and Natural Resources 
 

Four items loaded onto this indicator as intended. The results indicate that for NMBM to be 
considered a destination that optimises its climatic and natural resources, it should: focus on a 
national park in close vicinity of NMBM, for example, the Addo Elephant National Park; and provide 
access to wildlife reserves, blue flag beaches, and tourism activities that are suited to the local 
climate. According to Coughlan and Prideaux (2009:100), unfavourable environmental and weather 
conditions have a more distinct effect on tourist satisfaction than good weather has, as these deter 
tourists from participating in tourism activities. 
 

The following recommendations are posed:  
 

 NMBT should increase its marketing of the wildlife reserves, for example, the Kragga Kamma 
Nature Reserve and the Addo Elephant National Park. This also applies to the blue flag status 



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Destination Branding Indicators that may Increase the Competitiveness of Nelson Mandela Bay Metropole 

 
 

 
257 

 

of the beaches. This can be done through platforms such as Facebook and Instagram. It will 
enable each individual that wants to know more about NMBM to identify the wildlife adventure 
as an interesting activity; and 

 NMBT should promote a variety of activities suited to the local weather conditions, for example, 
hiking, trail running and ocean-based activities.  

 

18.5.6 Technology 
 
Seven items loaded onto this indicator as intended. The results indicate that for NMBM to be 
considered a destination that keeps up with technological development, it should have reliable internet 
access; fast internet connectivity; modern banking facilities; free Wi-Fi at selected tourist attractions; 
destination-specific travel mobile applications; and the innovative diversification of tourism products. 
This is supported in the research by Campbell and Ortíz (2011:42), who found that the availability of 
modern and innovative technology at a destination is important for destination competitiveness. 
 
The following recommendations are posed: 
 
 NMBM, in-conjunction with tour operators and ACSA, should provide free Wi-Fi at the Port 

Elizabeth International Airport for the benefit of travellers. Signs illustrating how to access the 
Wi-Fi should also be on display; and 

 Based on the importance of advanced technology in the tourism industry, NMBT needs to 
improve their effords to enable travellers to have access to easy, reliable and accurate 
information about the destination upon arrival that is continually updated.  

 

18.5.7 Governance and Social Policy 
 
This indicator consists of three items originally developed to measure governance and five items that 
were originally developed to measure social indicators. These items loaded onto one indicator, 
subsequently renamed governance and social policy. The results indicate that for NMBM to be 
considered a destination which implements governance and social policy, it should encourage 
cooperation between private and public tourism organisations; be committed to tourism and hospitality 
education and training; have action plans in place to deal with public protests and similar events which 
can influence tourism activities; encourage local communities to welcome tourism; create 
opportunities for tourists to meet local people; encourage a trust relationship between tourists and 
residents; get support from local residents for tourism development; and include the local community 
in tourism policy formulation. According to Slabbert and Saayman (2011:260) and Weaver and 
Lawton (2014:210), tourism, in a social and governance context, can reveal the importance of local 
culture, create a sense of pride in local heritage, and enrich the tourists’ understanding of and interest 
in the history and culture of the local residents. 
 
The following recommendations are posed:  
 
 NMBM should implement a policy of consulting with the local community when formulating 

policies regarding tourism development in NMBM, because they are the first to be affected by 
the presence of the tourists; 

 NMBM should implement a community feedback system to evaluate the satisfaction of the local 
community regarding the tourism industry in NMBM; and 

 NMBM should train and deploy a more effective riot police service to deal with the increasing 
level of public protest that can influence tourism activities. 

 

18.6 LIMITATIONS OF THE STUDY 
 
The sampling technique, convenience sampling, used in this study can be seen as a limitation. While 
convenience sampling was considered appropriate for this study, it can be associated with the 
following shortcomings, such as not being a representative sample and can result in sampling bias by 
the researchers. The sample size of 155 respondents can also be considered a limitation, as it 
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influences the generalisation of results. Despite these limitation, this study offers a valuable 
contribution to the literature on DBI’s.  
 

18.7 CONCLUDING REMARKS 
 
The primary objective of this paper was to determine which DBIs, as identified by Ferreira and Perks 
(2020), are both valid and reliable. This means that these DBIs, if implemented, would most likely 
increase the competitiveness of NMB. Twelve DBIs were originally identified in their study, but only 
seven valid and reliable constructs (indicators) were used in this study. These indicators are cultural 
heritage and creative tourism resources, health and hygiene, accommodation, technology, climatic 
and environmental conditions, safety and security, and governance and social policy (newly created to 
item loadings). This does not mean that the other DBIs identified in Ferreira and Perks’s (2020) study 
are not valid and reliable, but only the seven mentioned above are relevant to NMB and so could be 
applied in an attempt to increase the competitiveness of the destination. This, in turn, could stimulate 
job creation and generate more profit for tourism companies in the Eastern Cape Province. The 
measuring instrument can be tested in other destinations and may reveal different valid and reliable 
indicators from those in this study. The next step will be to conduct a multiple regression analysis, to 
establish empirically which of the seven DBIs identified in this study have a statistically significant 
relationship with destination competitiveness. 
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ABSTRACT 
 

Organisational climate is the common view and meaning that employees attribute to the practices, 
procedures, and policies they experience and observe in the workplace. A positive organisational 
climate of the police workforce in South Africa which is healthy and satisfactory is an efficient 
ingredient that stimulates learning, vitality, high performance and efficiency. These ultimately lead to 
high workplace thriving among police officers. This study investigated how organizational climate 
influence thriving among police officers in the Raymond Mhlaba local Municipality of South Africa. The 
study followed a quantitative research design. Primary data was collected with the help of a self-
administered questionnaire. A non-probability sampling (convenient sampling) methods was used to 
select the respondents, where a sample size of 150 was selected from a sample frame of 245 police 
officers. Data analysis was done through SPSS. Hypothesis testing was done using Pearson product-
moment correlation. Similarly, analysis of variance (ANOVA) and Chi-square statistics were used to 
test the association and differences between organization climate and thriving variables. The findings 
revealed that organisational climate influences thriving among police officers in the Raymond Mhlaba 
Municipality positively. This positive organizational climate indicated that there are positive practices 
such as caring behaviour, supportive leadership, respect, individual growth, development and thriving 
among police officers in the Eastern Cape Province of south Africa. Police policy makers in South 
Africa should implement policies within the police service that promotes conducive and suitable 
organizational climate in which police officers can perform their work effectively in order to promote 
growth, development and acquiring of new skills which leads to thriving. 
 
Keywords: Organisational climate; workplace thriving; police officers; performance; advancement. 
 

19.1 INTRODUCTION 
 
In this 21st century, organisations are increasingly confronting a lot of challenges. These are not 
restricted to a specific organisation, but significantly impact all organisations irrespective of the size 
and structure (Castro & Martins, 2010). Therefore, organisations need to have the capacity to develop 
a sustainable organisation which can concurrently sustain and satisfy economic, environmental and 
high human performance (Abid, 2016). With all these, there is the need for organisations to have 
more knowledge on the sustainability of human dimension (thriving at work), so as to have a good 
competitive advantage to be successful in a difficult environment (Spreitzer, Porath, Gibson, 2012). 
Organisations need skills, knowledge, ideas, energy and employees with high creativity in all aspects 
so as to attain high growth, survive and thrive. Thriving is a mental, emotional or psychological 
condition in which individual employees in the working organisation or environment of work 
experiences a state of learning and vitality (Riaz, Xu & Hussain 2018). When workplace thriving is not 
being experienced by employees, this makes them become less energetic and a low level of 
psychological functioning is attained (Spreitzer, 2012). Workplace thriving is a very excellent tool that 
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forecasts suitable workplace outcomes and when employees lack thriving they are bound to 
experience high absenteeism, low innovative behaviour at work, low job performance, low 
organizational citizenship behaviour, low job commitment, low job satisfaction, high burnout and high 
turnover (Abid, 2016). These problems can, however, be resolved through an organisation having a 
conducive work climate for employees.  
 
Organisational climate is the common view and meaning that employees attribute to the practices, 
procedures, and policies they experience and observe in the workplace (Schneider, Ehrhart, Gan & 
Macey, 2012). Organisational climate is vital to all organisations because it helps safeguard workers 
who increase more value to the organisation (Li & Mahadevan, 2017). These organisations ensure 
that such employees remain with them, so as to continue pouring more efforts into their work that will 
benefit the organisation. Equally, organisational climate plays a role on employee’s well-being, thus 
directly impacting on the quantity and quality of task that the employee performs in the organisation 
(Li & Mahadevan, 2017). Haritha and Subrahmanyam, (2013) put forth an argument that a climate in 
an organisation that encourages an increasing amount of interpersonal relationship, autonomy, and 
supportive leadership will lead to more employees satisfaction. There are several studies done on 
either organisational climate or thriving at work. However, there is little or no study that has combined 
these two variables. It is against this background that the present study seeks to investigate influence 
organizational climate on thriving among SAPS officers in the Raymond Mhlaba Municipality in the 
Eastern Province. 
 

The South African police service (SAPS) was established in 1994 through the merger of the South 
African police and the homeland police agencies (Carnall, 1999). It is governed by a good policy 
framework that emphasizes the importance of democratic, open, transparent and citizen-centred 
policing approach in achieving effective police services. The SAPS is made up of six divisions namely; 
crime combating and investigation, visible policing, internal stability, community relations, supporting 
services and human resource management. The organizational structure of the SAPS is made up of 
senior management, commissioned officers and non-commission officers. The senior management is 
made up of a general and lieutenant generals. Commissioned officers include colonels, lieutenant 
colonels and captains while non-commission officers include warrant officers and sergeants 
(Organisational Structure-SAPS, 2019).  
 

Policing in South Africa has become dangerous and one of the most stressful occupation. Police 
officers are subjected to threats of violence and deaths and witness traumatic events when executing 
their jobs (Boshoff, Strydom & Botha, 2015). They are often faced with a lot of attacks (war on 
officers) as a result of the violent work environment which make them feel unsafe. Police officials are 
often exposed to murder, sexual assault, shooting incidents, car accidents, hostage situations, 
hijackings and robbery. These have led to aggravating circumstances such as death of officers for 
example the crime research statistics show that a total number of 77 police officers were murdered in 
2018/2019 compared to 85 in 2017/2018 (South African Government News Agency 2019). 
Consequently, most officers suffer multiple traumatic experiences such as stress, depression, alcohol 
abuse, suicide and impaired productivity (Boshoff et al., 2015).  
 

South African police officers are highly skilled and entrusted to serve communities, safeguard lives 
and properties without discrimination (South African police service, 2018; Legislation Updated, 2012). 
They equally protect the rights of the peaceful against the violent and respect the rights of all to 
equality and justice. However, the work of police officers is increasingly becoming very challenging 
and demanding due to increasing violence in South Africa (Mathevani, 2012). 
 

A positive organisational climate of the police workforce in South Africa which is healthy and 
satisfactory is an efficient ingredient that can stimulate officers to achieve thriving, high performance 
and efficiency (Schwartz, 2016; De Waal, 2011, Mathevani, 2012). Most police officers face difficulties 
to thrive at work due to lack of vitality and learning. This leads to less devotion, lack of passion and 
less cognitive sense of doing work as well as poor workplace outcomes (Meintjes & Hofmeyr, 2018; 
Mahomed & Rothmann, 2019).  
 

When police officers lack learning and vitality, they are more probably going to have a sense of 
depletion that will ultimately result in high burnout, high turnover, less passion for work, low 
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productivity, deviance behaviour exhibition, and early retirement. If workers have the vigour or drive to 
work but do not have chances or opportunities for learning and growth, this will result in them 
developing a sense of stagnation instead of thriving at work (Spreitzer, Porath & Gibson, 2012). 
Previous research conducted on police officers in South Africa, has concentrated more on ill-health 
concepts such as stress, trauma, and burnout rather than on the ability of police officers to continue 
thriving at work (Gumani, Fourie & Blanch, 2013). However, there are few studies done on 
organisational climate and thriving at work amongst police officers in South Africa. Therefore, this 
study is designed to find out police officers’ view on a favourable and effective organisational climate 
that is necessary for their thriving among police officers in the Raymond Mhlaba Local Municipality in 
the Eastern Cape Province of South Africa.  
 

19.1.1 Objectives of the Study 
 

i. To determine the influence of organisational climate on workplace thriving among police officers 
ii.  To investigate whether the combine relationship between organisational climate and thriving 

among has a significant higher proportion of variance among police officers.  
iii. To provide results that may help to improve the quality of work life of police officers in South 

Africa.  
 

19.1.2 The Concept of Organisational Climate and Workplace Thriving  
 

Organisational climate is a very vital contextual element that has been recognized by several 
researchers most prominent to diverse behavioural outcome in the workplace (Mahomed & 
Rothmann, 2019). The concept of organisational climate assists in the understanding of employee 
behaviour on an individual basis using diverse mechanisms such as practices, structure, and 
framework (Subramani, Jan, Gaur, & Vinodh, 2015). Organisation climate can thus be summarily 
seen as the experiences that workers perceive in that organisation. Organisational climate is the 
"feeling in the air" and the "atmosphere that employees perceive is created in their organisations due 
to practices, procedures and rewards" (Brown & Brooks, 2002, p. 330). Riad Labib & Nawar, (2016) 
added that organisational climate is a portrayal of a mutually accepted internal environmental 
practices and processes of an organisation. The focal point of this definition is on the concurred view 
of workers toward the work atmosphere of their organisation.  
 

Organisational climate helps supervisors and managers in being know-legible on the relationship that 
exists in organizational processes and procedures and the desires of the employees. When managers 
understand the different practices and initiatives that inspire employees, they will have the ability to 
understand things that motivate the employees to behave in ways that result in a positive climate and 
also leading to the success of the organization (Yeoh & Mahmood, 2013). Organisational climate 
provides an environment in which employees can feel satisfied or dissatisfied and to a greater extent 
affect the turnover of employees in the organisation (Gudeta, 2018).  
 

Thriving is a mental or psychological state which is influenced by work context. It cannot be seen as a 
steady character or personality but rather as a temporal property found within an individual (Porath, 
Spreitzer, Gilbson & Garnett 2012; Spreitzer, Lam, & Fritz 2010). According to the socially embedded 
model, thriving at work is the extent to which employees have a sense of advancement, or growth in 
personal development at work (Spreitzer, Sutcliffe, Dutton, Sonenshein & Grant, 2005; Van der Walt, 
2018).  
 

Furthermore, workplace thriving is the overall experience of vitality and learning and it can be 
differentiated from other concepts of growth, for instance, self-actualization, flourishing, resilience, 
subjective wellbeing and job engagement (Niessen, Mäder, Stride & Jimmieson, 2017). Workplace 
thriving is regarded as a kind of progress yard-stick that provides an employee with knowledge of how 
they are performing in relations to them developing new skills or abilities while operating with lots of 
energy (Riaz et al., 2018).  
 

19.1.3 Conservation of Resource Theory (COR) 
 
This theory was founded by Hobfoll in 1989. The original aim of this theory was to explain the nature 
of stress, fill the niche amongst a person's social and physical surrounding demands which also 
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involve the individuals around values in the physically and surrounding demands and how to satisfy 
those demands. This theory is based on the ideology that people are encouraged to conserve their 
existing resources and acquire new resources, including personal characteristics, objects, energies, 
and conditions (Hobfoll, Halbesleben, Neveu, & Westman, 2018). Conservation of resource theory 
defines resources as conditions, states, entities and other objects that people value (Hobfoll, 1989). 
Resources value differs in persons and has a stronghold on situations and experiences that peoples 
obtain. The resources that are direct and are valued are called object resources. This is seen from 
their secondary status value and physical nature which is all based on their expense and scarcity. 
Psychological states such as motive, emotions and drive are all examples of personal characteristics 
including attitudes and personality (Hobfoll, 1989).  

 
Hobfoll (1989) argues that people respond to the environment when they foresee that there are 
threatening losses in resources, when there are actual losses in resources and when there is a lack of 
ability by the individual to recover gains resources on investment. Many principles of the theory (COR) 
or assumptions have been brought about from the basis of the tenet of conservation and acquisition 
which include primary resource loss, resource investment, and the paradoxical principle. The first 
principle of primary losses states that it is more psychologically risky for a person to lose assets 
acquire than it is supportive to recover the assets lost. Employees will do everything in their power to 
protect the loss of resources rather than seeking to gain extra resources, in circumstances where they 
are threatened with losses in resources. For example depletion in energy in situations where, the 
employee is having a conflict of meeting the family demands and work demands (Gorgievski & 
Hofbfoll, 2008). 

 
Moreover, Hobfoll (2001) argues in the second principle of resource investment that, people                  
invest assets for the protection against asset loss, to recuperate assets losses and for the                   
further achievement of more assets. The practice of resource management is a very vital strategy to 
tackle resource losses during depletion. Hobfoll (2001) further added that people with a higher     
amount of resources, the employee have the capacity of coordinating gains in resources and this                
is so because they are not liable to affect by any losses in the resource. But those with lesser 
resources are more exposed to losses in resources and they cannot gain any resources (Hobfoll et 
al., 2018).  

 
The third principle of COR which is paradoxical Hobfoll (1989), postulated that gains on a resource 
rise quietly from the perspective of asset loss. These are mostly seen in situations where the 
probability of loss in resources is high, gains in resources are considered more significant because 
they gain value (Hobfoll et al., 2018).  

 
Conservation of resource theory will help us to understand the relationship an organisational climate 
that is made up of supervisory support, employee involvement, autonomy, welfare, and innovation has 
with thriving in police officers. This is because employees who perceive that an environment is rich in 
resources through a positive organisational climate are more capable and willing to sustain their levels 
of thriving in the workplace. These employees will feel more resourced to face the expected demands 
of the work environment and employees who are feeling resourced, makes it easier for resources to 
be replenished.  

 
Employees that view their environment as one that provide a climate of good supervision support, 
autonomy, welfare services, high involvement, and innovative and flexible, is well furnished with 
resources to respond to the high demands of their environment of work. A positive organisational 
climate that offers employees with the opportunity for higher resources will position them up for gains 
in resources. Also, an initial resource gain will prepare them up for more resource gains in the future, 
which will equip these employees to respond positively to the environmental and the work demand of 
the organisation (Hobfoll et al., 2018). On the other hand, when employees losses resources at work 
they are more likely to suffer from strain in the form of burnout, depression and psychological 
outcomes. As such, employees will avoid behaviours in the workplace that will bring about resource 
losses, since loss has a huge impact on wellbeing. For example, in situation where employees 
experience low resources ( high strain) as result of an abusive supervisor, these employees will 
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engage more likely in feedback avoidance so as to avoid further resource losses from interacting with 
the abusive supervisor (Whitman, Halbesleben, & Holmes, 2014).  
 

19.1.4 The Relationship between Organisational Climate and Workplace Thriving  
 
An organisation climate that is full of positivity encourages employees to flourish with lifelines which 
promote the discovery of a more suitable condition for employees. This positivity in organisational 
climate includes positive practice, caring behaviour, supportive leadership, inspiring, forgiving, 
meaningful and respect (Cameron, 2011). Practices such as this in an organisation predict high 
performance in organisations through the enhancement of positive effect in workers may lead to 
thriving. Geue (2018) suggested that a climate that full of intensive services can promote members of 
a team to be highly engaged, a rise in job performance in form of good actions that stimulate 
meaningful work, the behaviour of gratitude, and an affirmation that may lead to thriving.  

 
Castro and Martins (2010) posited that an organisational climate that encourages high autonomy, high 
employees involvement, supports high interpersonal relationship among peers and supervisors, 
increase welfare, leadership support, training opportunity and recognition for the achievements of 
employees brings about a high level of satisfaction and productivity in employees. Employees that are 
found in a working atmosphere that are full of admiration, support, and trust, are capable of feeling 
independent or self-directed, they feel valued and work becomes more meaningful, and the job 
demands are well mastered with ease (Van der Walt, 2018; Jiang & Probst, 2015; Tamunosiki-Amadi, 
& Ogoun, 2018). Li (2018) found that the dimensions of organisational climate positively and 
significantly relates to job performance. This leads to high achievement, growth and thriving among 
employees. Although many studies have been conducted on organisational climate variable and 
workplace thriving, there is no previous literature that has combined these two constructs in order to 
determine their relationship. This research seeks to close the gap. 

 
Castro et al. (2010) argue that organisational climate has a significant impact on organisational 
performance since it portrays the working atmosphere to be very energizing to its workers. When 
employees operate in an environment where trust is predominant, it gives them that upper-hand to 
engage in interpersonal relationships with pear and supervisors that bring about a meaningful work 
Van der Walt (2018).  

 
Niessen, Sonnentag, & Sach (2012) posited that vitality and learning are found to be a predictor of the 
effect and behaviour in the work environment. These two elements both correlate positively with the 
performance of the job and employee wellbeing including police officers. The products of workplace 
thriving are very important to both employees and working organisation, its result shows that it is 
capable of increasing individual employees functioning in the short-term and adaptability at work in 
the long-run. Also, it creates health and improvement at the level of individual career growth initiative 
(Carmeli & Spreitzer, 2009; Porath et al., 2012). According to (Paterson et al., 2017; Porath et al., 
2012) the major benefits that working organisations gain from workplace thriving is through high job 
performance, low cost of health care, task force that develops inspirational and innovative ideas, and 
shows increase intensities job satisfaction and commitment in organisations of work. It can therefore 
be hypothesized:  

 
H1: Organisational climate is positively and significantly related to thriving among police officers. 

 
19.2 METHODOLOGY  
 
The study used a quantitative research approach and a positivist paradigm. The population of about 
245 police officers in the Raymond Mhlaba local municipality were used. The sample size was 
calculated based on the statistical records obtained from each police station that is Alice 110, Fort-
Beaufort 100 and Middle-drift 35. However, with the population of 245 police officers, with 5% margin 
of error and a confidence interval of 95%, the sample size was sampled-out using a Raosoft calculator 
to be 150 police officers. Due to the availability of research participants, a non-probability sampling 
(convenient sampling) methods was used. 
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19.2.1 Research Instrument 
 
19.2.1.1 Section A: Demographic information 
 
This section consisted of the Biographic information which ranges from age, gender, marital status, 
the position held, years of service, race, and educational qualification. 
 
19.2.1.2 Section B: Organisation climate  
 
This assessed employee perceptions of their work environment developed by Patterson, West, 
Shackleton, Dawson, Lawthom, Maitlis, Robinson, & Wallace (2005). The questionnaires of 
organisational climate by Patterson et al. (2005) consists of 17 scales differentiated in four quadrants 
which are; human relations, open systems, rational goal, and internal process. This study only used 
some of the scales found in the human relations and open systems quadrants that are dimensions of 
organisational climate. These were autonomy, involvement, supportive leadership, welfare, innovation 
and flexibility. They were 24 items in all. The researcher had to use only 24 items from these 
questions that are highly applicable to the job of police officers. Also, the researcher did not use the 
entire questionnaire because of its voluminous nature and as such the police officer might get bored 
filling the questionnaires which will consume a lot of their time. The subscales of the following 
dimensions adopted for this study has reliability coefficients as follows; autonomy 0.67, involvement 
0.87, supportive leadership 0.88, welfare 0.91 and innovation & efficiency 0.86. According to 
Nieuwoudt (2011) the sum of 17 organisational climate measures dimension resulted in a Cronbach's 
alpha of 0.995. The items were answered on a five-point Likert scale ranging from 1 = strongly 
disagree to 5 = strongly agree. 
 

19.2.1.3 Section C: Thriving at work 
 

The section was looking at thriving at work questionnaire developed by Porath, Spreitzer, Gibson, and 
Garnett, (2012). This questionnaire contains 10-items that are aimed at assessing vitality and learning 
components. The scale consists of two subscales learning and vitality. The subscales have a 
reliability coefficient of 0.87 for learning and 0.81 for vitality. According to Helfer (2017) the Cronbach 
alpha coefficient of thriving at work questionnaire is 0.913. The items were answered on a seven-point 
Likert scale ranging from 1= strongly disagrees to 7= strongly agree.  
 

19.2.2 Data Collection, Data Editing, Capturing, Data Coding and Cleaning 
 

Primary data was collected from three police stations in the Raymond Mhlaba Local Municipality with 
a questionnaire. The data were coded before being captured. The data collected were captured using 
Microsoft Excel. Data were scored on the Microsoft Excel spreadsheet automatically and taken for the 
final analysis. The data was scanned before taken for analysis using SPSS. Questions that were not 
answered or were answered incorrectly were identified for possible termed data cleaning elimination.  
 

19.2.3 Data Analysis 
 

The data collected were analyzed using SPSS, the Statistical Package for Social Sciences. In this 
research, descriptive statistical analysis was used in the form of mean, standard deviation, tables and 
graphs. In order to determine the significance and intensity of the linear relationship between 
variables in the sample, Pearson product-moment correlation (PPMC) was used to evaluate inferential 
statistics. To summarize the data and check the hypothesis, a spearman’s rho correlations 
coefficients between the organisational climate and workplace thriving, was utilized. The instrumental 
accuracy and validity analysis was conducted by collecting Cronbach's alpha coefficients. Other 
analyses such as ANOVA and Chi-square were used to test the association and differences between 
organisational climate and thriving variable. 
 

19.2.4 Ethical Considerations 
 

Before embarking on the data collection, the researcher obtained an ethical clearance certificate              
from the University of Fort Hare Ethics Research Committee. Support has also been received              
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from the various station commanders in the different police stations in the Raymond Mhlaba 
municipality. Permission was also taken from the head of police South African Police service in 
Pretoria.  
  

19.3 RESULTS 
 
A total number of 160 Questionnaires were distributed out for reasons being that some questionnaire 
normally gets missing or not return back by the respondents to the researcher. A total of 150 
questionnaires were returned to the researcher giving a responds rate of about 94%. This 94% 
responds rate is satisfactory for the study. A 50% responds rate is sufficient enough for conducting 
data analysis for a study (Denscombe, 2014). 
 

Table 19.1. Response rate 
 

Sample category Numbers 

Recommended Sample Size 150 

Questionnaires Issued 160 

Questionnaires Returned 150 

Responds Rate 94% 
 
The first hypothesis of this study is to determine whether organisational climate is positively and 
significantly related to thriving among police officers. The results from the spearman correlation show 
that there was a positive and significant correlation between organisational climate and workplace 
thriving variables (r = 0.341, n = 150, p = 0.000) (Table 19.2). Since the p-value is less than 0.05 
indicating that there is a significant relationship between variables, the null hypothesis is rejected in 
favour of the alternate hypothesis. Therefore, organisational climate is positively and significantly 
related to thriving among police officers. 
 
Table 19.2. Correlations between organisational climate and workplace thriving among police 

officers 
 

Correlation coefficient Organisational climate scale Workplace thriving 

Organisational climate scale 1.000 0.341** 

Workplace Thriving 0.341
**
 1.000 

**. Correlation is significant at the 0.01 level (2-tailed) 
 

19.3.1 ANOVA on Organisational Climate and Workplace Thriving 
 
Based on the results from the ANOVA outputs in Table 19.3, there was a statistically significant 
difference between organizational climate and workplace thriving as determined by one-way ANOVA 
(F = 1.715, p = 0 .011).  
 

Table 19.3. ANOVA tests 
 

 Sum of Squares df Mean Square F Sig. 

Between Groups 34.058 52 .655 1.715 .011 

Within Groups 37.052 97 .382   

Total 71.109 149    
  
 

19.3.2 Chi Square Test on the Variable Organisational Climate and Workplace Thriving 
 
The results from Table 19.4 shows that there is a statistically significant association between 
organizational climate and workplace thriving (χ = 1905.8, p = 0.012). 
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Table 19.4. Chi-square tests 
  
 Value df Asymptotic 

Significance (2-sided) 
Pearson Chi-Square 1905.804 1768 .012 
Likelihood Ratio 611.502 1768 1.000 
Linear-by-Linear Association 18.926 1 .000 
N of Valid Cases 150   

 

19.4 DISCUSION 
 

19.4.1 Demographic Information  
 

The findings of this study show that most of the respondents were black Africans, with female 
respondents representing a second larger sample size almost as the males. This is in line with the 
BBBEE Act (Act 53 of 2003) which redresses the inequalities of Apartheid by giving black South 
African citizens economic privileges that were formally enjoyed by the whites. Also, the high number 
of female respondents shows that this organisation operate in line with the Employment Equity Act 
(Act 55 of 1998) which is aim at achieving equality in the workplace by promoting equal opportunity 
and fair treatment through the elimination of unfair discrimination.  
 

19.4.2 Organisational Climate and Workplace thriving among Police Officers 
 

The finding reveals that there was a positive and significant correlation between organizational climate 
and workplace thriving variables. This indicates that positive organisational climate is a strong catalyst 
stimulating thriving among police officers. A good conducive organisational climate will encourage 
employees to work with lots of passion and enthusiasm which leads to their personal growth, 
development and thriving. A positive organisational climate is full of positive practices such as caring 
behaviour, supportive leadership that inspire co-workers, and, respect. All these promote employees 
to work with lots of vitality and learning, which increases both organisational performance, individual 
growth and development which promotes thriving. A good working environment such as this 
experienced by police officers in the Raymond Mhlaba Local Municipality provides them with the 
opportunity to gain new skills, ideas and energy. This allows them to attain higher growth, to survive 
and thrive in the organisation. As a result of the positive organisational climate enjoyed by police 
officers in the Raymond Mhlaba local Municipality, there is an immense benefits of workplace thriving. 
This include low levels absenteeism, high innovative behaviour at work, high job performance, high 
organizational citizenship behaviour, high job commitment, high job satisfaction, low levels of burnout 
and low turnover. 
 

When the working environment is capacitated with positive organizational climate dimensions there is 
an increase in employee satisfaction and productivity. This leads to high job performance, growth, and 
thriving among employees. Organisation climate dimensions such as high autonomy, high employee 
involvement in the decision making, increase welfare and high supervisory support are enjoyed by 
police officers in the Raymond Mhlaba Municipality.  
 
Previous research done by Geue (2018) confirmed that an organisational climate full of intensive 
services promote members of a team to be highly engaged. As such, there is rise in job performance 
in form of good actions that stimulate meaningful work, high gratitude behaviour, and affirmation 
leading to thriving. Moreover, (Van der Walt, 2018; Jiang & Probst, 2015; Tamunosiki-Amadi, & 
Ogoun, 2018) found that in a working atmosphere that is full of admiration, support and trust, 
employees experience autonomy, meaningful work, less job demand, growth, learning, vitality and 
workplace thriving. These give employees the opportunity to survive and thrive in the workplace. Also, 
Li (2017) found that the dimensions of organisational climate positively and significantly relate to 
increase job performance, growth, learning and vitality which stimulate thriving in the workplace. In 
addition Castro and Martins (2010) found that organisational climate that encourages high autonomy, 
high employees involvement, high interpersonal relationships, increase welfare, high leadership 
support, training opportunity and recognition bring about a high level of satisfaction and productivity in 
employees which in-turn leads to workplace thriving. From the findings, it can be concluded that 
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organisational climate in Raymond Mhlaba Municipality was positively and significantly related to 
thriving among police officers. 
 

19.5 RECOMMENDATION 
 

A positive and conducive organisational climate of an organization stimulates employees to work with 
full loyalty, passion, enthusiasm and a positive cognition which leads to thriving. The police 
organisation should take upon itself the responsibility to maintain this positive, conducive 
organisational climate which promotes vitality and learning leading to thriving. Police commissioners, 
station commanders and top senior management officers should be aware of the influence that an 
organisation’s climate has on workplace thriving among police officer. It is very important for the top 
management in an organisation to understand the needs of its employees before introducing and 
implementing initiatives aimed at improving the climate of their organisation. 
 

The police organisation as well as policy makers should implement policies in the police service in the 
country that promotes positive, conducive and suitable organisational climate in which police officers 
perform their work effectively so as to promote growth, development and acquiring of new skills which 
leads to thriving. All leaders and top management officers in the police department should assume the 
front role of understanding how the perception of police officers about the various elements in the 
police organisation can either impact police officers behaviour negative or positive, which can 
ultimately influence the goals of the organisation. 
 

19.6 FUTURE RESEARCH 
 

The researcher suggests that the same research on this topic should be conducted in whole of 
Eastern Cape Province and other police stations in other provinces for comparison of results. Also, 
similar research should be conducted in the private sector on Small Medium and Macro Enterprises 
(SMME’s) to investigate the influence of organisational climate on workplace thriving among 
employees. Finally, future research can be on this same topic in the public sector such as in 
municipalities and other government sectors.  
 

19.7 LIMITATIONS 
 

The main limitation this study has is the lack of funding which hindered transportation and other 
logistics. As such, this study was limited to only three police stations in the Raymond Mhlaba Local 
Municipality. This research did not extend to the whole of Eastern Cape Province and other provinces 
in South Africa. As such, the research findings cannot be generalized to the whole country. Time 
constrains was also a major problem for this study, making the researcher to use smaller sample size 
of police officers. The researcher faced some delays from the various police officers who delayed in 
answering the questionnaire causing delays in the data collection.  
 

19.8 CONCLUSION 
 

The study concludes that organisational climate influences thriving among police officers in the 
Raymond Mhlaba Local Municipality. Organisational climate is a strong, positive catalyst which helps 
in stimulating thriving among employees. A good conducive organisational climate encourages 
employees to work with lots of passion and enthusiasm which leads to their personal growth and 
development that result to thriving. A positive organizational climate is full of positive practices such 
as caring behaviour, supportive leadership that inspire co-workers, inspirational and full of respect, 
which promote employees to work with lots of vitality and learning, increases both organizational 
performance and individual growth and development leading workplace thriving. In addition this study 
further concludes that, the police organization as well as policy makers should implement policies in 
all the police stations in the country that promotes inculcating, positive, conducive and suitable 
organizational climate in which police officers perform their work so as to promote growth, 
development and acquiring of new skills which leads to thriving. 
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ABSTRACT 
 

This study explored nuanced gender perceptions on the influences that business capabilities have on 
tourism-related business operations in Durban Central Business District, KwaZulu-Natal. A structured 
questionnaire survey was used to collect data from purposively selected 150 (75 females and 75 
males) tourism-related entrepreneurs and managers. We used descriptive, bivariate and multivariate 
data analyses to address research objective. This study did not make a conclusive finding that gender 
plays a role in differentiating business success or performance, as mostly perceived. However, 
marketing capability is the main factor that influence the business performance or success level. This 
study recommends that entrepreneurship training and mentorship programmes should emphasise that 
formal education and marketing capability (not gender) support business success. Hence training and 
mentorship should focus on building marketing capability, among others.  
 
Keywords: Gender nuances; business operations; business performance; business capabilities; sub-

Saharan Africa. 
 
20.1 INTRODUCTION   
 
Durban is the commercial hub of the KwaZulu-Natal Province, one of the nine provinces of South 
Africa. Tourism has a significant contribution in the KwaZulu-Natal local economy, this grew from a 
R9billion contribution to the Provincial Gross Domestic Product in 2014 to more than R10billion by 
2018 (Tourism KwaZulu-Natal, 2019). The study by Ezeuduji and Nkosi (2017) posits that the 
province of KwaZulu-Natal is very popular for its heritage and cultural experiences. Most tourists that 
visit this province are mainly attracted or pulled by the warm weather, nature, culture and beach 
experience, offered in both its coastal and inland regions. KwaZulu-Natal Tourism thrives on tourist 
volumes and the quality of the tourists’ experience. Therefore, tourism-related entrepreneurship is 
vital in this province to service domestic and international tourists, and the local community.  
 
Developing countries are putting more emphasis on building stronger economies by promoting 
entrepreneurship. South Africa, like any other developing country developed policies that place high 
value on entrepreneurship (Business Environment Specialist, 2013). The Government of South Africa 
has identified tourism as a huge potential for economic growth (Tshabalala & Ezeuduji, 2016), hence 
entrepreneurship in the tourism industry is desirable. Nonetheless, a study by Iwu et al. (2016) reveals 
that entrepreneurial activity in South Africa is relatively low.  
 
Gender mainstreaming has become part of the entrepreneurship studies. Mainstreaming is a concept 
that essentially paves way for a pluralistic approach that acknowledges and values the diversity that 
may exist among people of different genders. The ultimate goal of gender mainstreaming is to achieve 
gender equality (Shepard, 2015). According to Sarfaraz et al. (2014), economic development cannot 
be attained without the active participation of women. Unfortunately, South African tourism industry 
has inadequate women participation. Research shows that women in tourism and other sectors’ 
businesses occupy low position (Tshabalala & Ezeuduji, 2016) and they have less opportunities for 
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advanced career development (Ferguson, 2011). This predicts that South African women may remain 
in the periphery of economic development. Research also reports that the performance of female-
owned businesses have been lower and very constrained compared to male-owned businesses 
(Marlow & McAdam, 2013), as they are likely to close down and less likely to make sustained profit 
(Fairlie & Robb, 2009). Literature on women entrepreneurship posits that there are many challenges 
(such as unfavourable societal perception, inadequate financial capital, lack of management 
capabilities, weak entrepreneurial networking) faced by South African women in business (Nxopo & 
Iwu, 2016; Tshabalala & Ezeuduji, 2016). Reports from the entire Southern African Development 
Community (SADC) region show that men dominate management positions in the tourism industry 
(Nyaruwata & Nyaruwata, 2013; Global Entrepreneurship Monitor (GEM), 2012). There has been a 
global call to empower women in all socio-economic activities, and promoting women 
entrepreneurship is one of the main ways to achieve that (Kimbu et al., 2019), specifically in the 
tourism industry with its high potential for economic growth (Mkhize & Cele, 2017).  

 
Much gender-based entrepreneurship studies (such as Kimbu et al., 2019; Kokotović et al., 2016; 
Mkhize & Cele, 2017; Nxopo & Iwu, 2016; Sarfaraz et al., 2014; Todorović et al., 2016; Tshabalala & 
Ezeuduji, 2016; Vossenberg, 2013; Witbooi & Ukpere, 2011) focussed on women entrepreneurship as 
a driver of gender equality, poverty reduction, and social development. They did not specifically 
explore gender-induced differences or perceptions, especially from the African perspective. This study 
therefore explored nuanced gender perceptions on the influences that business capabilities may have 
on tourism-related business operations; and also sought if gender identity drives business 
performance, using the case of Durban Central Business District, in KwaZulu-Natal, South Africa.  

 
20.2 LITERATURE REVIEW  
 
20.2.1 Gender Discourse in Entrepreneurship Studies 
 
Across the world, entrepreneurship has been considered one of the viable development strategies 
resulting from its considerable socio-economic contributions (González-Sánchez, 2015; Hassan et al., 
2014; Okeke-Uzodike et al., 2018; Todorović et al., 2016). Since the first publication of academic 
papers related to women entrepreneurship in the 1970s, the concept of women entrepreneurship has 
attracted many researchers owing to its significance contribution to social and economic development. 
Vossenberg (2013) and Sarfaraz et al. (2014), state that women entrepreneurship has an impact on 
achieving gender equality, social development and poverty reduction. Women entrepreneurship has 
been recognized in the last decade as a source of economic development (Ceptureanu & 
Ceptureanu, 2016), and the important role women entrepreneurs play has drawn attention of 
academics, governments, and non-governmental organisations (Moses et al., 2016; Tajeddini et al., 
2017). Witbooi and Ukpere (2011) also indicate that many women entrepreneurs have adequate level 
of creativity, expertise and skills necessary to kick-start and manage entrepreneurial activities, but 
they often do not have equal access to resources such as finance, education and information as male 
entrepreneurs (Kokotović et al., 2016; Todorović et al., 2016).  
 
Research by Tajeddini et al. (2017) emphasises that men and women are equal, but cultural influence 
encourages women to adhere to duties such as managing households. Ceptureanu and Ceptureanu 
(2016) posit that generally, the characteristics of men and women are very similar, but female-owned 
businesses are often smaller and yield lower incomes compared to male-owned businesses (Daniyan-
Bagudu et al., 2016; Gidarakou, 2015; Ramadani, 2015; Tshabalala & Ezeuduji, 2016). Hence, the 
performance of female-owned businesses are lower and very constrained in comparison to male-
owned businesses (Marlow & McAdam, 2013), and they are likely to close down and less likely to 
make profit (Fairlie & Robb, 2009).  
 
20.2.2 Gender Discourse on Managerial Capabilities  
 
Managerial skills have been conceptualised as the main resource for managerial capabilities 
according to Wessels et al. (2017). Maurya and Sharma (2017) define managerial skills as the 
knowledge and the ability of individuals in managerial positions to perform specific managerial tasks. 
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According to Seyedinejat et al. (2014), managerial capability drives organisational success. The 
authors of this paper understand managerial capability to mean the ability to combine and coordinate 
resources (human, tangible and intangible) to add business value. 

 
Compared to male entrepreneurs, female entrepreneurs tend to be more transformational leaders. 
Guillet et al. (2019a) posit that women value their teams greatly and invest in them by training and 
empowering its members; whereas, male managers appear to be assertive and arrogant as opposed 
to being respectful and willing to listen. Researchers (such as Schaap et al., 2008) also state that 
women entrepreneurs promote training for the subordinates in order to increase the understanding of 
how to implement the performance targets set by the organisation; whereas men are more likely to 
use position power and more dominance. Hence, women appear to lead by coaching, affiliation and 
allowing development of their subordinates. Regarding interpersonal skills, men and women 
entrepreneurs appear to practice different styles of management. Sudarmanti et al. (2013) show the 
communication differences between male and female entrepreneurs; the authors indicate that male 
entrepreneurs use power as a strategy to persuade the subordinates unlike female entrepreneurs. 
Schaap et al. (2008) state that female managers perceive their power to be based on themselves and 
their positions, but feel part of the team and what the team is doing.  

 
Women tend towards approaches that are more transformational to leadership and interactive 
management. Schaap et al. (2008) indicate that women entrepreneurs emphasise task enjoyment, 
making friends, working with people, and helping others; whereas, men entrepreneurs use 
transactional approach with an emphasis on rewards, such as money. Vázquez-Carrasco et al. (2011) 
posit that women entrepreneurs have better capacity to organise and listen, and that women are more 
practical than men. Sudarmanti et al. (2013) mention that women entrepreneurs create a supportive, 
flexible and loyal environment within the business. Manzanera-Román and Brändle (2016) articulate 
that women specifically possess abilities such as perseverance and they have more social and human 
relations’ abilities. Guillet et al.’s (2019a) study found that women entrepreneurs are believed to be 
more sensitive and capable of empathy in their understanding of others (subordinates, counterparts 
and customers). These abilities equip women entrepreneurs to be able to treat people with social 
sensitivity as they are dealing with people in and outside the organisation. In contrary, men tend to be 
detached and do not engage with their staff as much as women leaders do. The authors (Manzanera-
Román & Brändle, 2016) further state that these abilities are an advantage over the characteristics of 
male norm, as they are facilitators of entrepreneurship (Guillet et al. 2019b). Meanwhile, lacking 
technical skills has been identified as one of the reasons why women entrepreneurs operate in small 
and informal enterprises. Sudarmanti et al. (2013) explicate that women entrepreneurs have less 
experience, managerial knowledge and skills than male entrepreneurs, hence, women entrepreneurs 
prefer (or are forced) to operate in micro enterprises.  

 
20.2.3 Gender Discourse on Marketing Capabilities 
 
Many researchers (such as Kimosop et al., 2016; Welsh et al., 2017) maintain that there is a positive 
relationship between marketing capabilities and business performance. Marketing capabilities equip 
entrepreneurs to grasp available opportunities to grow their enterprises and increase competitiveness 
(Welsh et al. 2017). Making a business known to potential consumers is one of the key aspects that 
affect business performance, as researchers (such as Yadav, 2018; Zeng & Gerristen, 2014) alluded 
that the increase of tourists’ flow at a destination relies more on proper marketing capabilities. 
Tshabalala and Ezeuduji (2016) identify a poor marketing strategy among women-owned businesses, 
pointing that the craft dealers are dispersed without any signage to show their presence. Furthermore, 
the study revealed that some women entrepreneurs do not have proper connection to the tourism 
industry to make their business known; hence, it is difficult to find customers. According to Jiyane 
(2014), women entrepreneurs prefer face-to-face communication to transfer, use and access 
information. In most cases, women entrepreneurs advertise their businesses by means of word-of-
mouth (Biernacka et al., 2018; Tshabalala & Ezeuduji, 2016).  

 
The development and growth of information and communication technologies have changed the 
traditional frame for marketing, and brought smartness into the tourism industry. In the modern 
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marketing landscape, with the presence of Internet, social media, blogs and Search Engine 
Optimisation (SEO), many platforms have been created for organisations to share information with 
potential customers. Chetty (2015) emphasises that a strong online presence of any organisation is 
considered a valuable asset for the business. Tourism organisations can use a variety of platforms of 
technology (such as TripAdvisor, Tripcast, social media, and HearPlanet) to share information about 
the organisation (Jovicic, 2019). By using such platforms, organisations also gain knowledge of what 
the tourists are expecting from the destination as they allow participant’s review, which makes it 
easier for the marketing management to understand the target market and their needs and wants. 
Zeng and Gerristen (2014), and Gidarakou (2015) advise that tourism industry should take advantage 
of social media, as the industry relies on destination reputation, consumer opinion, word-of-mouth, 
and advertising. Though women are perceived as being particularly adept to social media, they have 
not been involved in technology as men (Orser & Riding, 2018). Meanwhile, women are less likely to 
apply their knowledge of social media to business development opportunities (Orser & Riding, 2018). 
The study also revealed that women also lack confidence in their capabilities of using technology 
compared to men. This attitude towards technology generally affects access to certain markets that 
are technological intensive (Witbooi & Ukpere, 2011). 
 

20.3 RESEARCH DESIGN AND METHODS 
 
This study explored nuanced gender perceptions on the influences that business capabilities have on 
tourism-related business operations in Durban Central Business District, KwaZulu-Natal. This requires 
a questionnaire survey to address research objectives (see Veal, 2011). We employed structured 
questionnaire survey using purposive sampling method, selecting those who have relevant knowledge 
(tourism business owners and managers) in tourism entrepreneurship, and who are willing to 
participate (Etikan et al., 2016; Nardi, 2018). The criteria of respondent inclusion in this study were 
that a tourism business is an enterprise that falls within the travel sector (transport and travel 
organisers), hospitality sector (accommodation and events), leisure and business sector, conservation 
sector, sports and recreation sector, gaming and lotteries sector, tourism support service sector and 
government tourism sector. The actual target population for this study is largely unknown                  
because many of these businesses operating in this study area fall under the informal sector                    
(not registered). This study therefore used non-probability (purposive) sampling to survey 150 
respondents (75 males and 75 females) in their tourism businesses in Durban Central                   
Business District under Ethekwini Metropolitan Municipality, KwaZulu-Natal, South Africa. We took 
special care in distributing questionnaires to create a fair comparison of the characteristics of male 
entrepreneurs against female entrepreneurs; and how they may respond to the business capabilities 
and operation factors. Because this study is non-probability in nature, we considered a sample size          
of 150 tourism entrepreneurs large enough to address the research objectives. Chawla and               
Sondh (2011) posit that a sample should not be too small to achieve data saturation or theoretical 
saturation.  
 

Data analyses were done using IBM’s Statistical Package for the Social Sciences (SPSS) software, 
version 25. We employed descriptive statistics (percentage frequencies and mean scores of 
responses), bivariate analyses (Mann-Whitney U, Spearman’s Rank Correlation and Pearson’s Chi-
Square tests) and multivariate analysis (Reliability tests using Cronbach’s Alpha). Our initial data 
analysis proved non-normal population distributions of the ordinal variables we used in measuring 
business operation statements (perceptions); hence we employed Mann-Whitney U tests of 
comparing means of responses from two independent groups to check if these are significantly 
different from one other. We compared responses to business operation statements with respondents’ 
demographic characteristics (such as gender). We conducted Mann-Whitney U tests based on the 
prescribed criteria that the dependent variables have ordinal scale; the independent variables have 
only two groups; and normality of distribution and homogeneity of variance did not prove true in a t-
test (George & Mallery, 2003; Veal, 2011). We used Spearman’s Correlation (two-tailed) test to 
explore relationships between ranked or ordinal variables, to find out if there are positive or negative 
correlations between the variables being analysed (Veal, 2011); which for this study is between 
business operation statements and perceived business success classification. We also used 
Pearson’s Chi-Square test to explore relationships between categorical / nominal data, where some 
variables that were previously measured in ordinal scale were recoded as categorical variable to 
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support this analysis. Respondents’ profiles were compared with business start-up motivation and 
perception of entrepreneurial success. We applied reliability test, a form of multivariate analysis, to 
explore the level of internal consistencies of variables used to describe factors influencing business 
operations (‘managerial and operational capabilities’, ‘marketing capability’ and ‘general 
entrepreneurial statements’). Finn et al. (2000) support the use of multivariate analysis in tourism 
studies where a particular phenomenon is likely to be influenced by a large number of variables rather 
than a single one. Previous researchers state that Cronbach’s Alpha coefficient of between 0.5 and 
0.7 is acceptable in the social science research, to denote adequate internal consistency of variables 
used in measuring a factor or dimension (Chawla & Sondhi, 2011; George & Mallery, 2003). However, 
Tavakol and Dennick (2011) posit that low Cronbach’s Alpha score may be the result if there is a 
weak interrelationship among variables used in the analysis, or if few variables are being used to 
explain a particular dimension or factor. From the reliability tests conducted on the three business 
operation dimensions: ‘managerial and operational capabilities’, ‘marketing capability’ and ‘general 
entrepreneurial statements’; dimensions achieved above 0.6 Cronbach Alpha coefficient, hence this 
study finds the variables contained in these dimension, internally consistent or related, to measure 
each of the dimensions.  

 
20.4 RESULTS AND DISCUSSION 
 
20.4.1 Respondent’s Profile  
 
The results in Table 20.1 show that respondents in this study are mostly South Africans (about 89%) 
and majority (about 61%) of the respondents had business experience of not more than six years.  

 
Table 20.1. Respondents’ profile (N=150) 

 
Variable  Category Frequency 

(%) 
South African Yes 

No 
88.7 
11.3 

Gender Male  
Female 

50 
50 

Ethnic group Black 
White 
Indian 
Coloured 

52.7 
18.0 
22.0 
7.3 

Age group  Less than 40 years 
40 years and above 

61.3 
38.7 

Business owner Yes 
No 

63.3 
36.7 

Business manager Yes 
No 

58.7 
41.3 

Motivation to start tourism business Took opportunity 
Means of survival 

54.4 
45.6 

Level of Education Up to Secondary School (Matric) 
Tertiary Education  

44.0 
56.0 

Type of Business Accommodation 
Food and Beverage 
Events Management 
Tour Operation 
Travel Agency 
Tour Guide 
Car Rentals 
Resorts 
Consultancy 
Souvenir Shop 

16.0 
26.7 
10.0 
3.3 
4.7 
2.7 
7.3 
2.0 
2.7 
24.7 
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Variable  Category Frequency 
(%) 

Number of years in business Up to 6 years 
7years and above 

60.7 
39.3 

Self-classification as an entrepreneur Very successful 
Successful 
Surviving 
Struggling 
Unsuccessful 

13.4 
43.6 
32.2 
9.4 
1.4 

 
Nsengimana et al. (2017) state that business experience influences the chances of entrepreneurial 
success. Results further show that entrepreneurs’ motivation to start a tourism business to take an 
opportunity is somewhat higher (about 54%) compared to the motivation of starting a business as 
means of survival (about 46%). Mersha and Sriram (2019) posit that in most African countries, 
entrepreneurs are pushed into business by socio-economic factors (such as unemployment). This 
study however found that majority of respondents started businesses based on available opportunity. 
The level of education was also highlighted as an important factor in business operation (Fairlie & 
Robb, 2009; Ramadani, 2015). The results of this study show that 56% of respondents have tertiary 
education. Majority of the respondents (57%) perceived themselves as successful in their businesses, 
as about 44% perceived themselves as successful and about 13% as very successful.  
 

20.4.2 Business Operation Statements  
 
Respondents were asked to show their level of agreement or disagreement with the statements used 
to measure ‘managerial and operational capabilities’, ‘marketing capability’ and ‘general 
entrepreneurial statements’. Previous study (Mersha & Sriram, 2019) posits that entrepreneurs in 
Africa lack business management skills as they are likely to be pushed into business by socio-
economic challenges. Results in Table 20.2 contradict this statement and show that 92% of 
respondents strongly agreed or agreed with the statement: ‘I have skills and experience in running a 
tourism business’. The results indicate that the majority of managers and owners of tourism 
businesses have skills and experience to run a tourism business. Nsengimana et al. (2017) argue that 
business experience influences the chances of business operational success.  
 
Notably, respondents in this study agreed more to the statement referring to developing and 
supporting their subordinates. About 74% of respondents agreed or strongly agreed with the 
statement: ‘I give my employees the opportunity to come up with ideas or decisions in running the 
business’ and 72% of respondents agreed or strongly agreed with the statement: ‘I arrange 
workshops for the staff members to receive training’. Kimbu et al. (2019) in this regard, emphasise 
that skills development is a crucial factor that increase destination competitiveness in the tourism 
industry. In line with Kim and Brymer (2011), results in this study show that most of the owners and 
managers possess transformational leadership qualities.  
 

Chirwa (2008) argues that compared to men, women lack business training skills and have less 
business experience to manage their businesses. Respondents in this study however contradict this 
finding, as about 69% of respondents strongly disagreed or disagreed with the statement: ‘male 
business managers are more capable than female business managers’ and only 14% respondents 
strongly agreed or agreed with this statement.  
 

The results in this study show that respondents mostly agreed to a set of variables used in measuring 
‘marketing capabilities’. About 72% of respondents strongly agreed or agreed with the statement: ‘I 
use Internet to market my business’; and 74 % strongly agreed or agreed with the statement: ‘I rely on 
different sources of media to get my business known’. Majority of respondents in this study showed 
that they endeavour to keep up with the market trends, as 78% of the respondents strongly agreed or 
agreed with the statement: ‘I do research to find out the new market trends’. The statements 
concerning the marketing-mix strategy (of product and promotion) also receive high levels of 
agreement. 88% of respondents strongly agreed or agreed with the statement: ‘I know very well how 
to offer my products and deliver services to meet customer need (Product)’. Also, 80% of the 
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respondents strongly agreed or agreed with the statement: ‘I use different promotion techniques to 
sell my products and services (Promotion)’. Welsh et al. (2017) maintain that marketing capabilities 
equip entrepreneurs in growing their businesses and remaining competitive in the market. Results 
Table 20.2 also show that respondents mostly perceive themselves to have strong entrepreneurial 
qualities (see responses regarding ‘general entrepreneurial statements’). These are some of the 
entrepreneurial attributes that strengthen the business operations (Ezeuduji & Ntshangase, 2017a, b). 
 

Table 20.2. Business operation statements (%) 
 

Statements Strongly 
agree 

Agree Neutral Disagree Strongly 
disagree 

2.1 Managerial and Operational Capabilities 
I have skills and experience in running a 
tourism business 

35.3 56.7 4.7 3.3 0.0 

I give my employees the opportunity to come 
up with ideas or decisions in running the 
business 

23.3 51.3 18.7 6.7 0.0 

Male business managers are more capable 
than female business managers 

8.7 8.7 13.3 54.0 15.3 

Male business managers are better 
managers than female business managers  

7.3 11.3 12.0 52.0 17.3 

I send/arrange workshops for the staff 
members to receive training.  

30.7 41.3 14.0 12.0 2.0 

Reliability statistics (Managerial and Operational Capabilities): Cronbach’s Alpha = .664, N of 
items = 5, Valid cases = 150 (100%), Excluded cases = 0 (0.0%), Total =150 
2.2 Marketing Capability 
I use Internet to market my business 42.0 32.7 8.0 14.0 3.3 
I rely on different sources of media to get my 
business known. 

30.7 43.3 5.3 20.0 0.7 

I do research to find out the new market 
trends 

36.7 41.3 6.0 16.0 0.0 

I know very well how to offer my products 
and deliver services to meet customer need 
(Product) 

36.7 51.3 8.0 4.0 0.0 

I use different promotion techniques to sell 
my products and services (Promotion) 

41.3 38.7 2.7 17.3 0.0 

Reliability statistics (Marketing Capability): Cronbach’s Alpha = .875, N of items = 5, Valid cases = 
150 (100%), Excluded cases = 0 (0.0%), Total =150 
2.3 General Entrepreneurial Statements 
I always bring new ideas in the business  44.0 48.0 4.0 4.0 0.0 
I am ambitious to bring change in my society 33.3 51.3 11.3 3.3 0.7 
I have been a powerful force for helpful 
change 

26.7 48.7 21.3 2.0 1.3 

I enjoy facing and overcoming obstacles to 
my ideas 

40.3 46.3 8.7 3.4 1.3 

I do not give up easily 60.0 37.3 1.3 1.3 0.0 
I am great at turning problems into 
opportunities 

36.7 53.3 8.0 2.0 0.0 

I can spot a good opportunity easily 41.3 50.0 4.7 2.7 1.3 
Reliability statistics (General Entrepreneurial Statements): Cronbach’s Alpha = .774, N of items = 7, 
Valid cases = 149 (99.3%), Excluded cases = 1 (0.7%), Total =150 

 

20.4.3 Perception of Entrepreneurial Success Level versus Business Operation 
Statements  

 

Spearman’s Rank Correlation test was used to test for relationships between respondents’ responses 
to ‘perception of entrepreneurial success level’ and ‘business operation statements’. Based on the 
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results in Table 20.3, it is evident that there is no reported correlation between gender nuanced 
business operation variables and perceived business success level. The variables identified to have 
positive correlations with perceived business success are mostly found within the dimension of 
‘marketing capability’. This shows that marketing capability is pivotal to business success, as all the 
variables within this dimension have mostly very strong positive correlation with business success.  
Results in this study support the findings of other authors (such as Kimosop et al., 2016; Welsh et al., 
2017) who report that there is a positive relationship between marketing capabilities and business 
performance. According to Welsh et al. (2017), marketing capabilities prepare entrepreneurs to spot 
and take available opportunities to grow the business and remain competitive in the market. This is in 
line with the other findings of this study. In Table 20.3, the other variables that show positive influence 
on entrepreneurial success are those that have to do with ‘training of staff members’, ‘not giving up 
easily’ and ‘ability to spot good opportunities easily’. Supportive and transformational leadership, 
persistence, and identifying opportunities are therefore drivers of business success. 
 
Table 20.3. Correlating perception of entrepreneurial success level versus business operation 

statements 
 
Statements

a 
Correlated with 
perception of 
entrepreneurial 
success levelb 

3.1 Managerial and Operational Capabilities 
I have skills and experience in running a tourism business N.S 
I give my employees the opportunity to come up with ideas or decisions in 
running the business 

N.S 

Male business managers are more capable than female business managers N.S 
Male business managers are better managers than female business managers  N.S 
I send/arrange workshops for the staff members to receive training.  ** 
3.2 Marketing Capability 
I use Internet to market my business ** 
I rely on different sources of media to get my business known. ** 
I do research to find out the new market trends ** 
I know very well how to offer my products and deliver services to meet customer 
need (Product) 

* 

I use different promotion techniques to sell my products and services 
(Promotion) 

** 

3.3 General Entrepreneurial Statements  
I always bring new ideas in the business  N.S 
I am ambitious to bring change in my society N.S 
I have been a powerful force for helpful change N.S 
I enjoy facing and overcoming obstacles to my ideas N.S 
I do not give up easily ** 
I am great at turning problems into opportunities N.S 
I can spot a good opportunity easily * 

aQuestionnaire were itemised along a 5-point Likert-type scale (business operation statements): 1, Strongly 
agree; 2, Agree; 3, Neutral; 4, Disagree; 5, Strongly disagree. 

Questionnaire were itemised along a 5-point Likert-type scale (perceptions of entrepreneurial success level): 1, 
Very successful; 2, Succesful; 3, Survivingl; 4, Struggling; 5, Unsuccessful. 

bSpearman’s Rank correlation (two-tailed) test significance: **, P < 0.01; N.S., no significant results 

 

20.4.4 Comparing Demographic Variables with Business Start-up Motivation and 
Perceptions of Entrepreneurial Success Level 

 
We further compared demographic variables of respondents with business start-up motivation and 
perceptions of entrepreneurial success level (using Pearson’s Chi-Square and Mann-Whitney U tests, 
respectively). As shown in Table 20.4, results show that there is no significant relationship between 
‘gender’, ‘age group’, and ‘number of years in business’ with ‘business start-up motivation’. Focussing 
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on the purpose of this study, gender did not explain any choice between being ‘opportunity’ or 
‘survival’ entrepreneur. However, nationality and educational level were identified as the socio-
demographic characteristics that have significant influence on the type of motivation to start a tourism 
business.  
 

Table 20.4. Comparing demographic variables with business start-up motivation and 
perceptions of entrepreneurial success 

 
Statements Evidence from analysis Compared with 

respondents’ 
demographic variables 

c 
4.1 Motivation to start tourism business a, c  
 Cross-tabulation 

results 
 

Nationality South Africans Expected count for 
opportunity 
entrepreneurs = 71.8; 
Actual count = 79 

** South Africans are 
more ‘opportunity 
entrepreneurs’, while 
Non South Africans 
are more ‘survival’ 
entrepreneurs 

Non South Africans Expected count for 
survival entrepreneurs = 
7.6; Actual count = 15 

Gender  Male  N.S. 
Female  

Age group Less than 40 years  N.S 
40 years and above  

Level of Education Up to Secondary 
School  

Expected count for 
opportunity 
entrepreneurs = 45.1; 
Actual count = 52 

* Respondents with 
tertiary education are 
more ‘opportunity 
entrepreneurs’ while 
respondents without 
tertiary education are 
more ‘survival’ 
entrepreneurs 

 Tertiary education Expected count for 
survival entrepreneurs = 
29.7; Actual count = 37 

No. of years in business Up to 6 years  N.S. 
 7years and above  
4.2 Perceptions of entrepreneurial success level b, d 
  Mean scores  
Nationality South Africans 2.42 N.S. 

Non South Africans 2.41 
Gender  Male 2.49 N.S. 

Female 2.35 
Age group Less than 40 years 2.34 N.S. 

40 years and above 2.53 
Level of Education Up to Secondary 

School  
2.79 ** Respondents with 

tertiary education 
agree to being more 
successful 

Tertiary education 2.12 

No. of years in business Up to 6 years 2.39 N.S. 
7years and above 2.46 

a
Questionnaire was itemised categorically: 1, Took opportunity; 2, Means of survival 

b
Questionnaire were itemised along a 5-point Likert-type scale (perceptions of entrepreneurial success level):  

1, Very successful; 2, Succesful; 3, Survivingl; 4, Struggling; 5, Unsuccessful. 
c
Pearson’s Chi-Square test significance: *, P < 0.05; **, P < 0.01; N.S., no significant results. 

d
Mann-Whitney U test significance: *, P < 0.05; **, P < 0.01; N.S., no significant results 

 

Results show that respondents who have tertiary education are more ‘opportunity’ driven 
entrepreneurs while respondents who do not have tertiary education are more ‘survival’ driven 
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entrepreneurs. South African respondents are more ‘opportunity’ entrepreneurs whereas non-South 
Africans are more ‘survival’ entrepreneurs. Non-South African entrepreneurs may struggle to find 
long-term resident permit in South Africa, and may be discriminated against in the labour market. 
They may therefore decide to start businesses to survive in South Africa. Securing a decent job 
opportunity in South Africa may also prove difficult for those without tertiary education, hence they 
may end up becoming ‘survival’ entrepreneurs. These results support Mersha and Sriram’s (2019) 
argument that socio-economic challenges may lead individuals to start a business (as means of 
survival).  

 
Also, based on the results in Table 20.4, the only socio-demographic characteristic that has a 
significant influence on ‘entrepreneurial success level’ is the ‘level of formal education’. Respondents 
with tertiary education perceived themselves more successful than those without tertiary education. 
According to Nxopo and Iwu (2016), and Rao (2018), formal education equips entrepreneurs with 
skills (such as financial management, use of technology, sourcing of information) to effectively 
manage business operations. Formal education serves as basis for accessing and utilising 
information to run a business successfully (Iwu & Nxopo, 2015). Also relating to this study’s finding, 
lack of formal education has been labelled a major challenge towards business operations’ success 
(Chinomona & Maziriri, 2015; Daniyan-Bagudu et al., 2016; Nsengimana et al., 2017). Entrepreneurs 
with higher level of education are better prepared to handle entrepreneurial challenges that may arise 
in the business (Meunier et al., 2017), and be able to operate the business successfully.  
 

20.4.5 Comparing Gender Identity with Business Operation Statements 
 
The respondents were asked to indicate their level of agreement or disagreement with business 
operations’ variables; their responses were then compared with respondents’ gender. This study 
employed Mann-Whitney U test to check if there are significant relationships between gender identity 
and the business operations variables. Results in Table 20.5 show that male entrepreneurs showed 
stronger managerial capabilities than female entrepreneurs, regarding the statements: ‘I give my 
employees the opportunity to come up with ideas or decisions in running the business’, and ‘I 
send/arrange workshops for the staff members to receive training’. These results contradict some of 
the previous findings (Guillet et al., 2019a; Schaap et al., 2008) that women are more transformational 
business leaders than men. Therefore, from the findings of this study, compared to previous findings, 
transformational leadership can be argued not to be gender specific. 
 
The results in Table 20.5 indicate that there is no significant difference between male and female 
mean scores regarding their responses to the variables within the ‘marketing capability’ dimension. 
These results suggest that both male and female entrepreneurs have similar levels of marketing 
capabilities. This study did not identify significant differences between male and female respondents 
when gender identity was compared with the responses on ‘general entrepreneurial statements’. 
Hence, neither gender can claim to be more entrepreneurial. 
 

Table 20.5. Comparing gender identity with business operation statements 
 

Statementsa Mean 
score 
(Males) 

Mean 
score 
(Females) 

Compared with 
gender

b
 

5.1 Managerial and Operational Capabilities 
I have skills and experience in running a tourism 
business 

1.77 1.75 N.S. 

I give my employees the opportunity to come up with 
ideas or decisions in running the business 

1.91 2.27 ** Males agree more 

Male business managers are more capable than 
female business managers 

3.45 3.72 N.S. 

Male business managers are better managers than 
female business managers  

3.47 3.75 N.S. 

I send/arrange workshops for the staff members to 
receive training.  

1.91 2.36 * Males agree more 
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Statements
a
 Mean 

score 
(Males) 

Mean 
score 
(Females) 

Compared with 
genderb 

5.2 Marketing Capability  

I use Internet to market my business 1.93 2.15 N.S. 

I rely on different sources of media to get my 
business known. 

2.12 2.21 N.S. 

I do research to find out the new market trends 1.83 2.20 N.S. 

I know very well how to offer my products and deliver 
services to meet customer need (Product) 

1.89 1.69 N.S. 

I use different promotion techniques to sell my 
products and services (Promotion) 

1.85 2.07 N.S. 

5.3 General Entrepreneurial Statements    

I always bring new ideas in the business  1.60 1.76 N.S. 

I am ambitious to bring change in my society 1.80 1.93 N.S. 

I have been a powerful force for helpful change 1.88 2.17 N.S. 

I enjoy facing and overcoming obstacles to my ideas 1.72 1.86 N.S. 

I do not give up easily 1.44 1.44 N.S. 

I am great at turning problems into opportunities 1.76 1.75 N.S. 

I can spot a good opportunity easily 1.75 1.71 N.S. 
a
Questionnaire were itemised along a 5-point Likert-type scale (business operation statements): 1, Strongly 

agree; 2, Agree; 3, Neutral; 4, Disagree; 5, Strongly disagree. 
b
Mann-Whitney U test significance: *, P < 0.05; **, P < 0.01; N.S., no significant results 

 
20.5 CONCLUSIONS AND RECOMMENDATION 
 
In this study, we explored nuanced gender perceptions on the influences that business capabilities 
may have on tourism-related business operations; and also sought if gender identity drives business 
performance, using the case of Durban Central Business District, in KwaZulu-Natal, South Africa. Our 
results reveal no correlation between gender nuanced business operation variables and perceived 
business success level. The variables identified to have positive correlations with perceived business 
success are mostly found within the dimension of ‘marketing capability’. This shows that marketing 
capability is pivotal to business success, as all variables within this dimension have mostly very strong 
positive correlation with business success. Also this study found that the entrepreneur’s supportive 
and transformational leadership, persistence, and ability to identify opportunities are other drivers of 
business success. Gender did not explain any choice between being ‘opportunity’ or ‘survival’ 
entrepreneur. The only socio-demographic characteristic that has a significant influence on 
‘entrepreneurial success level’ is the ‘level of formal education’. Respondents with tertiary education 
perceived themselves more successful than those without tertiary education. This study reveals no 
convincing differences between male and female respondents regarding their responses on 
‘managerial and operational capabilities’, ‘marketing capability’ and ‘general entrepreneurial 
statements’. Therefore, being male or female does not make an entrepreneur a better business 
manager. This study therefore recommends more entrepreneurship training and mentorship 
programmes in KwaZulu-Natal, South Africa; and these should emphasise that formal education, 
marketing capability and other factors (but not gender) support business success. Hence training and 
mentorship should focus on building marketing capability, among others. 
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ABSTRACT 
 

The main aim of this paper was to explore the languages used for messages displayed on signs at the 
public railways in the Western Cape, South Africa for their functional and symbolic value. A further 
aim was to explore the mobility of languages on these signs across official and non-official spaces in 
the public domain. This type of investigation entailed consideration of signs displayed at railway 
stations, in passenger trains and on other railway infrastructure. An ethnographic approach was used 
for the collection of data. Data were analysed using mixed-methods comprising descriptive statistics, 
supplemented with a multimodal analysis of signs. The key findings reveal the extent to which 
multilingualism and multiculturalism are reflected in the languages used on signs at the railways. 
Furthermore, the findings reveal the interplay between power relations, symbolic value, identity and 
vitality of languages on signs results in a somewhat limited display of multilingualism. Consequently, 
the linguistic reality at the railways does not accurately reflect the aims of the language policies of the 
Western Cape nor that of South Africa, in terms of promoting multilingualism in all spheres of life. As 
anticipated, the findings confirm that English is the preferred language of wider communication and is 
the dominant language on both official and non-official signs at the railways. The paper identifies 
practical policy implications and offers suggestions which may contribute towards improving the 
mobility of linguistic resources on signs at the railways in the Western Cape. 
 
Keywords: Apartheid; code preference; ethnography; linguistic landscape; multilingualism. 
 

21.1 INTRODUCTION 
 

This paper explored the linguistic landscape (LL) at the public railways in the Western Cape, South 
Africa. The idea was to assess the extent to which multilingualism and multiculturalism were reflected 
in the languages used on signs displayed at the railways. The guiding research questions relate to the 
multilingual nature of the Western Cape and South Africa in general. Drawing on national and 
provincial language policies, the fundamental issue explored concerned multilingual messages 
displayed on signs at the railways. Public rail transport in South Africa is operated by Metrorail, a 
subsidiary of the Passenger Rail Agency of South Africa (PRASA). More than 600,000 people are 
transported daily by rail in the Western Cape. The main purposes for these journeys include inter alia 
work, education and recreation, respectively (PRASA 2018). Commuters are diverse in terms of their 
demographic composition, with the majority comprising working-class black and coloured people 
(PRASA 2018). Significantly more passengers are transported by rail than those carried by other 
modes of transport, such as busses, minibus taxis and private vehicles. The main reason for this 
preference is that rail transport offers significant cost-saving benefits over road-based travel. In 
addition, the rail network penetrates extensively in the middle to high income areas as well as low 
income areas. Rail transport therefore has ready access to a wide range of commuters from diverse 
socioeconomic and cultural backgrounds.  
 

A linguistic landscape approach was used for this research and entailed consideration of both 
quantitative and qualitative analyses of data. This study draws on the definition of linguistic landscape 
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from a seminal paper by Landry and Bourhis (1997:25) who describe linguistic landscape as “the 
language of public road signs, advertising billboards, street names, place names, commercial shop 
signs, and public signs on government buildings”. Furthermore, Landry and Bourhis (1997) explain 
that the LL has an informative function as well as a symbolic function. In addition, they point out that 
LL data could be useful for studies on ethnolinguistic vitality and language policy and planning. 
Essentially, this approach involves taking a snapshot of signs in a particular place at a specific point in 
time for the purposes of analysing a specific language situation. Various previous LL studies use this 
type of approach to reveal hierarchies of linguistic resources in multilingual settings. In addition, this 
approach is used to explore the global spread of English and to examine the languages used for 
messages on official and private signs (Spolsky, 2020; Gorter and Cenoz, 2020; Malinowski, 2020). 
While many earlier studies contribute towards developing LL research, they also have limitations. For 
example, Ben-Rafael, Shohamy, and Barni (2010) explain that place is not fixed and static but rather 
dynamic and fluid. Subsequently, Milani and Zabrodskaya (2014) observe that LL research evolves 
over time. Scholarly interest in LL research on the African continent and in South Africa in particular, 
has grown considerably during the last decade with numerous different studies on the topic (Jimaima, 
2016; Banda and Jimaima, 2018; Banda, Jimaima and Mokwena, 2018; Banda and Mokwena, 2019).  
 
The main influencing factors on the LL include modernity, globalisation and multiculturalism which are 
at the forefront of our daily lives. The character, composition and status of places are shaped by 
commercial activity, professional identities and demographic development, all of which find focus in 
the LL. Amid this, the relations between government and its people are constantly changing. The LL 
of an area could therefore be interpreted as the manifestation of the influence of official language 
policy and planning on our daily lives. Languages used on signs may reflect changes in the dominant 
identities and cultures within society. Linguistic and other semiotic resources used for messages on 
signs could be seen as pointing backwards in time to who produced them while also pointing forward 
in time to an audience or public who read them. Blommaert (2013; 2014) emphasises that paying 
close attention to these signs gives us a sense of the competence of their writers, their language and 
social backgrounds, the degree to which they are older or newer migrants, and the degree to which 
the target audience are older or newer communities. Thus, the languages used for messages on 
signs in a particular area could reveal insights into the socioeconomic, cultural, commercial and 
political resources at play in the public domain. This paper entails consideration of the languages 
used on signs displayed on train carriages, station platforms and other railway infrastructure. The 
guiding research questions are as follows: 
 

1. Which linguistic resources are mobilised in the LL of the railways in the Western Cape? 
2. What is the functional and symbolic value of these languages? 
3. What are the language policy implications?  

 
21.2 THEORETICAL BACKGROUND 
 
South Africa is a multilingual, multicultural society with unique language policies that aim to promote 
multilingualism in all spheres of life. The presence of different languages on signs serve to indicate 
societal multilingualism, brought about and enhanced by transformation, urbanisation and 
globalisation. This linguistic and cultural diversity are the result of the influx of various groups of 
people to the region over many centuries. For instance, the Khoi and San are widely recognised as 
being among the first groups of people who inhabited the Southern African region, followed by the 
Bantu people who migrated south around the twelfth century. Much later, in about the seventeenth 
century, other people began to sail to South Africa from European countries, such as the Portuguese, 
Dutch, French, Germans and British. This vast migration included various groups of people from the 
East, such as Malaysians, Indonesians and Indians. Consequently, today, more than 25 languages 
are spoken in South Africa by nearly 60 million people (Census, 2011:18). Most South Africans use an 
African language as their home language, are multilingual, and speak English as part of their 
individual linguistic repertoires. The use of English is universal in official and commercial public life. 
South Africa’s other lingua franca, isiZulu, is the mother-tongue of 22.7% of South Africa’s population, 
followed by isiXhosa at 16.0%, Afrikaans at 13.5% and English at 9.6% (Census, 2011:25). Setswana 
and Sesotho speakers account for 8.0% and 7.6% each, respectively. The other official languages are 
each spoken by less than 5.0% of the population, respectively. The Nguni languages, comprising 
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isiZulu, isiXhosa, siSwati, and isiNdebele have many similarities in syntax and grammar. Similarly, the 
Sotho languages, comprising Setswana, Sesotho sa Lebowa, and Sesotho, also have much in 
common. Many of South Africa’s linguistic groups of people share a common ancestry. As these 
groups and clans of people migrated south, variations of their common languages evolved over time. 
Despite this ubiquitous cultural and linguistic diversity, in South Africa, Afrikaans and English were the 
only official languages during apartheid.  
 
The Afrikaans language became symbolic of Afrikaner nationalism and was characteristic of white 
minority rule during apartheid in South Africa. Moreover, the proposed use of Afrikaans as the 
medium of instruction in black township schools resulted in protests in 1976 which marked a turning 
point in the country’s political and social history. Today, Afrikaans is spoken mainly by white 
Afrikaners, coloured people - most of whom predominantly live in the Western Cape, and some 
sections of the black population. Most people living in South Africa have some knowledge of English 
which serves as the lingua franca. It is also the preferred language of government and private 
business enterprise in South Africa. English is a compulsory subject at school level and is the 
preferred medium of instruction at tertiary institutions in the country. In 1991 during negotiations 
aimed at dismantling apartheid, white Afrikaner organisations expressed concern about the status of 
Afrikaans and threatened to derail the talks. A quick compromise between stakeholders necessitated 
a constitutional clause stating that none of the languages used in South Africa at that time would be 
diminished in status. Since the former black homelands also had their own language policies at the 
time, these too were not reduced in official status. Therefore, when apartheid ended, Afrikaans 
retained its status as an official language and nine other languages retained theirs also. 
Consequently, the Constitution, Chapter 2, Section 6 (RSA, 1996) guarantees equal status to eleven 
official languages which include Afrikaans, English, IsiNdebele, IsiXhosa, IsiZulu, Sepedi, Sesotho, 
Setswana, siSwati, Tshivenda, and Xitsonga. Furthermore, the Pan South African Language Board 
(PanSALB) which was established in 1995, endorses the use of the official languages in South Africa. 
In addition, a number of other African, European and Asian languages are also spoken in South 
Africa. The PanSALB is tasked to promote recognition and respect for all languages used in South 
Africa, including the Khoi, Nama and San languages, Sign Language, Arabic, German, Greek, 
Gujarati, Hebrew, Hindi, Portuguese, Sanskrit, Tamil, Telegu and Urdu. Indigenous creoles and 
pidgins are also used in some communities, such as Funagalo, Tsotsitaal and Sabela (Mesthrie, 
1989; Hurst, 2008). Since English is largely understood across South Africa, it is the preferred 
language of business, politics, tertiary education and the media. Although English serves as the lingua 
franca as mentioned previously, it ranks fifth out of the eleven official languages spoken as a home 
language in terms of its number of mother-tongue speakers. The Use of Official Languages Act, 2012 
(Act No.12 of 2012) provides for the regulation and monitoring of the use of official languages by 
government and to some extent, privately owned organisations also. 
 
21.2.1 Linguistic Landscape Studies 
 

In a seminal paper, Landry and Bourhis (1997:23) describe linguistic landscape as “the visibility and 
salience of languages on public and commercial signs”. Subsequently, LL research has become 
grounded in a variety of theories, from politics and sociology to linguistics, education, geography, 
commerce and law. These developments may have resulted for a number of reasons. For instance, 
urbanisation has led to many people all over the world moving from rural areas into the cities, 
resulting in increased diversity in urban, built-up environments. Additionally, the influence of 
globalisation has resulted in commercial advertising becoming increasingly multilingual phenomena. 
The use of different languages for messages on signs in the LL serves as an indicator of societal 
multilingualism brought about and enhanced by globalisation. Therefore, LL studies explore “the 
visibility and salience of languages on public and commercial signs in a given territory or region” 
(Landry and Bourhis, 1997:23). The LL creates and shapes a kind of reality. It is therefore an 
important indicator of language use and vitality in socially and commercially contested public spaces 
(Shahomy and Gorter, 2009).  
 

Thurlow and Jaworski (2010:2) explain that linguistics is merely one element in the construction and 
interpretation of place. To support their argument, they introduce the term ‘semiotic landscapes’ which 
refers to “any public space with visible inscription made through deliberate human intervention and 
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meaning making” (ibid). Thus, the study of LL gives a unique perspective into theories and policies 
around multilingualism. Stroud and Mpendukana (2009; 2010) propose a material ethnography of 
language in their study about consumers and producers of various advertised products in Khayelitsha, 
a township located on the periphery of Cape Town. In particular, the authors analyse the content and 
placement of advertising billboards in terms of Bourdeau’s (1984) sites of necessity and luxury, 
respectively. Stroud and Mpendukana (2009) differentiate between signs displayed in these sites in 
terms of the different resources used that reflect the hierarchical nature in which they are produced 
and displayed. In a subsequent study, Blommaert and Huang (2010) draw on Kress (2006; 2010), and 
Scollon and Scollon (2003; 2004) in their construction of a materialist theory of signs to demonstrate 
that signs are material forces which have measurable effects in the social and commercial lives of 
people.  
 
Gorter (2006a:1) introduces the term ‘multilingual cityscape’ which he argues describes LL studies 
more accurately. For Gorter, urbanisation and globalisation contributed to the fact that most of the 
previous LL studies were done in urban built-up environments within cities. He appropriately observes 
that signs that display written texts are generally found in built-up urban areas. Although the term 
‘multilingual cityscape’ is probably a more specific term than ‘linguistic landscape’, the term ‘cityscape’ 
excludes studies conducted in rural areas, on the inside of buildings and transport facilities, such as 
trains as in the current study. In addition, Edelman (2010) cautions that the term ‘multilingual 
cityscape’ excludes the possibility of monolingualism in advance. In their research, Woldemariam and 
Lanza (2014) explain that the issue of language contact in the LL is seldom addressed, particularly 
issues pertaining to agency and power. They point out that the LL allows for exploring agency in the 
context of literacy, language rights and identity in multilingual environments. In particular, the authors 
note that little attention has been given to the study of the LL in urban sites in the Global South. Thus, 
they explore the LL of two different regions in Ethiopia to provide an analysis of language contact that 
takes place between regional languages. Their study is based on data collected through field work 
and participant observation from two federal regions in the country - Tigray and Oromia. Their results 
show the various ways in which speakers of the regional languages draw on their multilingual 
resources to create new arenas for language use thereby asserting their agency in developing new 
literacy practices. Furthermore, the authors show that Amharic is used as a lingua franca by people of 
various ethnic origins and backgrounds. Moreover, the authors point out that Amharic was used as a 
form of domination in the country during Emperor Haile Selassie’s reign (1930–1974). After this 
period, the new military government attempted to use fifteen regional languages as part of their 
national literacy campaign. A similar language situation echoed into the post-apartheid South Africa.  
 

In their study on immigrant languages in Sienna, Italy, Barni and Bagna (2015) reflect on the 
developments in LL research over time. They analyse its role and aims and in particular, offer a 
critical discussion on the methods and tools used to collect and interpret data. Their analysis 
highlights that subsequent LL studies have significantly expanded since the pivotal study by Landry 
and Bourhis (1997). Moreover, the authors explain that the objects, methods, and tools of analysis in 
LL studies have changed to satisfy different research goals, to describe specific aspects of the LL, 
and to interpret and understand the LL using interdisciplinary approaches. The authors describe how 
both the methodologies and objects of analysis have developed over the years and consider various 
previous LL studies (Gorter 2006; Shohamy and Gorter 2009; Shohamy, Ben-Rafael, and Barni 2010; 
Hélot, Barni, Janssens, and Bagna 2012). Furthermore, Barni and Bagna (2015) discuss their own 
research on Italian among foreigners and immigrant languages in Italy. They acknowledge that earlier 
LL studies were predominantly quantitative in nature and that later more interdisciplinary approaches 
developed such as semiotic, sociological, political, geographic and commercial approaches. The 
authors explain that these developments entailed consideration of not only quantitative but also 
qualitative research methods. Thus, they argue that merely counting the number of languages in the 
LL is insufficient to account for the complex and dynamic situations in which various languages 
coexist. In addition, the authors point out that a more global approach to LL studies developed over 
time which led to an expansion in the topics of analysis. Thus, Barni and Bagna (2015) contend that 
LL studies should not be confined to verbal and written languages and argue that it also entails 
consideration of the complexity of semiotic spaces; people as authors, actors, and users, all of which 
form part of LL research. 
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Similar criticism has been levelled by Blommaert and Maly (2014) who point out a predominantly 
quantitative approach in previous LL studies in which visible public languages are counted and 
mapped in terms of their distribution over a specific area. The authors argue that such studies fail “to 
explain how the presence and distribution of languages could be connected with specific populations 
and communities and the relationship between them, or with the patterns of social interaction in which 
people engage in the particular space” (Blommaert and Maly, 2014:3). Thus, they contend that 
studying the LL should not be limited to merely counting the languages present in it but it should also 
entail contextualising the analysis, broadening it to encompass the actors who shape or use the 
landscape, and the factors which have contributed to its development over time. In addition, they 
explain that different investigative methodologies could be used, depending on the guiding research 
objectives. For instance, Blommaert and Maly, (2014) explain that purely quantitative LL studies are 
valid, if such a methodology is suited to the goal. However, they caution that it may fail to provide 
detailed insights into what is really going on in particular settings. With this in mind, it becomes clear 
then that not all LL studies require quantitative approaches since certain research goals may call for 
qualitative methods, such as personal interviews or survey questionnaires. Therefore, both 
quantitative and qualitative approaches may have value if they are applied appropriately to specific 
research goals and contexts. Moreover, Blommaert and Maly, (2014) explain that quantitative and 
qualitative methodologies are not mutually exclusive. It may be more useful to view them as situated 
on a continuum rather than as a dichotomy, as demonstrated in mixed-method research in LL which 
this research paper does. 
 
21.2.2 Signs of Commodification  
 
Banda and Mokwena (2019) use LL data from two rural communities in the Northern Cape, South 
Africa to illustrate how indigenous African languages and localised English are entangled as 
commodities. They show that new forms of commodification do not necessarily involve standard 
English which is considered an effect of globalisation (Coupland, 2013). In addition, they explain that 
these new forms of commodification are not reserved for modern, urbanised landscapes which are 
intended solely for consumption by the wealthy or tourists. Instead, they argue that rural and 
traditional modes of production are also capable of influencing commodification in the LL in terms of 
their various offerings. Thus, drawing on commercial advertising in the LL of the Northern Cape, 
Banda and Mokwena (2019) show how local languages are commodified. The authors argue that the 
symbolic value of English as the absolute language of commodification, as portrayed in the literature, 
is not universal. Furthermore, they argue that in contexts such as the Northern Cape, English 
competes with the other local languages, in this case, Setswana and Afrikaans. Seen in this way, 
Banda and Mokwena (2018) demonstrate that the local languages, Setswana and Afrikaans, are 
valuable commodities in the LL since they serve as languages of marketisation. In addition, English is 
often blended with one or two of the local languages for aesthetic and marketisation purposes in 
commercial advertising in the localised spaces. They further show that the commodification of 
languages and the accompanying hybridised forms entail consideration of the semiotic choices of the 
local authorship of signs. It also entails consideration of the influence of local communities’ languaging 
practices (Banda and Mokwena, 2018). Thus, Banda and Mokwena (2018) conclude that local 
languages probably share a similar commodity status with English in the LL of the Northern Cape. 
Therefore, local languages and localised English become signs of commodification in the LL. 
Essentially, this is achieved through processes of what Banda and Mokwena (2018:185-186) refer to 
as “Africanisation” whereby local languages are used as marketing tools on signs to attract 
customers. This argument could probably be said about the use of English on signs at the railways in 
South Africa. Thus, it would be reasonable to expect English to be used on signs at tourist attractions 
or urban locations that have mixed sociolinguistic groups. Seen in this way, English may be used to 
address not only native speakers of the language but also people from various other African countries 
and tourists from further abroad. Additionally, English could be used for its perceived prestige and 
positive connotations (Ben-Rafael, 2006; Cenoz and Gorter, 2009; Kelly-Holmes, 2014; Jimaima, 
2016). Consequently, most messages in English in the LL of the railways in the Western Cape would 
be addressed to non-native speakers of the language since English serves as the lingua franca. In 
addition, English is the official language of public communication of both government and private 
commercial enterprise in South Africa.  
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In another LL study, Banda and Mafofo (2015) explore the mission statements on signs on the 
Internet home pages of three South African universities. Essentially, the authors show that these 
universities do not only refer to prior texts; they use these texts as semiotic resources which they 
transform into mission statements to market themselves and to construct their unique brand identities. 
Focusing on place semiotics and visual semiotics, the paper emphasises how the placement of signs 
contributes to the discourse in the material world of these institutions. The authors argue that this in 
turn, gives these institutions social meanings and different identities. However, Banda, Jimaima and 
Mokwena (2018) note that people do not always read signage, especially those in English since they 
may use and speak other languages in their daily lives. Thus, the number of people with English as 
their mother-tongue in South Africa is limited in comparison to those who use the other official 
languages instead. Furthermore, in studies of signs in the LL in Zambia, Banda and Jimaima (2015) 
show that the languages used on signs do not reflect the linguistic repertoires at regional and national 
levels. Although Zambia is said to have more than 72 languages of which seven are regional official 
languages, the LL in Zambia is dominated by English (Banda and Jimaima 2015). The current paper 
echoes similar findings in terms of describing the language situation at the railways in the Western 
Cape, South Africa.  
 

21.3 METHODOLOGY 
 
Previous studies of the LL apply various methodologies. Some use quantitative approaches, others 
qualitative and some use mixed-methods approaches (Barni and Bagna, 2009; Hanauer, 2010; 
Blommaert, 2014). To achieve the main aim of this study and to answer the guiding research 
questions, the LL of the railways in the Western Cape was explored using a mixed-methods 
approach. Data were collected over three months by means of digital photography and participant 
observation during ethnographic fieldwork in the research sites, drawing on the approaches of 
Jimaima (2016) and Banda and Mokwena (2019). More specifically, data were collected from 58 
individual railway stations in the Western Cape which had the highest numbers of daily commuters at 
the time of the study (PRASA, 2018). Of the more than 800 signs photographed, 401 separate signs 
were identified for the analysis. Duplicate, unclear, and illegible signs were discarded to ensure 
validity and reliability. For quantitative analyses, taxonomies and descriptive statistics were used to 
determine the patterns of language use in the LL. The qualitative analysis described the signs in 
terms of spatial, linguistic, and content analysis. Moreover, qualitative analyses entailed consideration 
of the colours used on the signs (Malinowski, 2009), the direction of the text (Scollon and Scollon, 
2003), the intended meaning of the message (Curtin, 2007), the images and the overall perception of 
the area and the sign (Shohamy and Waksman, 2009). In addition, a multimodal framework was used 
to further analyse the signs and to contextualise the findings drawing on Kress and Van Leeuwen 
(2006) and Kress (2010).  
 

21.4 RESULTS 
 

21.4.1 Languages on Signs 
 
The first research question was to determine which linguistic resources are mobilised in the LL at the 
railways in the Western Cape. To answer this question, a general overview is given of all the 
languages that were found on signs in the research sites in Table 21.1. 
 
Table 21.1 shows 11 different languages that were displayed on signs in the LL of the railways in the 
Western Cape at the time of the study. Six of these languages were used on monolingual signs. The 
remaining five languages were displayed on bilingual and multilingual sign combinations, respectively. 
All the bilingual signs displayed combinations of English with other languages. Multilingual signs 
displayed English-Afrikaans-isiXhosa and English-Afrikaans-Dutch language combinations, 
respectively. English was used on 321 (80%) of the signs. Graffiti comprised 47 (12%) of the signs 
and was counted as a separate genre since it is difficult to count as a language. Monolingual signs 
accounted for 286 (71%) whereas multilingual signs comprised 68 (17%). Interestingly, Afrikaans and 
isiXhosa had a similar distribution. There were 15 (4%) monolingual Afrikaans signs and 12 (3%) 
monolingual isiXhosa signs. Bilingual English-Afrikaans signs comprised 24 (6%) and an English-
isiXhosa combination included 20 (5%) signs. Not surprisingly, the English language dominated the 
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LL. Monolingual English signs accounted for 255 (64%). There were 51 (13%) bilingual English 
combinations and 17 (4%) multilingual English sign combinations. Monolingual signs that displayed 
minority languages in the LL included French (2), Dutch (1) and Italian (1). Other minority languages 
displayed in the LL occurred as bilingual sign combinations with English. These signs included 
English-isiZulu (4), English-Latin (1), English-Japanese (1) and English-Arabic (1) bilingual sign 
combinations, respectively. Two of these minority languages were used for station names which 
comprised ‘Faure’ (French) and ‘Stellenbosch’ (Dutch), respectively. These station names are 
characteristic of South Africa’s colonial past. The French Huguenots (settlers), who were mainly 
farmers, settled in the fertile farming areas in the Northern Suburbs whereas the Dutch settlers 
occupied vast areas in the Northern Suburbs which is today known as the Cape Winelands in the 
Stellenbosch area. The Italian language was displayed on a billboard advertisement of ‘Fattis and 
Monis Spaghetti’ which is a well-known food brand in South Africa.  

 
Table 21.1. Languages displayed on signs 

 
Languages  Total % 
Monolingual 286 71.3% 
English 255 63.6% 
Afrikaans 15 3.7% 
isiXhosa 12 3.0% 
French 2 0.5% 
Dutch 1 0.2% 
Italian 1 0.2% 
Bilingual 51 12.7% 
English-Afrikaans 24 6.0% 
English-isiXhosa 20 5.0% 
English-isiZulu 4 1.0% 
English-Latin 1 0.2% 
English-Japanese 1 0.2% 
English-Arabic 1 0.2% 
Multilingual 17 4.2% 
English-Afrikaans-isiXhosa 16 4.0% 
English-Afrikaans-Dutch 1 0.2% 
Graffiti 47 11.7% 
n = 401 100% 

 

21.4.2 Multilingual Signs  
 
Multilingual signs do not share the same space because one language is always displayed in a more 
prominent position than another language on the same sign. The first feature indicating this code 
preference is placement according to Scollon and Scollon (2003). Furthermore, Scollon and Scollon 
(2003) observe that in most Western contexts, texts displayed on top, on the left, or in the centre of 
signs are usually more prominent within their geosemiotic framework. If the codes are aligned 
vertically, the location of preference is on top. If they are aligned horizontally, the preferred code is on 
the left or the preferred code could be situated in the centre. A choice must therefore be made 
regarding which language will take the dominant position on a sign. Huebner (2006) compares this 
type of placement of languages on signs with the amount of information given in a language to 
determine the dominant language on the sign. In addition to the placement of text on signs, the 
qualities of the inscription further indicate code preference. Different fonts or letter forms, shape, size, 
colour, accompanying images and repetitions can produce different meanings on the sign as Scollon 
and Scollon (2003) explain. In cases where size and order express conflicting preferences, size 
outweighs order. Within a South African context, English is generally considered the language of 
wider communication by both government and private enterprise. Thus, in the LL of the railways, 
English appears on its own and in combinations with other languages on signs. The findings therefore 
reveal that monolingual English signs are dominant on both government and private signs in the LL as 
shown in Table 21.2. 
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Table 21.2. Languages used on official and private signs 
 
n = 401 Official Signs Private Signs 
English only 128 31.9% 127 31.7% 
Afrikaans only 12 3.0% 3 0.7% 
isiXhosa only 9 2.2% 3 0.7% 
English-Afrikaans 15 3.7% 9 2.2% 
English-isiXhosa 9 2.2% 11 2.7% 
English-Afrikaans-isiXhosa 15 3.7% 1 0.2% 
Other languages  5 1.2% 7 1.7% 
Graffiti 0 0.0% 47 11.7% 

 
Table 21.2 reveals that monolingual English signs dominate the LL on both government and private 
signs. This finding concurs with Dyers (2010) who notes that English has replaced Afrikaans as the 
dominant language on signs in post-apartheid South Africa. This finding further supports the notion 
that changes in the LL could be attributed to Spolsky’s (2009) symbolic value condition in terms of the 
language choice on signs. Cenoz and Gorter (2006) point out that English is widely used in the LL 
because of its status as the language of international communication. Furthermore, the Western Cape 
language policy states that all official notices and advertisements must be displayed equally in 
Afrikaans, isiXhosa, and English in the public space. Private commercial signs should adhere to the 
framework of the Provincial Language Policy. However, the findings reveal that the requirements of 
this policy framework which aims to promote multilingualism in all spheres of society is not reflected in 
the linguistic reality of the railways in the Western Cape. Furthermore, the findings reveal that English 
is the preferred language on signs. Moreover, English is displayed on 315 (79%) of the total number 
signs in the sample. There were 128 official and 127 private monolingual English signs, respectively. 
Most of the private signs are in English which comprised signs indicating the business name and 
other general information. In addition, English is the preferred language used to identify the ‘self’. This 
choice of English is therefore symbolic because it does not necessarily index speakers of the English 
language. Also, values of prestige and globalisation are invoked using English on private commercial 
signs. In doing so, the ‘self’ is expressed favourably as belonging to an elite group and offers potential 
customers to share in this identity (Spolsky 2009). 
 
The various other languages that were found in the LL are rarely used on their own on monolingual 
signs. For example, Afrikaans and isiXhosa monolingual signs respectively represent four percent and 
three percent of all the languages displayed on the signs. The other two official languages of the 
Western Cape, Afrikaans and isiXhosa, are equally neglected on both the official and private signs. 
These languages are used predominantly on warning and prohibitory signs. They are also generally 
used in combination with English on the signs. For example, warning signs on electricity infrastructure 
tend to be multilingual for legislative and instrumental communicative reasons. 
 

21.4.3 Multimodal Signs 
 
The second research question relates to the functional and symbolic value of the language resources 
deployed in the LL of the railways in the Western Cape. The findings in this section describe the LL in 
terms of the patterns of language use and code preference on both the official and private signs. 
Furthermore, the analysis evaluates the signs for their spatial and linguistic content. Moreover, the 
findings reveal insights into the functional and symbolic value of the individual languages on the signs. 
Identities and power relations that influence and shape the LL are also revealed. 
 
Fig. 21.1 shows the oldest municipal emblem in South Africa. It is the emblem of the original Cape 
Town Coat of Arms which dates to 1874-1910. During this period, the railways in the Cape Colony 
were operated by the Cape Government Railways under British rule. This sign is based on Jan Van 
Riebeeck’s original Coat of Arms. The phrase ‘Spes Bona’, meaning ‘Good Hope’, is written in Latin. 
Although Latin is not a spoken language in South Africa, Latin terminology is still used in law, 
medicine, and science. Latin is also still used for the motto of an organisation, as shown in the sign in 
Fig. 21.1. This sign was preserved during the recent infrastructural upgrades to Cape Town station. 
The sign continues to serve as a railway heritage monument for more than a century. It reflects 
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information about the history of the Cape Colony and the period when rail transport was operated by 
the Cape Government Railways. This sign is therefore symbolic of the identity and power relations 
that exist between speakers of English and those of other languages in Cape Town since the late 
1800s to the present day. Signs could be linked to ethnolinguistic vitality which contributes to group 
identity in users of a language. Therefore, this sign indexes the demographic and institutional power 
of British colonisation over other groups of people in the Western Cape and South Africa at large. 
Consequently, the presence of this sign in the LL of the railways in the Western Cape may be 
perceived as inappropriate and offensive to some groups of people, given South Africa’s history of 
colonialism and racial segregation. However, attempts to source formal records of public objections to 
the presence of this colonial-era sign at Cape Town railway station were unsuccessful. 
 

 
 

Fig. 21.1. Information sign at Cape Town station in English and Latin 
 
The different types of signs used by railway authorities to display station names are mainly associated 
with changes in government or the restructuring of government departments over time in South Africa 
since government owns and operates rail transport in the country. Changes in government and the 
restructuring of government departments are therefore particularly evident in the LL and can be seen 
in messages on signs that were either changed or removed when apartheid ended in 1994. Prior to 
1994, Afrikaans and English were the only two official languages of South Africa. With the onset of 
democracy in South Africa, the 1996 Constitution, Chapter 2 Section 6 (RSA 1996) guaranteed equal 
status to 11 official languages to cater for the country’s diverse people and their cultures. However, 
public and private institutions are often governed by practicality and not only by language policy 
desires. Evidence of this pragmatism can be observed in the following examples of signs at the 
railways.  

 

 
 

Fig. 21.2. Station name signage in 1960s-1980s 
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Fig. 21.3. Station name signage in 1990s 
 

 
 

Fig. 21.4. Station name signage in 2000s 
 

 
 

Fig. 21.5. Current station name signage 
 
The signs depicted in Figs. 21.2-21.5 reveal discrepancies in the design and construction of station 
name signage in the LL of the railways over time. These differences are significant because it relates 
to the information and symbolic function of signs in the LL. This is because place (station) names 
have an informative function in that it marks a territory (Edelman, 2010). Furthermore, station names 
could be written in a language that is not necessarily used or fully understood by those who read the 
signs. In addition, station names could be used for the presentation of ‘self’ or for the display of 
‘collective identity’ (Spolsky, 2009). Thus, the ‘presumed reader condition’ (preference to write signs in 
a language or languages that intended readers are assumed to read) may not be that important for 
station names. Station names could also perform a symbolic function in that they may indicate the 
status or hierarchy of languages in the LL. Moreover, they could also index power relations between 
various stakeholders, such as linguistic communities and government in the regulation of the public 
representation of languages - which applies to the signs discussed in this paper (Edelman 2010).  
 
The sign in Fig. 21.6 is an example of a monolingual English information sign at Kuyasa station, near 
Khayelitsha. Although this sign is predominantly in English, isiXhosa is the dominant spoken language 
in this area. Ben-Rafael, Shohamy, Amara, and Trumper-Hecht (2006) show that the LL could be 
explored in terms of power relations between dominant and subordinate groups of people. It could 
also reveal identity markers of communities to the various readers of signs. Thus, the name ‘Kuyasa’ 
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on this sign is the only clue that isiXhosa-speaking people probably reside in this area. The presence 
of English on the sign reveals that the LL does not necessarily reflect the diversity of languages and 
cultures in an area. Instead, the use of monolingual English on the sign endorses the assertion that 
the LL is a symbolic construction of the public space (Ben-Rafael et al., 2006). 
 

 
 

Fig. 21.6. Monolingual English information sign 
 

 
 

Fig. 21.7. Bilingual English-isiXhosa regulatory-prohibitive-warning sign 
 
The sign in Fig. 21.7 has an informational function. It informs the reader in English, accompanied by 
an isiXhosa translation, that ‘no dangerous weapons [are] allowed’ at the railways. This sign also has 
an English-Afrikaans variation that is displayed at other stations in the Western Cape. The image of 
the assault rifle on the sign appears to be that of an ‘AK47’ model. It is common knowledge that this 
was the preferred weapon of the anti-apartheid armed forces in South Africa during apartheid. The 
other prohibited weapons on the sign comprise a hunting knife, ‘knobkierrie’, axe and spear - the latter 
three are traditional Xhosa weapons. Two questions arise; Who exactly is this sign speaking to? Why 
does this sign seem to specifically reference black people? (as suggested by the type of weapons on 
the sign) These questions certainly warrant further investigation but is not covered in the scope of the 
current paper. 
 
In Fig. 21.8, the English text is positioned at the top of the sign, followed by an Afrikaans translation at 
the bottom. Both texts are printed in black, in the same font type and size. The background colour is 
white and the sign is framed within a red border. The significance of this detail is that in most western 
cultures, the use of the colour red can be associated with danger or urgency. The colour red is known 
to promote quick decisions or responses whereas the white background and the use of black for the 
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text can be associated with power and formality. By using English as the preferred language on 
official signs in the LL of the railways, government exercises sociopolitical control over people through 
the discourses displayed in the public space. The position of the English text on this type of sign 
differs from that of similar signs in the LL during apartheid. More specifically, Afrikaans previously 
assumed the primary position above English texts on signs (Dyers, 2010). This finding supports 
Edelman’s (2010) assertion that government authorities can easily dominate the official signage 
domain for the purposes of influencing society. For instance, in the LL of the railways, authorities 
display ideological messages in English thereby influencing society to use more English. Moreover, 
Barker and Giles (2002) argue that the LL contributes to changing attitudes of host communities 
towards other communities that are present within a given area. Thus, the dominance of English on 
official signs could be seen to contribute to the changing attitudes of people towards each other in 
communities in the research sites. For example, sporadic Xenophobic attacks throughout South Africa 
in recent years were in part, driven by cultural differences, including language differences. English 
serves as a lingua franca between South Africans and immigrants from other African countries. In this 
way, local communities deny immigrant languages any status in the LL of South Africa. 
 

 
 

Fig. 21.8. Regulatory sign in English and Afrikaans 
 

 
 

Fig. 21.9. Bilingual Afrikaans-English information sign 
 
In Fig. 21.9, the Afrikaans text ‘Hoofpassasiersdienste’ is placed above the English translation 
‘Mainline passenger services’ on the sign. Both texts are aligned left on the sign, but the Afrikaans 
test takes the primary position and English is in the secondary position. This sign dates to the early 
1990s when passenger rail services were controlled by Transnet. This sign was probably erected 
during the apartheid era when Afrikaans was the preferred language of government communication. 
In addition, Afrikaans and English were the only two recognized official languages at the time. The 
continued presence of this sign in the public domain is therefore problematic as it serves as a daily 
reminder of apartheid ideology.  
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Fig. 21.10. Bilingual English-Arabic shop front 
 
From participant observation, the population residing around Lansdowne station is predominantly a 
coloured, Muslim community. The number ‘786’ on the sign in Fig. 21.10 denotes that this is a 
Muslim-owned shop. It is common knowledge to residents on the Cape Flats that this number is 
associated with the Muslim community in Cape Town. In addition, the name ‘Amina’ is a Muslim 
female name and it too indexes a Muslim community. The word ‘halaal’ is used by the Malay 
community and loosely translated means ‘lawful’ or ‘permissible’. In the context of the sign, it would 
thus mean that the food sold at this shop is lawful for consumption by Muslims. This sign is therefore 
a good example of Spolsky’s (2009) symbolic value condition and Ben-Rafael’s (2006) collective 
identity and power-relations in the LL.  
 

 
 

Fig. 21.11. Informal shop front in English 
 
The sign in Fig. 21.11 shows that English is used to symbolise foreign taste and manners, rather than 
to index an English-speaking community. This trend can probably be attributed to the lack of 
perceived value of African languages in the official and public domains, especially when compared to 
the prestige of English. The pervasiveness of English in the LL of the railways is strengthened by the 
incidence of monolingual English signage, especially in the private commercial domain. In terms of 
placement, this sign would probably not have been here. Although this is a home-made, hand-written 
sign it is appears to have been professionally constructed. There are no spelling or grammatical 
errors. The author of the sign uses different fonts and the sign is generally well-written. Interestingly, 
the findings reveal that hair salons and barbershops are predominantly owned by West African 
immigrants in the survey area.  
 

21.5 CONCLUSION 
 
The LL of the railways in the Western Cape can be interpreted as indexing change in a broader South 
African context or even the lack thereof. A good example is the Afrikaans-English sign that dates to 
the apartheid era depicted in Fig. 21.9. A possible reason for the presence of this type of sign in the 
LL at the time of this research could be attributed to the slow roll-out of the new monolingual English 
PRASA signage. The new signage is predominantly in English with isiXhosa translations on some of 
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the signs. Ironically, the once dominant Afrikaans language has now been completely removed from 
the latest railway signage. Furthermore, the ethnolinguistic compositions of the survey area are 
reflected in the LL to some extent. However, minority languages have a relatively limited presence in 
all the railway service areas. This was particularly the case for non-official signage where the use of 
English was preferred. In addition to the languages spoken by the various speech communities, other 
factors such as power relations, prestige, symbolic value, identity, and vitality also come into play. The 
interplay of these factors in the LL of the railways has resulted in a somewhat limited display of 
multilingualism.  
 
The LL of the railways in the Western Cape was explored bearing in mind that the LL reflects society 
and it also helps shape it. Although the findings reveal that English is the preferred language on 
signage, many of the indigenous African languages are widely spoken by most rail commuters, as 
observed during ethnographic fieldwork. Notably, the ‘Kaaps’ language is the most common spoken 
language by coloured commuters in the Western Cape. Essentially, the LL at the railways in the 
Western Cape was found to relate to changed language attitudes and perceptions, the maintenance 
of power relations, the expression of identity, and the desire to be perceived in a certain way. In 
addition, the findings reveal that the LL of the railways in the Western Cape could be interpreted 
within a broader South African context in that it serves to index the socioeconomic and political 
developments in the Western Cape in terms of the transformed sociolinguistic South African identity. 
Thus, in order to comply with relevant language policies, it is recommended that all signs displayed at 
the railways should entail consideration of the official languages of the Western Cape insofar as 
possible, to ensure that speakers of languages other than English are accommodated and 
acknowledged in the linguistic landscape. 
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ABSTRACT 
 

The paper investigates the challenges of the adoption of cost control measures towards enhancement 
of organizational performance faced by manufacturing SMEs in Western Cape, South Africa. As lack 
of control measures in any firms could negatively affect business performance. The objective was 
achieved through the identification of the cost control measures adopted and the challenges posed by 
the cost control measures and how it affects SMEs performance. Structured closed-ended 
questionnaires purposively administered to manufacturing Small and Medium-Sized Enterprises 
operating in Cape Town was utilised. The results of the survey were analysed using a Statistical 
Package for social sciences (SPSS version 25). Frequency tables and pie charts were used to 
present the findings. The results of the study show that most of the respondents agreed that absence 
or lack of employee’s training, negligence by employees, poor work scheduling of task, poor 
supervision and inadequate monitoring of overhead costs among others greatly impacted cost control 
efforts in their organization. It was recommended that cost control should be implemented by SMEs, 
most especially the production section in order to make sure that units of finished goods are properly 
accounted for. In order for cost control to be achieved there should be proper monitoring and training 
of staff to ensure efficient data collection, analysis and administration at all level of the business.  
 
Keywords: Cost control; organization performance; small and medium-sized enterprises; budget; 

activity based costing; standard costing. 
 

22.1 INTRODUCTION  
 

This paper investigates the challenges faced in the adoption of cost control measures towards 
enhancement of organizational performance in manufacturing small and medium enterprises (SMEs) 
sector in Western Cape, South Africa. The role played by SMEs around the world is increasingly vital 
as affirmed by many (Akbar, Omar, Wadood, & Al-Subari, 2017). In recent years, SMEs contributes 
immensely towards the reduction of the high unemployment rate in South Africa through wealth and 
job creation (Fatoki 2011). SMEs also play a significant role in the growth of developing countries and 
attract a lot of government support, especially South Africa (Leboea, 2017). Fatoki (2014) provides the 
importance of SMEs to the South African economy,and despite the stated government support, most 
SMEs fail which available records have consistently shown the first-year failure rate put at 70% to 
80% (Fatoki & Garwe, 2010; Ngary, Bruwer &Ukpere, 2014). SME have several characteristics 
depending on the purpose in which they were created by their owners. SMEs are enterprise that 
engages 250 workers and is one of the fastest developing sectors in the business community (Hillary, 
2017).  
 

Ogunlana, Siddiqi, Yisa and Olomolaiye (2002) assert that cost control is a management tool that is 
important for any organization’s survival because management utilizes it to eliminate unnecessary 
waste of resources within the organization. Cost control process is vital for the growth and survival of 
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SMEs not only for manufacturing processes but also to allocate limited resources such as manpower 
and material resources. It has been argued that most SMEs have failed to develop effective cost 
management process which is one of the reasons linked to their high failure rates in recent times; 
hence cost control is a necessary activity in relation to cost management (Ngoc, Thi and Manh, 2017). 
Sanni and Hashim (2013) stressed the importance of cost control in order to reduce unnecessary 
wastage in resources allocation which is necessity for organization or stakeholders to function 
effectively. This is necessary to keep the cost of production within their budgets. According to Akeem 
(2017) profit maximization is the focus of many business organizations used to evaluate their 
business performance, but most manufacturing firms are faced with the limiting raising cost of 
production. Siyanbola and Raji (2013) believes that when an organization cost of operation increases, 
the cost of the organization overall cost of production also increases. Thus organizations require 
efficient cost control of their operational cost in order to achieve maximum profit in their competitive 
market environment.  
 

According to Akeem (2017) there are several techniques that various organisations use to manage 
their cost. Such methods include but not limited to budgetary control, standard costing and activity 
based costing. Budget plays a significant role in the performance of businesses (Pimpong and Laryea, 
2016). Mutya (2018) believe that cost control is an activity, which starts with proposed yearly cost 
estimates. The cost estimates assist in organizing and coordinating production, selling, distribution, 
service and managerial functions, as well as taking maximum benefit of any readily available 
opportunity. In order to keep in line with the objectives of the organization, the goal behind 
implementation of budget by many businesses is to achieve control and evaluation, planning, 
communication and motivational goal (Onduso, 2013). Lucey (2002) posits that standard costing 
method as well as internal cost control system compares the standard cost which is also regarded as 
the estimated expected cost of the product prepared for every individual unit to the actual cost 
incurred by the organization.  
 

Activity Based Costing (ABC) according to Krishnan, (2006) is beneficial in providing organizations 
with accurate or updated cost information concerning products and customers. This system helps 
various organizations in providing efficient cost information, which could be used for strategic 
planning. ABC also ensures that accurate data is made available for managers at all levels of the 
organization to prepare and utilise in making decisions as well as proper evaluation of performance 
(Eden and Ronen, 2002). 
 

In all the stated methods adopted by manufacturing organisations especially SMEs, they are faced 
with challenges that tend to impede the attainment of one of their cardinal objectives of profit 
maximization. Based on the foregoing, the paper raises the question of what are the challenges SMEs 
face in the adoption of cost control measures towards the enhancement of their organisation 
performance. As a result, the paper investigates the challenges of the adoption of cost control 
measures towards enhancement of organizational performance faced by manufacturing SMEs in 
Western Cape, South Africa. As lack of control measures in any firms could negatively affect business 
performance. 
 

22.2 LITERATURE REVIEW 
 

Small and Medium Sized Enterprise (SME) has no universally accepted definition as it geographical 
location and the country specific legislation contribute towards the interpretation and meaning 
(Hammer, 2010). Muriithi, (2017) defined SMEs to be any business that ranges from very small micro-
firms which is operated by one or two persons to a medium size business that employs up to 250 
workers. In South Africa, the national small business Act 29 of 2004 categorised SMEs into 4 
categories namely; survivalist enterprises, very small enterprises, small enterprises and medium 
enterprise (Smit & Watkins, 2012). In buttress, Muriithi (2017) stressed that common measures to 
define SMES include; the number of employees, the number of assets, the annual turnover and the 
capital investments.  
 

The role of SMEs on national economy cannot be underestimated because it has greatly assisted 
most economies towards the creation of employment opportuities, poverty reduction and revenue 
generation (Fiseha & Oyelana, 2015). Taiwo, Ayodeji and Yusuf, (2012) stressed that SMES provides 
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a linkage between big industry players and the small firms besides providing avenues for self-
employment as well as promoting equity in the spread of investments, which in turn helps in improving 
the Economy of most nations globally including South Africa (SA). 
 
22.2.1 Challenges Faced by SMEs  
 
There are various challenges identified by scholars as factors that impede the development and the 
creation of new SMEs which are also linked to the high failure rates of SMEs in South Africa (Olawale 
& Garwe, 2010). While Choto, Tengeh and Iwu (2014), highlighted some of the issues/challenges that 
are faced by most SMES in the course of their operations, one of which is eeducation which is 
regarded as one of the key component in establishing the entrepreneurship mindset because through 
this medium educator can successfully transfer the required quality and skills to the learner. However, 
the lack of such education and training discourages entrepreneurship as a career, thereby becoming 
a major inhibitor towards the growth of SMEs within the economy. 
 

There is also the issue of resources availability to potential entrepreneur as they plan to embark on 
small scale business ventures. Resources are limited to support entrepreneurs in starting their 
business ventures which invariably determines the capacity at which they operate. An example of this 
includes access to finance, as well as information and communication infrastructure is regarded to be 
some of the challenges affecting entrepreneurial operations. 
 

Government regulations implemented to guide the operations of business tend to create huge 
administrative burdens and high costs for new startups. These regulations although created with good 
intentions but tends to discourage entrepreneurs from starting business venture of their chioce. Due to 
the existence of the regulatory requirements in South Africa and coupled with lack of education, 
entrepreneurs find it difficult to meet the requirements needed to register their business which results 
in the existence of survivalist entrepreneurs (Choto, Tengeh and Iwu, 2014). 
 

Some authors (Obokoh and Goldman, 2016; Choto, Tengeh and Iwu, 2014; Soji& Hannah, 2009) 
have identified infrastructure and other necessary skills such as booking keeping/accounting skills 
needed for the development of SMEs as lacking. Infrastructure refers to the basic physical and 
organizational structures needed for the successful operation of an enterprise or services and facilities 
that enable an economy to function (Soji and Hannah, 2009). Infrastructure facilitates the production 
of goods and services as well as the flow of the goods and services to the final consumer. Although 
this might seem a minor challenge in South African but it is a very critical issue in some African 
countries where SMEs have to generate their own electricity to power their businesses which at the 
end impact on their profitability and sustainability (Obokoh and Goldman, 2016).  
 

Most SMEs activities consist of low income generating opportunities due to their small scale operating 
nature which results in insufficient funds for further growth and expansion of the business. However, it 
has been argued that building of networks by SMEs and government policies that focus on small 
businesses greatly improve the performance of SMes (Xesha, Iwu & Slabbert, 2014; Fatoki, 2014). 
 

However, when it comes to internal operations of SMEs, they are also faced with the challenges of 
cost control in order to reduce their operating cost to be profitable for sustainability. According to 
Ngure (2008) the main purpose of cost control is to help promote operational efficiency by ensuring 
that the resources of the organisation are put into proper use. Control assists of the implemention of 
management policies that ensure strict controls necessary for the adhenrence of the instituted cost 
reduction policies. Ngure (2008) study found that the Kenya Utalii College which was the focus 
adopted various cost control practice such as strict adhenrence to the laid down procurement 
procedures, verification of the quality, quantity and price of products during delivery, no stores items 
were removed without proper authorisation ofthe requisition form and maintainance of proper quality 
of the products in the stores. 
 

Siyanbola and Raji (2013) in their study conducted in West African Portland Cement Plc (WAPCO), 
Nigeria posit that a good system of cost control viewed from a strategic perspective begins with the 
behaviour of workers within the organizations because the workers are instrumental in the 
achievement of the organizational goals. Furthermore, the study revealed that it is critical for every 
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business to control cost and eliminate waste during the course of their production process. While 
Olalekan and Tajudeen (2015) examined the importance of cost control and the various cost control 
method used the organisation and they impact on the survival of firms in the manufacturing sector in 
Nigeria using a structured questionnaire which was administered to 30 randomly selected staff of 
Nigeria Bottling Company Plc. Thestudy revealed that 70% of the respondents believe that cost 
control greatly helped in boosting the profitability of the company while 13.3% were undecided with 
16.7% having a contrary view. The study further revealed that the high cost of overhead incurred in 
the company’s operation was the main problem of manufacturing organisation. It was recommended 
that organisation interested in the implementation of cost control procedures must be concerned 
about cost reduction techniques as one of the means of achieving its objectives of profitability and 
sustainbility. 
 
Mutya (2018) study was conducted using a samle size of 67 respondents to establish the effect of 
cost control on organisational performance of Mount Elgon Millers (MEM) Limited, to assess the effect 
of budgeting on organization performance and to examine the effect of standard costing on 
organisation performance besides the examining the relationship between cost control and 
organisation performance of MEM Ltd. The study utilized case study research design approach with 
quantitative and qualitative methods to collect the primary and secondary data used to achieve the 
research objectives. The results revealed that the application of cost control has greater effects on 
organisation performance and that the principles of cost control and the techniques such as budgeting 
and standard costing were adopted and practiced in Mount Elgon Millers Limited to aid management 
decision making process. 
 
In another study by Worku (2018) which focused on examination of cost management practices in the 
reduction and control of manufacturing costs of an Ethiopia firm, the study found out the valuable 
importance of top management support, employee involvement and responsibility accounting as 
critical factors that contribute most in cost reduction and control of manufacturing costs. The results 
also revealed that manufacturing companies can reduce costs at the same time maintain high quality 
of their products with the effective use of cost control in their manufacturing processes and the 
adoption of, cost reduction tools and standard techniques such as budgetary control, standard 
costing, quality control and target cost. All this can be achieved by large organisation due the 
resources available to them compare to SMEs that are constrained by the limited resources at their 
disposal.  
 

22.3 METHODOLOGY  
 
This study adopted quantitative method to investigate the challenges of the adoption of cost control 
measures towards enhancement of organizational performance faced by manufacturing SMEs in 
Western Cape, South Africa. Prior to the exploratory study, the research tool (questionnaire) was 
piloted amongst owners/managers and accountant of SMEs in the manufacturing sector in the Cape 
Metropolis and a few research post graduate students’ in the Department of Cost and Management 
Accounting to test the reliability of the research instrument. The pilot study was analysed and few 
areas of the questionnaire that were mostly left out were removed as it appears that respondents 
were not interested or not clear with the questions. For the administration of the final questionnaire, 
the study applied purposeful sampling technique. This study administered a total of 152 
questionnaires to collect the data from the respondents and was able to retrieve 61 Questionnaires for 
the data capturing and analysis. The quantitative data obtained from the structured questionnaire 
were analysed using Statistical Package for the Social Sciences (SPSS) 25 software and descriptive 
statistics was used for the presentation  
 

22.4 ANALYSIS AND DISCUSSION OF RESULTS 
 
The main purpose of this study is to investigate the challenges of the adoption of cost control 
measures towards enhancement of organizational performance in manufacturing SMEs in Western 
Cape. Quantitative data for the study were elicited through the administration of questionnaires. A 
total number of one hundred and fifty-two (152) questionnaires were purposely administered to SMEs 
manufacturing firms (managers, accountants, owners) in the Western Cape Province. The 
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respondents are the ones in control of their firms cost and are those that could provide appropriate 
answers to the research questions as contained in the research instrument. This is why the obtained 
data from the use of the research instrument is believed to be reliable. Although, one hundred and 
fifty-two questionnaires (152) were administered in person to the respondents, of which sixty- one 
questionnaires (61) were duly completed, returned to the researcher. 
 

22.4.1 Respondent Information and Business Profile 
 
22.4.1.1 Qualification of respondents  
 
The result in Fig. 22.1 presents the educational qualification of the study participants. The result 
shows that 4.9% holds Matric certificate, 14.8% holds Diploma, 41.0% of the respondents holds 
Postgraduate diploma as the highest educational qualification, 34.4% holds Bachelor, 3.3% holds 
Honours and 1.6% holds Master’s degree; hence, most of the respondents have some form of 
academic qualification. Only 4.9% of the respondents have matric qualification, although the positions 
of the respondents are within the firms signify ability to provide reliable response on cost. 
 

 
 

Fig. 22.1. Qualification of respondents (Source: field survey 2019) 
 
22.4.1.2 Respondent position in the firm 
 
From Fig. 22.2, concerning respondent’s position in their business, the analysis of the results 
indicates that 37.7% of the respondents were managers, 32.8% were the owners of the firm while 
29.5% of the respondents were accountants. The percentage distribution confirmed that indeed the 
appropriate respondents had responded to the questionnaire as the survey purposively targeted 
managers, owners and accountants who were defined as decision-makers in SMEs for reliable and 
valid findings on the issues studied.  
 
22.4.1.3 Work experience of respondents 
 
The Table 22.1 shows the years of work experience of respondents on the position in the 
manufacturing firm who participated in the study ranged from 1-5 years to be 47.5%, the number of 
work experience from 6-10 years was 26.2%, and 11-15 was 19.7%. However, only 4.9% had 16-25 
years of work experience. Nonetheless, this does not imply that the inputs of the respondents with 
less than 15 years’ work experience are not significantly reliable for this study but is corroborate the 
finding of previous studies that indicate the failure rates of SMEs at their early stage of development 
(Fatoki & Garwe, 2010; Ngary, Bruwer &Ukpere, 2014). 
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Fig. 22.2. Respondent positions in the firm (Source: field survey 2019) 
 

Table 22.1. Years of respondents working experience (Source: field survey 2019) 
 

Category Frequency Percentage (%) 

1-5 years 29 47.5 

6-10 years 16 26.2 

11-15 years 12 19.7 

16-20 years 1 1.6 

21-25 years 2 3.3 

Total 60 100 
(Source: field survey 2019) 

 
22.4.1.4 Respondents number of employee 
 
In relation to the number of employees of the respondents (Fig. 22.3) 31.1% of the respondents 
indicated that their business had 21-40 employees while 29.5% indicated that their business has 1-20 
employees. Of the respondents, 23.0% indicated that their business had 41-60 employees while 8.2% 
had 61-80 and 101-120 employees respectively. Therefore, 72.1% of the respondents were from 
small enterprises with (less than 50 but more than five employees), whereas 27.9% of the 
respondents were from medium enterprises (with 51-120 employees). Accordingly, the respondents 
included in this study were all from SMEs were the targeted enterprises of this study. 
 
22.4.1.5 Respondents company’s products 
 
Based on the findings obtained (Fig. 22.4) as far as the respondents’ business firm is concerned the 
results indicated that 65.6% of the respondent’s businesses operated in other unspecified 
manufacturing firms, while 8.2 of the respondents’ businesses operated in toilet paper and plastic 
pipes respectively. Of the respondents’ businesses, 6.6% operated in aluminum glass, 4.9% in 
furniture while 3.3% in juice and soap business respectively. This result obtained indicates that the 
respondents comprises various areas of products SMEs, this enhances the research validity and 
reliability. 
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Fig. 22.4. Respondents company’s products (Source: field survey 2019)

 
22.4.1.6 Reliability of research instrument
 
The scaled questions used in the study were tested with Cronbach’s Alpha coefficient, using 
Statistical Package for the Social Sciences software (version 25) to determine the reliability of 
research questions. Cronbach’s alpha reliability test is an estimate of the internal consistency 
associated with the scores that can be derived from a scale o
2011:53). 
 

Table 22.2. Reliability of research instrument
     
Question 
No 

Headings 

Section B To evaluate the challenges of cost control as it affect 
organization performance in SMEs

 Total questions used in the study
Note: Average Cronbach Alpha Coefficient: Total Cronbach Alpha /Number of questions.
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Respondents’ business number of employee (Source: field survey 2019)

Respondents company’s products (Source: field survey 2019)

research instrument 

The scaled questions used in the study were tested with Cronbach’s Alpha coefficient, using 
Statistical Package for the Social Sciences software (version 25) to determine the reliability of 
research questions. Cronbach’s alpha reliability test is an estimate of the internal consistency 
associated with the scores that can be derived from a scale or composite score (Tavakol & Dennick, 

Table 22.2. Reliability of research instrument 

Number 
of items 

To evaluate the challenges of cost control as it affect 
performance in SMEs 

11 

Total questions used in the study 11 
Note: Average Cronbach Alpha Coefficient: Total Cronbach Alpha /Number of questions.

(Source: field survey 2019) 
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The scaled questions used in the study were tested with Cronbach’s Alpha coefficient, using 
Statistical Package for the Social Sciences software (version 25) to determine the reliability of 
research questions. Cronbach’s alpha reliability test is an estimate of the internal consistency 
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Table 22.2 presents the summary of reliability tests conducted on the scale questions. From the table, 
it is observed that the Cronbach’s alpha coefficient values are greater than 0.70 (>0.70). Tavakol and 
Dennick (2011:53) endorsed that the score values between 0.70-0.95 are standardized values for the 
reliability of a test to be proven. Hence, the results of the Cronbach’s alpha coefficient tests were 
satisfactory in terms of reliability test requirements.  
 

22.4.2 The Challenges of Cost Control as it Affects Organization Performance in SMEs 
 

Table 22.3 shows the challenges faced by SMEs as they adopt cost control techniques to improve 
performance. To carry out this survey, respondents were approached and asked through the use of 
Likert scale system to identify from among the challenges captured in the questionnaire which of them 
they felt was most significant. The Likert scale system was structured thus; 4- Strongly agree, 3- 
agree, 2-disagree, 1-strongly disagree. A survey was carried out among respondents, and the results 
obtained are illustrated as follows; under the cost of raw materials, it was observed that it fluctuates 
which makes difficult to control, 86.9% of the respondents were found to be in strong agreement 
(mv=3.54), while about (13.1%) were found to be in disagreement. Under the poor management 
decision making will indirectly affect the organizational cost expenses, about (100%) of the 
respondents were discovered to be in agreement (mv=3.39). Concerning the lack of training for 
employees’ impacts cost control in the organization, (93.5%) of the respondents were strongly in 
agreement, while (6.6%) of the respondents disagreed with (mv=3.37). Category that talked about 
negligence by employees impacts cost control in the organization showed that about (100%) of the 
respondents were in agreement with the statement (mv=3.34). 
 

Table 22.3. Challenges of cost control as it affects organization performance in SMEs 
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The cost of raw materials fluctuate 
which is difficult to control 

61 0.0 13.1 19.7 67.2 3.54 0.72 1 

Poor management decision making 
will indirectly affect the 
organizational cost expenses 

61 0.0 0.0 60.7 39.3 3.39 0.49 2 

Lack of training for employees' 
impacts cost control in the 
organization 

61 0.0 6.6 49.2 44.3 3.37 0.61 3 

Negligence by employees impacts 
cost control in the organization 

61 0.0 0.0 65.6 34.4 3.34 0.47 4 

Poor scheduling of task to workers 
causes chaos in the company's 
operations 

61 0.0 3.3 60.7 36.1 3.32 0.54 5 

Lack of supervision impacts cost 
control in the organization 

61 0.0 3.3 73.8 23.0 3.21 0.48 6 

Poor monitoring of overhead cost 61 0.0 0.0 80.3 19.7 3.21 0.40 7 
Lack of knowledge on the use of 
available tools and technology 
affect the organization project 

61 0.0 6.6 70.5 21.3 3.15 0.52 8 

Failure to get all necessary 
information impacts cost control 
effort in the organization 

61 0.0 21.3 42.6 34.4 3.14 0.75 9 

Poor scheduling of task to workers 61 1.6 16.4 62.3 19.7 3.00 0.66 10 
Advances in information technology 
impacts in an organization 

61 0.0 32.8 57.4 9.8 2.77 0.62 11 

Scale: 1= strongly disagree; 4= strongly agree (Source: field survey 2019) 
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In summary from the Table 22.3, it is clear that a greater amount of the respondents were seen to be 
in agreement with the factors stated, as being the challenges faced by SMEs in adoption of cost 
control techniques to improve their organizational performance. The results of the current study are 
consistent with the findings of prior studies (Chigara, Moyo and Mudzengerere, 2013; Chimucheka 
and Mandipaka, 2015; Sanni and Hashim, 2013; Adjei, Aigbavboa and Thwala, 2017), method in 
South Africa, Zimbabwe, Nigeria respectively, revealed the challenges of cost control practices. 
 

22.5 CONCLUSION 
 
The study specifically investigated the challenges faced by SMEs in the adoption of cost control 
measures towards enhancement of their organizational performance in manufacturing SMEs sector in 
Western Cape, South Africa. The study identified the cost control measures used by the SMEs to 
control cost as budgeting, Activity Based Costing (ABC) and Standard Costing. It can be concluded 
that the highlighted factors identified as the major challenges SMEs face in the course of the 
manufacturing process which all the respondents agreed to be the major challenge by all the 
respondents. The challenges also serve greater purpose so as to aid the performance of the SMEs. 
Some of the highlighted factors agreed upon are the cost of raw materials fluctuation which makes it 
difficult to control, poor management decision making indirectly affect the organizational cost 
expenses, lack of training for employees' impacts cost control in the organization, negligence by 
employees impacts cost control in the organization and poor scheduling of task to workers causes 
chaos in the company's operations. 
 

22.6 RECOMMENDATIONS 
 
From the above findings, the following critical steps should be taken by the stakeholder to make cost 
of doing business bearable in Western Cape, South Africa, which will in effect stimulate economic 
growth and stability in the productive sector of the economy: Cost control should be in place in all the 
departments, especially in the production department, in order to make sure that units of finished 
goods are properly accounted for; The budget established should not remain fixed, but should be 
revised, when condition changes. This means that there should be attainable target, not the one that 
is beyond workers’ capability given the resources at their disposal; Collection of costs should be made 
by each area of responsibility and reports thereon, which should indicate, in monetary terms, the 
effect of efficiency or inefficiency, given section by section and department by department; For 
effective cost control to be achieved there should be proper data collection, analysis and 
administration at all level of the business; Team work among the site workers involves groups working 
to achieve common goals and objectives during the production process. 
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ABSTRACT 
 

Exchange rate volatility is often perceived to cause a reduction in the overall level of trade. In view of 
the proliferation of rapid regional trade agreements in recent years, the unpredictability of exchange 
rate has prompted many economists to investigate the effects of the volatile nature of exchange rate 
on trade. Previous studies have neglected the sectoral data, focusing instead on the aggregate trade 
flows which may have led to incomplete conclusions. The present paper aims to fill this lacuna by 
employing a proper specification of the gravity model using a panel of 95 countries that trade with 
South Africa over the period 2000-2017. Two major findings emerge. First using aggregate data, the 
results suggest that depending on the measure of volatility used, volatility has either a positive and 
significant effect on trade, or volatility does not exert an impact on trade. Second, using sectoral data, 
the paper finds that there is no definite effect of volatility on trade.  
 
Keywords: Trade; regionalism; volatility. 
 

23.1 INTRODUCTION 
 
Since the fall of the Bretton Woods system and the introduction of the floating exchange rates in 1973, 
there has been a rising concern on how exchange rate affects the level of exports. The post-1973 
regime represents a period of high volatility period despite the efforts made by the international 
monetary system to coordinate intervention to reduce the exchange rate variation.  
 
Economic integration has been a key drivers in global expansion and sustainable growth. South Africa 
for instance has always supported the integration agenda in Africa through the Southern Africa 
Development Community (SADC), the Southern Africa Custom Union (SACU), and the African 
Continental Free Trade Area (AFCTA). While economic integration is associated with several benefits, 
they are also responsible for macroeconomic instability. The uncertainty of exchange rate movements 
and its effects on trade constitutes a threat on long-term growth.  
 
The concerns linked to exchange rate volatility are likely to be prominent in countries with low level of 
financial development (Bahmani-Oskooee & Gelan, 2017). The link between exchange rate and trade 
has long been polemical. The fixed exchange rate was considered to be crucial for efficient trade. 
However, with the advent of the floating rate, numerous studies have attempted to measure how 
volatility affect the level of trade (Hooper & Kohlhagen, 1978; Sercu, 1992; Viaene & de Vries, 
1992; Gagnon, 1993; Aghion, Bacchetta, Rancière, & Rogoff, 2009). These studies have focused on 
the impact of exchange rate volatility on international trade. They have produced mixed results.  
 
For instance Hooper & Kohlhagen, (1978) and Gagnon (1993) document that including exchange rate 
uncertainty in the foreign exchange market decreases the volume of trade. On the other hand, 
proponents of floating exchange rate have argued that uncertainty could improve the trade flow 
(Frank, 1991 ; Dellas & Zilberfarb, 1993).  
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Although the results from the literature are mixed, they can be attributed to the widespread use of 
non-conditional standard deviation as a measure of exchange rate volatility.  
 
In the aftermath of the financial crisis of 2008, several firms in emerging market countries acquired 
significant amounts of foreign debt. This was followed by a reduction in profitability and a surge in 
leverage. Chui, Kuruc & Turner (2016) document that these developments caused a sharp increase in 
the aggregate currency of the private sector which raise concerns about the possible effects of 
currency depreciation on the real economy. 
 
Fig. 23.1 shows real exchange rate depreciations and exports changes in South Africa during the 
period 2000-2017. This graph shows that surges in exports of goods and services tend to be 
preceded by a depreciation of the real exchange rate. This pattern only seems to disappear after the 
year 2014. 
 

 
 

Fig. 23.1. Real exchange rate index & exports of goods and services (% GDP) in South Africa 
 
The World Trade Organization (WTO) rules and the proliferation of regional trade agreements (RTAs) 
the world trading system is rapidly witnessing restrain governments’ ability to freely use its traditional 
trade policy instruments. These recent developments may increase the use of the exchange rate as a 
trade policy tool.  
 
In this paper, I attempt to close the gap from the existing research by incorporating disaggregated 
data to assess the impact of exchange rate volatility on trade. The second motivation of this study is 
that it develops a measure of volatility that captures high and low values of exchange rate which 
appears to be lacking in the existing literature. Thirdly, with deepening integration in Africa, I assess 
the effects of exchange rate volatility in South Africa on the competitiveness of domestic tradable 
producers. I focus my analysis on South Africa, as it is the most advanced economy on the continent 
and for which disaggregated data are available. 
 
This paper is organised as follows: the next section presents regional trade agreements its challenges 
and benefits, section 3 highlights the theoretical and the empirical literature. Section 4 provides a 
summary of the data and the methods used in the analysis. Section 5 concludes.  
 

23.2 REGIONAL TRADE AGREEMENTS 
 
Regional integration can be an effective tool for promoting economic growth. Regional trade 
agreements (RTAs) can raise the harmonization of standards, boost productive capacity and transfer 
the technical know-how in the domestic market. The last two decades have seen a proliferation of 
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RTAs with more than 300 in places. While the effects of RTAs can benefit the developed as well as 
the less developed economies, they are not without challenges. The issues related to RTAs will be 
discussed first, followed by the opportunities that exist. 
 
23.2.1 The Challenges of Regional Trade Agreements 
 
A good market integration begins with a free trade agreement, followed by a custom union. In Africa 
several types of preferential free trade agreements have been signed. Nevertheless, Africa remains 
the least integrated market in the world with 2% of intra-Africa trade, while regional trade for America, 
Europe and Asia are 47%, 67%, and 61%, respectively (UNCTAD, 2019). None of the preferential 
trade agreements in Africa have reached full custom union status because many goods are kept out 
of the common external tariff.  
 
The lack of complementarities and geographical barriers also pose a serious challenge to regional 
integration. This is because coastal and landlocked countries tend to have opposite interests when it 
comes to price of goods crossing their territories. The inexistence of compensation mechanisms and 
the uneven distribution of wealth are hampering the integration process. Further fragmented countries 
increase transports costs which impedes regional trade.  
 
Geographical fragmentation is supplemented with different languages and economic policies 
countries have. During the colonial era, trade was centered around few primary commodities 
produced for the markets in Europe. Countries in Africa still reflect this inter-connected network as 
many countries in Africa lack quality trade infrastructure.  
 
23.2.2 The Benefits of Regional Trade Agreements 
 
Regional integration facilitates trade agreements and investment which contribute to a reduction in 
poverty. Regional integration promotes the expansion of economies of scale, it improves welfare 
through a reduction in the price of raw materials and intermediate inputs. Besides the removal of 
tariffs and non-tariffs barriers, regional integration contributes to investment in tangible infrastructure 
such as highways, ports and intangible components such as transparency and customs management 
practices.  
 
Strengthening regional integration requires a policy environment where countries coordinate their 
efforts to deal with structural bottlenecks, weak institutions and the deficit in infrastructure. It allows 
new forms of partnership to develop. These partnerships include the role of the private and the public 
sector in a trade initiative to deal with the challenges of inclusive and sustainable development. These 
challenges can be addressed through innovation, science and technology.  
 
Regional integration promotes foreign direct investment by ensuring that the integrated region 
remains an attractive and competitive destination. They also increase security through the partnership 
at all political and security levels. Integration has an impact on the factors of production and the 
market returns to these factors. Most notably in Africa, market wages of non-skilled workers in 
agriculture increase more than other workers in the rest of the economy. 
 
23.3 INSIGHTS FROM THE THEORETICAL AND EMPIRICAL LITERATURE 
 
A central question on how exchange rate volatility affects the level of trade depends on the ability to 
accurately predict the decision of traders. Traders are viewed as either risk averse or risk lovers. Risk 
averse individuals trade in an environment of exchange rate uncertainty (Ethier, 1973). Hooper & 
Kohlhagen (1978), Gagnon (1993) find a negative link between exchange rate volatility and trade. 
 
On the other hands, other studies have disputed this argument putting a profit maximizing behaviour 
forward. They document that traders would increase their trade volume in order to prevent any 
reduction in future revenue due to the exchange rate volatility. The positive effects of exchange rate 
volatility and trade are supported by Doyle (2001) and Bredin, Fountas & Murphy (2003) among 
others.  
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Other studies, point out the inconclusiveness on the link between these 2 variables. For instance, 
Viaene & de Vries (1992) find little effect between the two variables. The study of (Aghion et al, 2009; 
Grier & Smallwood, 2007) provides another understanding of the exchange rate volatility and its 
macroeconomic linkages. More precisely, they document that countries at low level of financial 
development experiences slow growth when exchange rate is volatile. In contrast volatility has no 
effect on countries with high level of financial development.  

 
Despite these findings, other works reveal a positive relationship between exchange rate volatility and 
trade in less developing countries with a low level of financial development (Bahmani-Oskooee, 1996; 
Arize, Malindretos, & Kasibhatla, 2003). 

 
With the ambiguity of the relationship of exchange rate volatility and trade, Clark, Tamirisa, Wei, 
Sadikov, & Rajan, (2004) re-examined the impact of exchange rate on volatility. They show that 
recent development in the global economy may have increased the fluctuations in exchange rates, 
while others may have reduced the effects of exchange rate volatility on trade. 

 
For instance, capital flow liberalisation, is perceived to have intensified exchange rate volatility, 
whereas the rapid increase of financial hedging tools may have reduced firms vulnerability to risks of 
currency movements. They find that the impact on volatility on trade is weak and negative.  
 
It can be noted that the relationship between exchange rate volatility and trade flow still lacks 
sufficient time series data at both the aggregate and disaggregated level for one to come up with a 
valid conclusion on the nature of these variables in developing countries. 
 
Few studies have examined the nature of the relationship between volatility and trade flow in Africa. A 
notable mention is the work of (Bahmani-Oskooee & Gelan, 2017; Senadza & Diaba, 2017). Senadza 
& Diaba (2017) examine the impact of volatility on trade in Sub-Saharan Africa and find a negative 
effect of volatility and exports in the short run but a positive impact in the long run. Bahmani-Oskooee 
& Gelan (2017) use a sample of 12 African countries and show that volatility affect trade flows of 
many of the countries in the short run. In the long run however, only 5 countries are affected.  

 
In the case of South Africa, Todani & Munyama, (2005) show that depending on how volatility is 
measured, either there is no statistically significant relationship between exports flow and exchange 
rate volatility or there exist a significant and positive relationship.  

  
23.4 DATA AND METHOD 
 
23.4.1 The Dataset 
 
The dataset comprises macro-level and sectoral statistics data for 95 countries. The paper examines 
the potential impact of a nonlinear exchange rate volatility on trade by considering two cases. In the 
first case, I distinguish between large and small exchange rate depreciations. Thus, a dummy variable 
is created and takes the value of one if the domestic currency (South African Rand) depreciates by 
more than 10% in a year, and zero elseways. In the second assessment, as a time varying exchange 
rate volatility the paper uses the logarithm of the real effective exchange rate. Hence, exchange rate 
fluctuation is represented as nonlinear and a linear volatility for each assessment. The complete list of 
variables and their definitions and sources is provided in Table 23.1. 

 
23.4.2 Methodology 
 
Equations (1) and (2) investigate the role of the nonlinear and linear volatility on trade respectively. 
The model underlying the empirical analysis takes the following form:  

 
ln(Xijt) = β0 + β1ln(YiYj)t + β2lnPoijt + β3NVolijt + β4lnDij + β5lnContij + β6Langij + β7Colij +  

β6RTA1Eijt + β7RTA2Eijt + β8RTA1Sijt + β9RTA2Sijt + εijt                                                                                       (1) 
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ln(Xijt) = β0 + β1ln(YiYj)t + β2lnPoijt + β3Volijt + β4lnDij + β5lnContij + β6Langij + β7Colij +  
β6RTA1Eijt + β7RTA2Eijt + β8RTA1Sijt + β9RTA2Sijt + εijt                                                                                       (2)  

.  
Where i and j denote countries, t denotes time, and the variables Xijt represents exports quantities, Y 
represents gross domestic product, Po represents population, Vol represents volatility, D represents 
distance, Cont represents contiguity, Lang represents language, Col represents colony, RTA 
represents regional trade agreement, ε is the error term. 
 
Equations (1) and (2) are estimated using the country fixed and random effects. Table 23.2 presents 
the estimations results.  

 
Table 23.1. Variables and data sources 

 
Variable Description and Source 
Exports Partner country’s exports of goods to South Africa in a given year. UN 

COMTRADE DATABASE. 
GDPi Gross domestic product (South Africa). World Development indicators, the 

World Bank. 
GDPj Gross domestic product (Partner country), World Development indicators, the 

World Bank. 
POPULATION Population refers to all residents regardless of legal status living in a country. 

World Development indicators, the World Bank 
Nonlinear Volatility Dummy variable which takes the value of one if domestic currency 

depreciates by more than 10% in a given year and zero, otherwise. World 
Development indicators, the World Bank  

Volatility The logarithm of exchange rate depreciation. World Development indicators, 
the World Bank 

Distance Distance in km. Distances are calculated using the latitudes and longitudes 
of two capital cities. CEPII 

Contiguity Contiguity is a dummy variable that takes the value of 1 if both countries 
share a common border. CEPII 

Language Language is a dummy variable that takes the value of 1 if both countries 
speaks the same official language. CEPII 

Colony Colony is a dummy variable that takes the value of 1 if countries have a 
common coloniser. CEPII 

RTA1E Regional Trade Agreement. It is a dummy variable which is 1 if country i 
(South Africa) belongs to regional trade agreement E (European union).WTO 

RTA2E Regional Trade Agreement. It is a dummy variable which is 1 if country i 
(South Africa) does not belong to regional trade agreement E (European 
union).WTO 

RTA1S Regional Trade Agreement. It is a dummy variable which is 1 if country i 
(South Africa) belongs to regional trade agreement S (SADC).WTO 

RTA2S Regional Trade Agreement. It is a dummy variable which is 1 if country i 
(South Africa) does not belong to regional trade agreement S (SADC). WTO 

 

23.5 RESULTS  
 
Table 23.2 provides a baseline estimation using ols fixed and random effects for equation (2) and (3). 
The study follows cernat (2003) interpretation of the coefficient of the RTA dummy variables. The 
coefficients (β6 and β7) on the RTAE are positive and significant. This suggests that there is trade 
creation and trade expansion. The coefficients on the RTAS (β8 and β9) are positively and negatively 
sign, respectively. This suggests evidence of trade diversion. 
 
The variable of most interest in this study is volatility. Considering equation (1), the coefficient on 
nonlinear volatility (β3) is positive and significant, implying that volatility has a positive effect on 
exports. A 1% fall in exchange rate leads to a 4% increase in the volume of trade. In the second 
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equation however, the coefficient on volatility (β3) is positive but not statistically significant. Therefore 
no effect of volatility on trade can be claimed. 
 

Table 23.2. Gravity model estimation results 
 
Dependent variable Exports Exports 
Estimation methods OLS RE OLS FE 
GDPi 0.47*** 

(0.05) 
0.48*** 
(0.06) 

GDPj 0.70*** 
(0.04) 

0.68*** 
(0.05) 

Poi -0.86*** 
(0.33) 

-0.70* 
(0.37) 

Poj 0.17** 
(0.07) 

0.09 
(0.16) 

NVol 0.04*** 
(0.02) 

0.05** 
(0.02) 

Vol 0.003 
(0.003) 

0.002 
(0.003) 

Dist -0.0002*** 
(0.0005) 

- 

Cont 0.93 
(0.73) 

- 

Lang 0.77*** 
(0.28) 

- 

Col 1.33* 
(0.75) 

- 

RTA1E 0.63** 
(0.32) 

- 

RTA2E 0.59* 
(0.31) 

- 

RTA1S 2.55*** 
(0.53) 

- 

RTA2S -1.79*** 
(0.60) 

- 

Constant -9.28 -14.18 
Observations 1743 1743 
R squared  0.69 0.48 
Sigma (ϕ) 1.23 1.94 

Note: Numbers in parentheses are estimated standard errors. 
** Significant at the 5 % level. 
*** Significant at the 1 % level. 

RE=random effects, FE=fixed effects 

 

23.6 ROBUSTNESS TEST 
 
The sensitivity test applied in this paper is the poison pseudo maximum likelihood (ppml) estimator. It 
is a workhorse of gravity model estimation. It has a desirable property that deals with 
heteroskedasticity and zero trade flows. This estimator provides valid estimates of the original 
nonlinear model (Santos Silva & Tenreyro, 2006). In addition the ppml helps to solve what is refered 
as the adding up problem. In the ols estimator, summing up the initial bilateral trade accross trading 
partners exceeds the total of each country’s imports or exports. Table 23.3 accounts for the potential 
heteroskedasticity and the zero trade flows. Table 23.3 confirms the validity of the findings. The result 
is similar to that of the estimation presented in Table 23.2. The coefficient of the nonlinear volatility 
variable shows that volatility has a positive and significant effect on exports. In contrast, the coefficient 
of the volatility variable shows that there is no effect of volatility on trade. 
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Table 23.3. Effect of exchange rate volatility on South Africa’s exports: Robustness checks 
 

Dependent variable Exports 
Estimation method Ppml 
 Outcome 
GDPi 0.88*** 

(0.11) 
 GDPj  0.03 

(0.09) 
Poi -0.66 

(0.79) 
Poj 0.31** 

(0.14) 
NVol 0.05*** 

(0.01) 
Vol -0.001 

(0.001) 
Dist 0.0001 

(0.00009) 
Cont 1.28*** 

(0.50) 
Lang 0.37 

(0.26) 
Col 1.17*** 

(0.17) 
RTA1E 1.58*** 

(0.53) 
RTA2E -1.35*** 

(0.48) 
RTA1S 2.5*** 

(0.66) 
RTA2S -1.63*** 

(0.63) 
Constant 0.02 
Observations 1743 

 

23.7 SECTORAL ANALYSIS 
 

This section presents the effects of exchange rate volatility on different sectors of the economy.        
Table 23.4 shows the results for sectoral trade flows using the ppml estimation methods for 9 
category products. The sectoral trade data are obtained from the SITC (standard international trade 
classification) revision 1 level. The description of the category code is in appendix (23.A2). Category 
code 9 is excluded because of the unavailability of trade data for this category. 
 

The results from Table 23.4 are important in providing advice to policy makers regarding the 
competitiveness of domestic tradable producers. Looking at the nonlinear volatility variable, the 
evidence of this study shows that volatility has an effect on 6 category products. Table 23.4 shows 
that volatility has a positive and significant effect on Food, Beverages, Crude oil, Mineral fuels, 
manufactured goods. However, volatility has a negative and significant effect on miscellaneous 
manufactured articles.  
 

On the other hand considering the coefficient of the volatility variable, volatility affects 5 category 
codes. Volatility has a positive and significant impact on Food, Animal and vegetable oil, and 
miscellaneous manufactured articles. In contrast, volatility exerts a negative and significant effect on 
mineral fuels, and chemicals.  
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Table 23.4. Effect of Exchange rate volatillity on South Africa’s exports at the one digit SITC REV. 1 level 
 

Dependent 
variable/ 
Category code 

Food (0) Bev  
(1) 

Crud 
 (2) 

Min  
(3) 

Anim (4) Chemi 
(5) 

Manu 
(6) 

Machi 
(7) 

Misc 
(8) 

GDPi 0.12 

(0.11) 

0.28 

(0.17) 

1.71*** 

(0.38) 

1.03*** 

(0.25) 

0.90 

(1.38) 

0.51*** 

(0.12) 

0.96*** 

(0.18) 

0.31* 

(0.18) 

-0.13 

(0.22) 

GDPj 0.57*** 

(0.10) 

0.80*** 

(0.13) 

0.11 

(0.15) 

0.22 

(0.16) 

0.54*** 

(0.19) 

0.59*** 

(0.12) 

0.64*** 

(0.11) 

0.90*** 

(0.15) 

1.02*** 

(0.18) 

Poi 2.77*** 

(0.75) 

-1.10 

(1.10) 

1.90* 

(1.16) 

-1.37 

(2.37) 

4.87 

(4.53) 

-1.16 

(0.14) 

-4.13*** 

(0.67) 

-0.92 

(1.39) 

-4.74*** 

(1.74) 

Poj -0.14 

(0.10) 

-0.16 

(0.09) 

0.80*** 

(0.11) 

0.49* 

(0.28) 

-0.06 

(0.19) 

0.14 

(0.11) 

0.06 

(0.11) 

0.09 

(0.12) 

0.11 

(0.12) 

NVol 0.04** 

(0.02) 

0.05** 

(0.02) 

0.14*** 

(0.03) 

0.09*** 

(0.02) 

0.11 

(0.17) 

0.05 

(0.03) 

0.05** 

(0.02) 

0.01 

(0.03) 

-0.09** 

(0.03) 

Vol 0.004* 

(0.002) 

0.008 

(0.005) 

-0.01 

(0.007) 

-0.01** 

(0.004) 

0.0003** 

(0.01) 

-0.005*** 

(0.002) 

-0.0004 

(0.001) 

-0.001 

(0.004) 

0.01*** 

(0.003) 

Dist -0.0006 

(0.0007) 

-0.0008*** 

(0.0008) 

0.0004*** 

(0.0007) 

-0.0001 

(0.0007) 

0.0005 

(0.0001) 

-0.0001** 

(0.00005) 

0.0001 

(0.0001) 

-0.0009 

(0.0008) 

-0.00002*** 

(0.00009) 

Cont 2.33*** 

(0.58) 

1.31*** 

(0.45) 

2.64*** 

(0.91) 

2.78*** 

(0.87) 

2.81** 

(1.35) 

1.17 

(0.85) 

1.72*** 

(0.55) 

0.92 

(0.57) 

0.71 

(0.45) 

Lang -0.11 

(0.31) 

-0.28 

(0.22) 

-0.23 

(017) 

-1.21*** 

(0.42) 

0.35 

(0.91) 

-0.03 

(0.51) 

0.05 

(0.28) 

0.57 

(0.38) 

0.85** 

(0.37) 

Col 1.69*** 

(0.45) 

1.32*** 

(0.29) 

0.66*** 

(0.70) 

1.75*** 

(0.50) 

0.25 

(1.40) 

0.44 

(0.85) 

0.70** 

(0.33) 

-0.51 

(0.49) 

-0.35 

(0.57) 

RTA1E 0.56 

(0.40) 

1.47*** 

(0.40) 

1.71*** 

(0.41) 

0.87* 

(0.48) 

0.24 

(0.53) 

-0.26 

(0.37) 

0.68* 

(0.36) 

0.74* 

(0.40) 

0.80 

(0.52) 

RTA2E 0.01 

(0.28) 

-0.99*** 

(0.36) 

-1.59*** 

(0.43) 

-0.41 

(0.51) 

-0.17 

(0.40) 

0.38 

(0.38) 

-0.50 

(0.39) 

-0.90** 

(0.45) 

-0.86 

(0.59) 
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Dependent 
variable/ 
Category code 

Food (0) Bev  
(1) 

Crud 
 (2) 

Min  
(3) 

Anim (4) Chemi 
(5) 

Manu 
(6) 

Machi 
(7) 

Misc 
(8) 

RTA1S 2.36*** 

(0.55) 

3.76*** 

(0.72) 

2.42*** 

(0.35) 

1.28** 

(0.60) 

2.96*** 

(0.81) 

2.25*** 

(0.54) 

3.44*** 

(0.81) 

3.30*** 

(0.68) 

3.17*** 

(0.83) 

RTA2S -1.25** 

(0.05) 

-3.09*** 

(0.73) 

-2.48*** 

(0.86) 

-0.31 

(0.69) 

-3.55*** 

(0.81) 

-1.91*** 

(0.65) 

-2.80*** 

(0.84) 

-3.23*** 

(0.74) 

-3.15*** 

(0.89) 
Constant -32.25 5.86 -48.88 -1.12 -68.51 3.32 30.22 2.30 46.86 
Observations 1241 1241 1241 1241 1241 1241 1241 1241 1241 
R squared  0.67 0.68 0.87 0.34 0.42 0.51 0.66 0.54 0.54 
Pseudo log-
likelihood 

-26227.35 -7870 -51307 -65509 -2544 -35008 -138660 -87487 -13360 
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23.8 CONCLUSIONS 
 
The link between trade flow and exchange rate is complex. Drawing from the littérature and trade 
data, the study aimed at assessing the nature of the relationship between exchange rate volatility and 
trade. We employ an augmented gravity model of trade to assess the link between exchange rate 
volatility and exports in South African.  
 
The baseline results show that depending on how volatility is calculated it has either a positive effect 
on trade flow or it does not have any impact on trade. The nonlinear volatility coefficient shows that a 
1% fall in exchange rate increases the volume of trade by 4%. 
 
 This result is confirmed using another sensitivity test. Further, looking at South Africa’s trade 
integration, regional trade agreement with the EU has resulted in trade creation and expansion. 
Whereas, regional trade agreement with SADC has led to trade diversion. 
 
We provide another analysis of trade flow using sectoral data. This is to assist policy makers in 
providing understandings of the exchange rate transmission channel. The exchange rate affects the 
external sector which is vital for government’s stability, hence being conscious of the role of exchange 
rate volatility is important for researchers and all economic actors. It is an opportunity for domestic 
tradable producers to enhance their competitivity in the global market.  
 
The results from the sectoral data provides 2 lines of reasoning. First, looking at the coefficient of the 
nonlinear volatility variable, the evidence of this study shows that volatility has a positive and 
significant effect on food, beverages, crude oil, mineral fuels, manufactured goods. Meanwhile, 
volatility has a negative and significant effect on miscellaneous manufactured articles.  
 
Second, considering the coefficient of the volatility variable, volatility has a positive and significant 
impact on food, animal and vegetable oil, and miscellaneous manufactured articles. In contrast, 
volatility exerts a negative and significant effect on mineral fuels, and chemicals.  
 
The study acknowledges the limitations in terms of the impact exchange rate fluctuation has on key 
macroeconomic indicators such as inflation, foreign investment, capital flows etc. However, with the 
prolification of regional trade agreement in Africa, more important is the urgent need for more 
research on how exchange rate fluctuation affects trade. This can be done by examining the content 
of these trade agreements, their conditions and mechanisms, to provide home economy suppliers’s 
advices on how to remain competitive in a more integrated global market.  
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APPENDIX 
 

Table 23.A1. South Africa’s import from partner countries (2000-2016) 
 
Algeria Hong Kong Portugal 
Angola Hungary Romania 
Argentina Iceland Russia 
Australia India Rwanda 
Bahamas Indonesia Saudi Arabia 
Bahrain Iran Senegal 
Bangladesh Ireland Seychelle 
Belgium Israel Sierra Leone 
Botswana Italy Singapore 
Brazil Jamaica Slovak Republic 
Cambodia Japan Slovenia 
Cameroon Kenya South Korea 
Canada Kuwait Spain 
China Latvia Swaziland 
Cote d’Ivoire Lesotho Sweden 
Croatia Liberia Switzerland 
Cyprus Lithuania Tanzania 
Czech republic Luxembourg Thailand 
Denmark Madagascar Togo 
Egypt Malawi Tunisia 
Equatorial Guinee Malaysia Turkey 
Estonia Malta United Arab Emirates 
Ethiopia Mauritania Uganda 
Fiji Mauritius United Kingdom 
Finland  Mozambique United States 
France Namibia Vietnam 
Gambia Nepal Zambia 
Germany Netherland Zimbabwe 
Ghana New Zealand  
Greece Nigeria  
Guinee Norway  
Haiti Peru  
Honduras Poland  

 
Table 23.A2. Table: Commodity description of category code at Standard International Trade 

Classification (SITC) Revision 1 
 
Category code Merchandise Description 
0  Food and Live animals 
1 Beverages and Tobacco 
2 Crude materials, inedible, except fuels  
3  Mineral fuels and lubricants 
4 Animal and vegetable oil & fats  
5 Chemicals 
6  Manufactured goods classified by material 
7  Machinery and transport equipment 
8  Miscellaneous manufactured articles 
9 Commodity and transactions not classified 

 
 
 
 



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Exchange Rate Volatility and Regional Trade Agreements in South Africa 

 
 

 
331 

 

Table 23.A3. Regional trade agreement 
 
RTAs in force Members Official date of 

entry into force 
EU-South Africa  United Kingdom, Finland, Sweden, Portugal, Ireland, 

Germany, Netherland, Spain, Switzerland, Denmark, 
France, Belgium, Italy, Norway, Cyprus, Lithuania, 
Estonia, Luxembourg, Latvia, Croatia, Slovenia, Malta, 
Greece, Czech Republic, Poland, Romania, Slovak 
Republic, Hungary.  

01-01-2000 

SADC Angola, Botswana, Lesotho, Malawi, Mauritus, 
Mozambique, Namibia, Seychelles, Swaziland, Tanzania, 
Zambia, Zimbabwe. 

01-09-2000 

Source: Author’s own compilation based on WTO website 
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ABSTRACT 
 

This study primarily focused on the township segment of the liquor industry and within the township, 
the research project looks at the on-premise consumption channel. This segment is depended on the 
route to market stakeholders that are part of the value chain for supply. The distributors include big 
corporate outlets such as Makro, Ultra Liquor and independent distributors. Taverns plays a very 
critical part in the value chain which is, where consumers interact with brands. This is the decisive 
moment for brands - at this point in the value chain consumers vote with their wallets. The biggest 
challenge for the industry about the township outlets is lack of data to make informed strategic 
decisions. One of the key sources of information that allows suppliers to plan is the actual number of 
licensed vs unlicensed outlets. Type and size of outlets attract different level of investment to allow 
the incumbents to be competitive. An estimated 64 000 licenced outlets operate in South Africa; 
however, the total base is between 180 000 - 250 000 with the majority being unlicensed. Suppliers 
are restricted by law to do business with unlicensed outlets. The introduction of shebeen permits by 
the Gauteng Provincial Government presented an opportunity for the manufacturers and therefore 
they supported the implementation of this regulation. However, this regulation presented challenges 
for the liquor industry and was met with a lot of resistance from the concerned stakeholders – like the 
case between Yeoville Bellevue Ratepayer's Association and Another vs MEC for the Department of 
Economic Development in Gauteng Province. This case gave birth to a need to study the differences 
between the licenced outlets vs those in position of permits in respect of how different are these 
businesses and what is the real threat of shebeens being awarded shebeen licences? 
 

Keywords: Township economy; shebeen; taverns; liquor; market stakeholders; licenses. 
 

24.1 INTRODUCTION 
 

The number of unlicensed liquor outlets in South Africa has increased dramatically since 1994, 
particularly in Gauteng due to the escalation in population migration from the villages to the city in 
search for employment. As the informal settlement wave swept across Gauteng, the emergence of 
illegal shebeens escalated. The Gauteng Provincial Government attempted to address this increase 
through a new regulatory framework. In 2004, the Government attempted to regularise shebeens as a 
first step towards bringing them into the formal liquor distribution space and bring shebeens also in 
line with the Provincial Liquor Act (Section 141 of the Gauteng Liquor Act).  
 

This regulation meant that any person who was running a shebeen in Gauteng, could apply for a 
shebeen permit to operate legally. The applicant was not obligated by law to meet any substantive 
requirements that is required from an applicant who applies for a tavern or bottle store license to the 
Liquor Board. The only requirement was for the shebeen owner to complete “Form 10” which was 
published with the 2004 regulation. The permit was issued for 8 months as per the regulation and 
within that period, the owner of the shebeen had the responsibility to develop the outlet to a level that 
complies with the act so that they’re able to apply for a tavern or a bottle store license (South Gauteng 
High Court, 2014).  
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According to Smithers (2014) these shebeen permits have since been extended several times since 
they were first promulgated in 2004, with the latest in 2012. The MEC published a notice of public 
hearing on the draft regulations which was intended to convert these shebeen permits to shebeen 
licenses. Several community associations presented counter arguments to this draft legislation and 
questioned if the shebeens would be subjected to the same regulations as taverns and bottle stores. 
These issues were not addressed before the MEC published the roll-out of these shebeen licenses. 
This therefore led to the case between Yeoville Bellevue Rates Payers Association against the 
Gauteng MEC of the Department of Economic Development. 

 
24.2 PROBLEM STATEMENT 
 
Available literature on this focus area is mainly focussed on the impact of the formalisation of the 
informal sector, which includes shebeens, the impact of changes in legislation (compliance or non-
compliance thereof) in relation to the liquor industry and the social impact of alcohol in society. This 
therefore revealed a gap for research that focusses on the relationship between licensed and 
unlicensed (formal vs informal) outlets within specific townships in Gauteng.  

 
The discussion of necessity of existence of the two types of traders followed an integrated comparison 
and contrasting operational designs. Both types have been granted licenses to operate their 
businesses by the Gauteng provincial government with different requirements to trade. The questions 
that the study attempted to answer were how different these conditions to trade are; how different 
these businesses from each other are operationally and what are the risks associated with converting 
the temporary shebeen liquor permits to permanent shebeen licenses. The study also attempted to 
validate the number of shebeen permit holders against the number of tavern liquor license holders in 
the target market of Yeoville (Johannesburg). 

 
This study was inspired by the judgement handed down by Judge Elias Matojane at the 
Johannesburg High Court in the matter between Yeoville Bellevue Ratepayers Association against 
The MEC of the Department of Economic Development in Gauteng Provincial Government and the 
Chairperson of the Gauteng Liquor Board. As reported by Cox (2017) the association took the two 
entities to court for allowing the Liquor Board to issue and convert temporary shebeen permits into 
permanent shebeen licenses without consultation with the community, which they claim, infringed on 
their statutory rights.  
 
24.3 MAIN OBJECTIVE 
 
The main aim of this study is to critically compare and evaluate the trading conduct as well as 
operational differences between the licensed taverns and shebeens with liquor permits.  

 
24.4 LITERATURE REVIEW 
 
Some existing works in relation to this comprehensive literature review that were reviewed are Brits 
(2008) - the impact of the formalisation of the informal sector in liquor industry; Dabechuran in 2004 - 
entitled the challenges facing South African Breweries (SAB) when the new liquor act is implemented 
and Mrasi (2016), entitled critical success factors in liquor retailing in selected townships in Cape 
Town. 
 
24.4.1 An Overview of Shebeens in South Africa 
 
As a result of race-based legislation in the early 1900s, the consumption of western alcohol by black 
South Africans was not permitted until the early 1960s. For this reason, “shebeens” emerged in the 
mixed-race areas such as Sophia Town, Yeoville as well as in the other black townships. The name 
“shebeen” is derived from the Irish word for an illegal outlet (Smithers, 2014). Shebeens became a 
central part of people’s lives, providing recreation and relaxation for many migrate workers. Shebeens 
also provide the means for many black people to make an income, particularly the woman who came 
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to Johannesburg to follow their husbands in pursue of work opportunities, only to discover the 
traditional exclusion of women from the job market.  

 
In the 1980s, in an attempt to limit the number of shebeens and to convert them into legal entities, the 
apartheid government encouraged the conversion of shebeens to taverns. However, after the dawn of 
democracy in 1994, the number of shebeens increased dramatically which resulted in an attempt by 
the Gauteng Provincial Government to regulate shebeens as a first attempt towards bringing them 
into the mainstream economy and formal distribution as well. The MEC of Economic Development 
published a new regulation under section 141 of the Gauteng Liquor Act on the 1

st
 of November 2004, 

in an effort to regulate the sale and consumption of liquor at shebeens ,as well as to identify how 
many shebeens are in operation in Gauteng (Spotong, 2018).  

 
24.4.2 Regulation of the Liquor Trade 
 
Regulation of access to alcohol has increased drastically in South Africa since 1983 and has become 
very intense. Different sections of society concerned with such regulation included government 
commissions, municipalities, community associations, political organisations and the churches. There 
are a series of liquor laws in South Africa which seeks to regulate the manufacture, distribution and 
sale of liquor products. The Liquor Act 59 of 2003 applies across the whole of South Africa and 
regulates the manufacture, wholesale, retail, distribution and sale of liquor products. The Provincial 
Liquor Acts apply in the provinces of South Africa and seek to control the distribution and retail sale of 
liquor to consumers in the specific province (DTI, 2003).  
 
24.4.3 Specific Focus Areas of the Act that Governs Operations of Taverns according 

to Gauteng Liquor Regulations 
 
 Alterations to and extension of licensed premises 
 Sell liquor only at the licensed premises. The licensed premise therefore has a defined limited 

location outside which no liquor may be sold or consumed. 
 Selling liquor to juveniles - patrons should be over the age of 18 years. 
 Accessibility of licensed premises may be refused to any person who is drunk, violent or 

disorderly or whose presence on the licensed premises may subject the holder of the license to 
prosecution under this Act. 

 Storing of liquor only at the licensed premises  
 Place for consumption of liquor at the licensed premises only. 
 Times of business – only between 10h00 on any day and 02h00 on the following day  

 
24.4.4 The Aggregate Performance of the Liquor Industry 
 
24.4.4.1 International 

 
According to Rickert and Sanger (2015), the global beer industry for the first time in over 50 years is 
faced with the greatest challenges in an ever-changing economic ecosystem. At the same time, it is 
confronted with flat or declining beer volumes due to decreasing consumer demand, a highly 
competitive environment, increased product offerings, intensified consumer demand for quality 
services by retailers and increased barriers of entry in the market. All this changes in the industry 
mark the beginning of a very difficult period for the industry and these changes will continue to affect 
the industry going forward. 

 
Globally, the industry is seeing a significant opportunity for premiumisation in both developed and 
developing countries. Key liquor multinationals like ABI, Heineken and Diageo still see an opportunity 
to lead this trend. Compared to wine and spirits, beer is in its early stages of premiumisation globally, 
providing beer manufacturers with the opportunity to capture beer’s fair share. Jimenez (2018) 
expects the premium segment will grow about five times faster than core brands and value brands in 
the years to come. 
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24.4.4.2 Africa 
 
Beverages Daily (n.d.) claims that the African beer market is predicted to grow faster than other 
regions over the next 5 years, largely 
GDP in most African countries. There has been an increase in popularity of products manufactured by 
multinational companies. Even though the beer sector used to be highly localised with local be
products dominating in every country, international beer manufacturers such as ABInBev, Heineken, 
the Castle Group and Diageo have seen high volume growth in the continent because of 
premiumisation. According to PWC (2016), Sub
regions in the world. Either this is reflected by the successful expansion of retailers, globally or African 
based on the continent. Manufacturers of fast
opportunity of this growing region.  
 
24.4.4.3 The beer Industry in South Africa 
 
South Africa has a well-established and internationally competitive liquor industry: manufacturing and 
marketing a range of liquor products (beer, wine, spirits and sugar
volume terms, the informal liquor market is considerably larger than the formal; accounting for 
approximately 90% of beer volume and 50% of standard wine volume sold annually (Nielsen Report, 
2019). The formal liquor market includes all licensed outlet
stores, restaurants and clubs. 
 

South African beer sector used to be highly localised. Brewing giant SABMiller used to control about 
90% of the total beer market and 72% of the overall alcohol market. Given that 
selling consumer good after food, with beer accounting for about 50% of the total sold, this gave it a 
considerable local market presence. The size of the local beer market is recorded at 32 million
hectolitre per year to date (National Treasury, 2019).
 

Beer continues to grow stronger in 2019 YTD 
2019). The Nielsen Report (2019) predicts market growth to be at 8.3% for the mainstream brands in 
the last quarter of 2019. Beer is inc
categories gaining share from sprits in the premium segment and gaining from sorghum beer and 
wine in the mainstream segment. As such, growth is seen across both mainstream and premium 
segments, however premium beer continues to grow ahead at 13.7% YTD, driven by premium brands 
meeting consumer needs by satisfying i.r.o the overall value proposition. 
 

Fig. 24.1. Beer volume growth (National
 

The Heineken South Africa and AB 
Heineken SA continue to grow significantly ahead of AB InBev at the end of 2018 at 16.9% and 82.7% 
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Beverages Daily (n.d.) claims that the African beer market is predicted to grow faster than other 
regions over the next 5 years, largely driven by the rising population, urbanisation and increase in 
GDP in most African countries. There has been an increase in popularity of products manufactured by 
multinational companies. Even though the beer sector used to be highly localised with local be
products dominating in every country, international beer manufacturers such as ABInBev, Heineken, 
the Castle Group and Diageo have seen high volume growth in the continent because of 
premiumisation. According to PWC (2016), Sub-Saharan Africa remains one of the fastest growing 
regions in the world. Either this is reflected by the successful expansion of retailers, globally or African 
based on the continent. Manufacturers of fast-moving consumer goods (FMCG) have also taken 

 

4.4.3 The beer Industry in South Africa  

established and internationally competitive liquor industry: manufacturing and 
marketing a range of liquor products (beer, wine, spirits and sugar-fermented beverages). Critically,
volume terms, the informal liquor market is considerably larger than the formal; accounting for 
approximately 90% of beer volume and 50% of standard wine volume sold annually (Nielsen Report, 
2019). The formal liquor market includes all licensed outlets, comprising bars and taverns, retail 

South African beer sector used to be highly localised. Brewing giant SABMiller used to control about 
90% of the total beer market and 72% of the overall alcohol market. Given that alcohol is the biggest
selling consumer good after food, with beer accounting for about 50% of the total sold, this gave it a 
considerable local market presence. The size of the local beer market is recorded at 32 million

nal Treasury, 2019). 

Beer continues to grow stronger in 2019 YTD - growing at 6.2% (see Fig. 24.1) (National Treasury, 
2019). The Nielsen Report (2019) predicts market growth to be at 8.3% for the mainstream brands in 
the last quarter of 2019. Beer is increasingly becoming more affordable relative to other alcohol 
categories gaining share from sprits in the premium segment and gaining from sorghum beer and 
wine in the mainstream segment. As such, growth is seen across both mainstream and premium 

however premium beer continues to grow ahead at 13.7% YTD, driven by premium brands 
meeting consumer needs by satisfying i.r.o the overall value proposition.  

 

Beer volume growth (National Treasury, 2019) 

The Heineken South Africa and AB InBev brands contribute to the strong growth in beer; however, 
Heineken SA continue to grow significantly ahead of AB InBev at the end of 2018 at 16.9% and 82.7% 
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s, comprising bars and taverns, retail 

South African beer sector used to be highly localised. Brewing giant SABMiller used to control about 
alcohol is the biggest-

selling consumer good after food, with beer accounting for about 50% of the total sold, this gave it a 
considerable local market presence. The size of the local beer market is recorded at 32 million-

1) (National Treasury, 
2019). The Nielsen Report (2019) predicts market growth to be at 8.3% for the mainstream brands in 
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respectively and the trend continued into 2019 
(2019), the beer market share is by enlarge shared between two players ABInBev and HEINEKEN 
South Africa with 82.7% and 16.9% market share respectively (see 
2019 there is a consistent progressive shift in share betwe
year, depending on the market activity and promotional activity deployed by respective competitors 
(see Fig. 24.1 for a depiction of these shifts YTD).
 

 
Fig. 24.2. 

 
AB InBev’s leadership of the core and affordable segments gives them 82.9% of the total beer market 
in 2019 - a dominant position by any measure. However, the residual effects of the ABInBev take
SABMiller in 2016 in a deal worth $106bn are still present
of the market share numbers in Fig. 24.
having started with only 11.9% January 2019 and closed 3rd quarter on 16.6%. AB InBev started the 
year strong with product availability while Heineken struggled with consistence supply of their biggest 
SKU (Stock Keeping Unit) - the Heineken 650ml to the market. 
 
Mainstream beer moves back into growth to 2.9% in January of 2019 further strengthening to 6.5% 
however AB InBev closed 1.2% due to premium beer offerings. It is important to note that the 
combination of both premium beer and mainstream beer growth compared to the same time a year 
before resulted in a 5% increase in January 2019 (National Treasury,2019). T
share was driven by increased focus through deep dealing, extended credit terms for this period as 
well as incentive programs targeted at distributors and wholesalers. This was followed by a price 
decrease of Carling Black Label. Thi
portfolio and brought back growth on CBL 750ml that grew by 17% in February 2019 (Nielsen Report, 
2019). Heineken SA however was adversely affected by increased demand on Heineken 650ml which 
was not fully met resulting in customers switching to AB InBev mainstream brands. ABInBev 
premiumisation strategy with a launch of Budweiser, Stella Artois and Corona is beginning to pay off 
their international brands portfolio, approaching 25% of market sha
SA.  
 

24.4.4 Liquor Consumption 
 

24.4.5.1 Internationally 
 

For the last 24 consecutive years the Czech Republic has been the country with the highest per capita 
consumption of beer (Smith, 2018). The Czech Republic is followed by Namibia, then Austria and 
Germany in the third and fourth position. See 
world. 
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respectively and the trend continued into 2019 - see Fig. 24.2. According to the National Trea
(2019), the beer market share is by enlarge shared between two players ABInBev and HEINEKEN 
South Africa with 82.7% and 16.9% market share respectively (see Fig. 24.1). Nonetheless going into 
2019 there is a consistent progressive shift in share between these two organisations throughout the 
year, depending on the market activity and promotional activity deployed by respective competitors 

1 for a depiction of these shifts YTD). 

Market share (National Treasury, 2019) 

InBev’s leadership of the core and affordable segments gives them 82.9% of the total beer market 
a dominant position by any measure. However, the residual effects of the ABInBev take

SABMiller in 2016 in a deal worth $106bn are still present in the market as depicted by the fluctuation 
Fig. 24.2. Heineken South Africa is the biggest winner in this case 

having started with only 11.9% January 2019 and closed 3rd quarter on 16.6%. AB InBev started the 
ith product availability while Heineken struggled with consistence supply of their biggest 

the Heineken 650ml to the market.  

Mainstream beer moves back into growth to 2.9% in January of 2019 further strengthening to 6.5% 
r AB InBev closed 1.2% due to premium beer offerings. It is important to note that the 

combination of both premium beer and mainstream beer growth compared to the same time a year 
before resulted in a 5% increase in January 2019 (National Treasury,2019). This increase in market 
share was driven by increased focus through deep dealing, extended credit terms for this period as 
well as incentive programs targeted at distributors and wholesalers. This was followed by a price 
decrease of Carling Black Label. This strategic move is credited for salvaging ABInBev mainstream 
portfolio and brought back growth on CBL 750ml that grew by 17% in February 2019 (Nielsen Report, 
2019). Heineken SA however was adversely affected by increased demand on Heineken 650ml which 

s not fully met resulting in customers switching to AB InBev mainstream brands. ABInBev 
premiumisation strategy with a launch of Budweiser, Stella Artois and Corona is beginning to pay off 
their international brands portfolio, approaching 25% of market share in the premium beer segment in 

For the last 24 consecutive years the Czech Republic has been the country with the highest per capita 
consumption of beer (Smith, 2018). The Czech Republic is followed by Namibia, then Austria and 
Germany in the third and fourth position. See Table 24.1 for the top twenty per capita rankings in the 
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Table 24.1. The world’s biggest beer drinking countries 
 

 
(Source: Smith, 2018) 

 

According to IAS (n.d,), alcohol manufacturers strive to expand their relationship with their                  
existing consumers by increasing the volume of alcohol they consume. For example, ABInBev                 
set a goal to “create new occasions to share our products with consumers”. This strategy                  
outlines the organisation’s intention to associate specific occasions with specific products in an 
attempt to ensure that consumers align the occasion with a specific product on their portfolio. For 
example, enjoy a beer while watching a sports game or while enjoying a music festival with your 
friends.  
 

The high level of beer consumption in Africa has attracted the interest from global multinational 
companies. Global companies have engaged in a number of commercial strategies to increase 
penetration of clear beer, including targeting new customers and women, developing new occasions 
to encourage drinking and encouraging ‘trading up’ to more expensive products. According to Writer 
(2019), it is estimated that only 31% of the population aged 15 and older consume alcohol, with the 
majority (69%) abstaining from drinking in South Africa. This is a common trend in most African 
countries (some even less than 31%). Table 24.2 illustrates the highest beer consuming nations on 
the continent - interesting to note that Namibia with a population size of only 2,000 000 is also in the 
top ten: 

 

Table 24.2. African ranking of high beer volume consumption 
 

 
(Source: Helicopter View, 2017) 

Litres per capita

1 Czech Republic 143.3

2 Namibia 108

3 Austria 106

4 Germany 104.2

5 Poland 100.8

6 Ireland 98.2

7 Romania 94.1

8 Seychelles 90

9 Estonia 89.5

10 Lithuania 88.7

11 Belize 85

12 Spain 84.8

13 Slovenia 80.3

14 Slovakia 80.1

15 Croatia 78.7

16 Gabon 77.8

17 Finland 76.9

18 Bulgaria 76.3

19 Panama 75

20 Iceland 75

The world's biggest beer drinking countries 

#No Country Litres per year Population

1 Nigeria 12.28 182,202,000.00 

2 Uganda 11.93 38,000,000.00   

3 Kenya 9.72 2,000,000.00      

4 Rwanda 9.1 12,000,000.00   

5 Namibia 9.62 2,000,000.00      

6 Burundi 9.47 12,000,000.00   

7 South Africa 9.46 56,000,000.00   

8 Gabon 9.32 1,500,000.00      

9 Botswana 7.96 2,000,000.00      

10 Tanzania 7.7 52,000,000.00   
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24.4.5.2 South Africa 
 

Research by Genesis Analytics (2017) most South Africans do not drink alcohol. Only 44% of the 
adult (15+) population has ever had an alcoholic drink and only 23% are currently consumers of 
alcohol. However, South Africa has a very high per capita consumption by international standards. 
The WHO global status report classified South Africa as one of the countries with one of the most 
dangerous trends of alcohol consumption. South Africa also has the highest reported alcohol drinking 
in Africa. Almost one in two men (48.1%) and two in five women (41.2%) engage in heavy sporadic 
drinking (WHO, 2018). 
 

The implication is that those who do drink, drink excessively which results in binge drinking. There are 
also high levels of youth drinking and what is of concern, is that 12% of children have started alcohol 
use before the age of 13, while approximately half of those aged 13-19 have tried alcohol. The South 
African adult per capita alcohol consumption is equal to 9.5 litres per person per year. Of this, 26.3% 
(2.5 litres per person) is homemade and illegally produced alcohol (unrecorded alcohol). The 
consumption of domestic or illegally produced alcohol may be associated with an increased risk of 
harm because of unknown and potentially hazardous contaminants in these beverages. The APC in 
South Africa (of 9.5) is above the world average of 6.13 litres, the regional average for Africa is 6.2 
litres, the average for the Americas is 8.7 litres, with the average for the South-East Asia region 2.2 
litres and for the Western Pacific region 6.3 litres (Econometrix, 2013).  
 

24.4.5 Socio–economic Challenges Associated with Alcohol 
 

While the existence of shebeens may have been effective in providing the means for many black 
people to make an income as well as form of rebelliousness against white, colonial and apartheid rule, 
alcohol has played a role in the social breakdown of family and community life. Alcohol contributed 
towards local, regional and national economies through providing formal and informal employment, an 
income source and much-needed tax revenue. However, the research cannot ignore the fact that 
alcohol is one of the four major risk factors for the global non-communicable disease burden in 
developing countries (Herrick, 2014). 
 

Alcohol abuse is also a key contributory factor to violence, injury, crime, poor mental health and 
infectious diseases such as tuberculosis, pneumonia and HIV/AIDS (Herrick, 2014). For the urban 
poor, therefore, drinking alcohol may be a way of coping with unemployment and lack of a leisure 
infrastructure. Poverty makes life perpetually challenging and stressful. This form of coping, however, 
can often worsen and reinforce individual and collective vulnerabilities. 
  

24.5 RESEARCH METHODOLOGY 
 

The scope of the research specifically focused on investigating the nature of the relationship between 
licensed taverns and shebeens with liquor permits. The research followed a qualitative structure, as 
the research is exploratory in nature seeking to understand the issues associated with converting the 
temporary shebeen permits to permanent shebeen licenses. Qualitative research is comprehensive 
and contains a wide range of methods found within different research studies. Ritchie. (2014) state 
that qualitative research is often defined as a realistic, explanatory approach, concerned with 
exploring phenomena from the inside and taking the perspectives of the research participants as a 
starting point. The strength of the interview as primary data collecting method is its flexibility (Kaupa & 
Govender, 2015). It does not require one to have a visual or other objective perception of the 
information required. Information of all types can be gathered by questioning others and to translate 
the data into codes. Coding was completed by matching of words to numbers, symbols and tags. 
 
24.5.1 Target Population 
 
Yeoville is an outstanding experiment of an African city, hidden in plain sight in the centre of 
Johannesburg. It is a perfect example of a cosmopolitan neighbourhood, planned for a beautiful 
modern city life. It is also a major transport exchange point where informal markets that service a 
large population of pedestrian passing and the locals (Webster, 2017). Since the 1990s Yeoville has 
suffered from several major issues, which include migration from the rest of the continent, residential 
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turnover, densification and high levels of poverty related to urban decline. Documented population in 
Yeoville is recorded as just under 19000 people however unconfirmed number
double that sizes see Fig. 24.3 (StatsSA, 2011). 
 

 
Fig

 

24.5.2 Demarcation of Study 
 
The study was limited to Yeoville (Johannesburg CBD) because of resource constraints and due to 
the relevant case between the MEC and Yeoville Rate Payers’ Association at the Gauteng High 
Court. Yeoville consists of a total database of 237 licensed taverns with valid liquor licenses and 
shebeens with temporary permits which the Department intends to convert to permanent shebeen 
licenses. The study measured the relationship between these two focus groups (licensed taverns and 
shebeens with temporary permits) with a selection of a sample fro
sample was selected from the 237 licensed tavern liquor holders and shebeen temporary permit 
holders existing in the targeted area and generates a sample size of 40 liquor traders. This sample 
size was regarded as sufficient as it is within the range of 1 to 40 as suggested by Mason (2010) for 
qualitative research. 
 

24.5.3 Data Collection 
 

A pilot study was initially conducted to examine the feasibility of an approach that is intended to be 
used in a larger scale study (Anon.
fine tune the research instrument. As stated by Kamberelis and Dimitriadis (2016) focus groups are 
collective conversations and can be small or large, directed or nondirected. Focus group d
were conducted with Kenneth Mapengo, Sanele Tshabalala, Maruping Phuthi, Millicent Maroga and 
Given Shabangu. All the members of the focus group have personal experience with both taverns with 
licenses and shebeens with permits.
 

The research was conducted with a semi
was used as the tool to collect data. The interview protocol was adopted from Brits and Lotriet (2018) 
and consisted of 20 questions. The interview protocol had four sub
measurement, control and screen the targeted sample; Section B dealt with compliance to legal 
requirements to have a license or permit; Section C dealt with employees and Section D look at 
issues of funding, assets, revenue and resources.
facilitate the data analysis process using Atlas.ti
 
The quality of the outputs depends very much on the skills and experience of the interviewer (Mason, 
2010). The interviewer also has an effect on the quality of data collected. In this regard, sales 
representatives from Heineken and Sebenzela servicing thi
interviews. Primary data was obtained by interviewing outlet owners and consumers who frequently 
visit these establishments. Secondary data was collected from sales representatives from liquor 
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turnover, densification and high levels of poverty related to urban decline. Documented population in 
Yeoville is recorded as just under 19000 people however unconfirmed numbers claims populationis 

3 (StatsSA, 2011).  

. 24.3. Demographics of Yeoville 

(Johannesburg CBD) because of resource constraints and due to 
the relevant case between the MEC and Yeoville Rate Payers’ Association at the Gauteng High 
Court. Yeoville consists of a total database of 237 licensed taverns with valid liquor licenses and 
hebeens with temporary permits which the Department intends to convert to permanent shebeen 

licenses. The study measured the relationship between these two focus groups (licensed taverns and 
shebeens with temporary permits) with a selection of a sample from this total base. A proportion 
sample was selected from the 237 licensed tavern liquor holders and shebeen temporary permit 
holders existing in the targeted area and generates a sample size of 40 liquor traders. This sample 

as it is within the range of 1 to 40 as suggested by Mason (2010) for 

A pilot study was initially conducted to examine the feasibility of an approach that is intended to be 
used in a larger scale study (Anon., 2020). The pilot study focused on a few industry players to also 
fine tune the research instrument. As stated by Kamberelis and Dimitriadis (2016) focus groups are 
collective conversations and can be small or large, directed or nondirected. Focus group d
were conducted with Kenneth Mapengo, Sanele Tshabalala, Maruping Phuthi, Millicent Maroga and 
Given Shabangu. All the members of the focus group have personal experience with both taverns with 
licenses and shebeens with permits. 

s conducted with a semi-structured one-on-one interview of the outlet owners which 
was used as the tool to collect data. The interview protocol was adopted from Brits and Lotriet (2018) 
and consisted of 20 questions. The interview protocol had four sub-sections, Section A: 
measurement, control and screen the targeted sample; Section B dealt with compliance to legal 
requirements to have a license or permit; Section C dealt with employees and Section D look at 
issues of funding, assets, revenue and resources. The data was transliterated into key themes to 
facilitate the data analysis process using Atlas.ti-data software. 

The quality of the outputs depends very much on the skills and experience of the interviewer (Mason, 
2010). The interviewer also has an effect on the quality of data collected. In this regard, sales 
representatives from Heineken and Sebenzela servicing this area were trained to conduct scientific 
interviews. Primary data was obtained by interviewing outlet owners and consumers who frequently 
visit these establishments. Secondary data was collected from sales representatives from liquor 
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manufacturing companies as well as representatives of the Gauteng Liquor Board (GLB). Licence 
information was collected from the SAPS’ Liquor Control department as well as from the Heineken 
customer data base. 
 
24.5.4 Data Saturation 
 
Ness (2015), states that data saturation is achieved when there is sufficient information to replicate 
the study when the ability to obtain additional new information has been attained. 20 outlet owners 
were targeted and interviewed with a 50/50 split betw
permits. Of the 20 respondents contacted, 18 answered all questions giving a response rate of 90%. 
This sample covered a wide range of targeted demographic outlet owners (purposive sampling) and 
as such it was concluded that each subject was satisfactory covered in the population. The initial plan 
was to interview 40 outlet owners however after interviewing 20 outlet owners, data saturation was 
confirmed as no newer data inputs came up from 14
interviews and therefore data saturation was assumed and all data collected was used for analysis. 
 

24.5.5 Data Richness  
 

According to Ness (2015), it best to think of data in terms of rich and thick rather than the size of the 
sample being targeted for the interviews. Rich data is a lot of data covering wide subject areas that is 
detailed, elaborate and different. Thick data
Fig. 24.4 illustrate different subjects covered during the interviews and provided the quality of data 
that was used for analysis. Atlas.ti successfully matched common words (themes) that came fr
written notes reflected by both tavern owners and shebeen owners. 
 

Fig. 24.4. Word cloud 
 

From the word cloud drafted above, it can be deduced that both types of businesses have the same 
expectations from the government and
from both samples. 
 

24.5.6 Research Design 
 

Fig. 24.5 illustrate the flow chart of the research design.
 

Fig. 24.5. Research design (Source: Own compilation)
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es as well as representatives of the Gauteng Liquor Board (GLB). Licence 
information was collected from the SAPS’ Liquor Control department as well as from the Heineken 

Ness (2015), states that data saturation is achieved when there is sufficient information to replicate 
the study when the ability to obtain additional new information has been attained. 20 outlet owners 
were targeted and interviewed with a 50/50 split between the licenced taverns vs shebeen with 
permits. Of the 20 respondents contacted, 18 answered all questions giving a response rate of 90%. 
This sample covered a wide range of targeted demographic outlet owners (purposive sampling) and 
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According to Ness (2015), it best to think of data in terms of rich and thick rather than the size of the 
sample being targeted for the interviews. Rich data is a lot of data covering wide subject areas that is 
detailed, elaborate and different. Thick data on the other hand constitute a lot of data. A word cloud in 

4 illustrate different subjects covered during the interviews and provided the quality of data 
that was used for analysis. Atlas.ti successfully matched common words (themes) that came fr
written notes reflected by both tavern owners and shebeen owners.  

 

Word cloud (Source: Own compilation) 

From the word cloud drafted above, it can be deduced that both types of businesses have the same 
expectations from the government and beer suppliers. Crime was the single most highlighted word 
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24.5.7 Data Coding and Analysis
 
Analysing qualitative data can be very confusing due to its unstructured nature (Neuman, 2014). 
Atlas.ti software was used as the process of organising and analysing information into categories of 
themes and concepts as well as listing the attitudes and pe
Percy et al. (2015), data collection using a qualitative instrument is not about phenomenology, 
participant and non-participant field observation from ethnography. It rather requires a semi
or fully structured interview or questionnaire surveys. Fig
 

 
Fig. 24.6. Specific group networks identified key stakeholders (Source: Ow

 
The development of a database is one of the tactics to enhance reliability in the study
The database used included focus customer notes, interview questions, observation notes from the 
interviewer, a literature review, customer master data and additional documents from an electronic 
sales execution measure tool (SEM) provided b
framework was supported by the grouping of specific networks within the database. Fig
illustrates the specific group networks identified. 
 

24.6 RESEARCH FINDINGS 
 

Section A - Measure, control and screening
and biographics. As presented in Fig
and only 35% by women in the area. More women have licenses than permits, driven by the need to 
comply with the law. 50% of the outlet owners are between the ages of 35
that younger people own outlets in the area than older generations. 
 

Fig. 24.7. Gender, nationality and age group of outlet owners (Source: Own compilation)
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Analysis 

Analysing qualitative data can be very confusing due to its unstructured nature (Neuman, 2014). 
Atlas.ti software was used as the process of organising and analysing information into categories of 
themes and concepts as well as listing the attitudes and perceptions of outlet owners. According to 

(2015), data collection using a qualitative instrument is not about phenomenology, 
participant field observation from ethnography. It rather requires a semi

tured interview or questionnaire surveys. Fig. 24.6 indicate this process. 

Specific group networks identified key stakeholders (Source: Own compilation)

The development of a database is one of the tactics to enhance reliability in the study
The database used included focus customer notes, interview questions, observation notes from the 
interviewer, a literature review, customer master data and additional documents from an electronic 
sales execution measure tool (SEM) provided by the GM of sales operations at Heineken. The coding 
framework was supported by the grouping of specific networks within the database. Fig
illustrates the specific group networks identified.  

Measure, control and screening: Section A in the interview dealt with demographics 
and biographics. As presented in Fig. 24.7, the majority of these outlets are owned by men at 65% 
and only 35% by women in the area. More women have licenses than permits, driven by the need to 
comply with the law. 50% of the outlet owners are between the ages of 35-54 years which indicates 

people own outlets in the area than older generations.  

 

Gender, nationality and age group of outlet owners (Source: Own compilation)
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The figure below highlights the reality that finding work in the current economic climate in the country 
is difficult, therefore, many people find work in these family businesses. Tavern license holders 
recorded the highest number of people working, namely
significant difference between the nature of employment between shebeens with permits and taverns 
with licenses. Due to the constant mobility of employees in this segment of the liquor trade at any 
point in time, the numbers can vary. 
 

 
Fig. 24.8. Employment creation comparison between taverns and shebeens (Source: Own 

 
One of the requirements for applying for a liquor license or permit,
operational as well as personally involved with the daily running of the outlet. The results indicate that 
more taverns are operated by managers compared to shebeens and shebeens are monstly owner
managed. Therefore, there is higher compliance to this requirement by licensed outlets 
Fig. 24.9.  
 
Section B found that on average, both sets of sampled outlets have been operational for more than 10 
years. All interviewed outlet owners stated that they only started operating after being awarded 
licenses and permits. The assumption that most outlets operate ille
permits was not confirmed. The next question indicated that all interviewed outlets are next to other 
businesses such as liquor stores, hair salons as well as other taverns/shebeens and 55% of them are 
in a residential area. However, most of the shebeens are next to schools, community halls and 
churches and this is an infringement of the license requirements. Licensed outlets do not indicate 
being next to any of the above. However, for permit holders, the following respons
23% shebeens are located within a perimeter of 500 meters from schools, 20% are close to churches 
and 10% are close to a community hall. These permit holders will face severe difficulties when 
applying for licenses and they will need to 
compliant.  
 

 
Fig. 24.9. Owner managed outlet compared to permit holders (Source: Own compilation)
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The figure below highlights the reality that finding work in the current economic climate in the country 
is difficult, therefore, many people find work in these family businesses. Tavern license holders 
recorded the highest number of people working, namely 85 versus 53 shebeen holders. There is no 
significant difference between the nature of employment between shebeens with permits and taverns 
with licenses. Due to the constant mobility of employees in this segment of the liquor trade at any 

the numbers can vary.  

Employment creation comparison between taverns and shebeens (Source: Own 
compilation) 

One of the requirements for applying for a liquor license or permit, is that the owner must be fully 
operational as well as personally involved with the daily running of the outlet. The results indicate that 
more taverns are operated by managers compared to shebeens and shebeens are monstly owner

is higher compliance to this requirement by licensed outlets 

found that on average, both sets of sampled outlets have been operational for more than 10 
years. All interviewed outlet owners stated that they only started operating after being awarded 
licenses and permits. The assumption that most outlets operate illegally before receiving licenses or 
permits was not confirmed. The next question indicated that all interviewed outlets are next to other 
businesses such as liquor stores, hair salons as well as other taverns/shebeens and 55% of them are 

ea. However, most of the shebeens are next to schools, community halls and 
churches and this is an infringement of the license requirements. Licensed outlets do not indicate 
being next to any of the above. However, for permit holders, the following responses were indicated: 
23% shebeens are located within a perimeter of 500 meters from schools, 20% are close to churches 
and 10% are close to a community hall. These permit holders will face severe difficulties when 
applying for licenses and they will need to relocated to a re-zoned business location in order to be 
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To be considered for a license, the answers regarding size of premises or land area is
This is a requirement of the municipal by
operate their businesses on an area between 201
holders operate on the same size land area. 
two research samples with regard to compliance of not less than 200 square meters of land. Similarly, 
both research samples have outlets with the highest land area of 601
samples operate from premises of this size. 
 

 
Fig. 24.10. Size of the premises (Land area) (Source: Own compilation)

 
The next question regarding separate rest rooms indicated that both segments adhere to this 
requirement. Only outlets under rennovations
temporary arrangement. However, the application to do these altarations to the outlet were not 
submitted to the Liquor Board for consideration. This therefore highlights a lack of compliance with 
regard to the license requirement to notify the Liquor Board of any changes to be done at the outlet. 
Another requirement from municipal by
showed that only 2 outlets out of the 20 surveyed actually h
does not comply with the requirements for a license and is a similar outcome for both license and 
shebeen permit outlets.  
 
Storage space is also important for both outlets and manufacturers 
hold 20 cases per week. 95% percent of all outlets surveyed meet this requirement, therefore, there is 
no significant difference between shebeen permit hol
shebeens interviewed bought stock directly from the suppliers and only three of the 10 licensed 
taverns indicated that they bought from suppliers. In terms of trading facility, 95% of the shebeens 
bought on COD and 80% of taverns used a combination of both COD and a credit facility 
next figure:  
 

Fig. 24.11. A comparison between taverns and shebeens re utilisation of trading facility 
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To be considered for a license, the answers regarding size of premises or land area is very important. 
This is a requirement of the municipal by-laws. The research showed that 60% of license holders 
operate their businesses on an area between 201-400 square metres of land, while 80% of the permit 
holders operate on the same size land area. Therefore, there is no significant difference between the 
two research samples with regard to compliance of not less than 200 square meters of land. Similarly, 
both research samples have outlets with the highest land area of 601–800 squares. 10% in both 

mples operate from premises of this size.  

Size of the premises (Land area) (Source: Own compilation)

The next question regarding separate rest rooms indicated that both segments adhere to this 
requirement. Only outlets under rennovations or construction work were not compliant which was a 
temporary arrangement. However, the application to do these altarations to the outlet were not 
submitted to the Liquor Board for consideration. This therefore highlights a lack of compliance with 

to the license requirement to notify the Liquor Board of any changes to be done at the outlet. 
Another requirement from municipal by-laws is the provision of sufficient parking space. The finding 
showed that only 2 outlets out of the 20 surveyed actually had sufficient parking space. This therefore 
does not comply with the requirements for a license and is a similar outcome for both license and 

Storage space is also important for both outlets and manufacturers – requiring a minimum capacity to 
hold 20 cases per week. 95% percent of all outlets surveyed meet this requirement, therefore, there is 
no significant difference between shebeen permit holders and licensed taverns. Only one out of the 10 
shebeens interviewed bought stock directly from the suppliers and only three of the 10 licensed 
taverns indicated that they bought from suppliers. In terms of trading facility, 95% of the shebeens 

COD and 80% of taverns used a combination of both COD and a credit facility 

 
 

A comparison between taverns and shebeens re utilisation of trading facility 
(Source: Own compilation) 
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A significant number of outlets interviewed collected stock themselves from the distributors. This 
presents an opportunity for the manufacturers to manage recommended selling prices in the value 
chain. When traders collect stock, they include the transportation cost in the selling price of the 
product. 
 

Section C – Staff: In terms of the specific details including the relationship between the staff and the 
owner, gender, job profile and level of education, outlet owners were reluctant to share this 
information. The interviewer attempted to also establish if these outlets employed people permanently 
or on a temporary basis and if they complied with requirements of the law in terms of permanent vs 
temporary. In both licensed taverns and shebeens, most employees are permanent and no evidence 
was presented with regard to compliance to minimum wage and/or if the employees are registerd for 
UIF.  
 

Section D – Business funding, assets and resources: Section D addressed the capability                      
of the outlet to raise funding to start the business and the ability to operate with or without support 
from liquor suppliers. A greater number of outlet owners raised capital from the family to start the 
business and a few funded the outlet from their other businesses. Most of the surveyed outlets carry 
90% of the liquor portfolio in their outlets. These traders are heavy relient on the liquor suppliers for 
outlet assets such as refrigerators and outlet infrastructure. All outlets use supplier fridges but only 
30% of the shebeens and only 70% of the taverns had their own fridges. Table 24.4 highlights that, on 
avarage, shebeens have 6 fridges supplied by the manufacturers and taverns have 8 fridges per 
outlet.  
 

Table 24.3. Outlet owned fridge vs supplier provided fridge (Own compilation) 

 

 
 
Part of the requirements for licenses is for the outlet to record all transactions for tax compliance - 
65% of owners take this responsibility upon themselves while 35% still leave it up to their staff and 
this is not treated differently by both types. Due to the high amount of transactions handled by the 
outlet, possible risks of compliance exist due to financial illiteracy. Only a small number of outlets 
indicated that they had bookkeepers to record business transactions due to the cost associated with 
these services.  

 
The next question addressed the requirement for outlet owners to belong to an organised structure to 
facilitate easy communication with authorities and protection from victimisation by other stakeholders 
like SAPS. However, only 15% of outlets interviewed belonged to an association such as SALTA and 
most are shebeen permit holders. Most taverns have either cancelled their membership or it has 
lapsed. Some of the reasons for not affilliating included the cost of membership. 90% of the shebeen 
permit holders were aware of the formalisation process and also had been attempting to formalise 
their establisments with little success, however, a few expressed a view that they didn’t see the need 
to apply for licenses. There is no distictive difference between shebeen permit holders and licensed 
outlets as they enjoy the same benefits. The next table dealt with the advantages and disadvantages 
of possessing a liquor licence.  

Name Supplier fridges Own fridges

Orlando Car Wash 6 0

Steve's Place 9 2

Trees 3 3

Matshidiso's Place 11 2

Paulina's 7 0

Chez Mungiza 21 5

Rich man, poor man 2 0

Zebra Pond 2 0

Thabo's Place 2 0

Zama-Zama 4 2

Name Supplier fridges Own fridges

Pat's tavern 13 3

Nkele's tavern 7 1

Tshidi's tavern 14 4

Mavhungu's tavern 14 3

L Creche 5 1

The Lowdown 6 0

Time Square 7 1

Emir Joint 3 2

Mathandis Inn 8 0

Ekhaya 9 0
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Table 24.4. Advantages and disadvantages of possessing a liquor licence

 
#No Advantages  

1 Opportunity to qualify for a business loan to 
upgrade business premises

2 Can operate within the law and avoid 
constant harassment from the Police

3 Give us access to more resources and 
assistance from suppliers and government 

4 Avoid the risk of closing should the 
be terminated 

5 Outlet would not close, staff keep jobs, 
license renewal process is easy

 
An important business issue is the marketing of the business.The next illustration captures a hit map 
of all marketing initiatives that outlet owners use to market their businesses. 
 

 
Fig. 24.12. Marketing activities employed by the outlet owners

 
Finally, the last questions establish the challenges that outlet owners are faced with in running their 
businesses successfully. The results show that both sets of the suveryed sample have the same 
challenges pertaining to their attitude towards issues such as regulations, community, SAPS and 
liquor suppliers.  
 

Table 24.
 

Proceedings of the 6th International Conference on Business and Management Dynamics
A Comparative Study between Tavern and Shebeen License Holders in Yeoville, South Africa

 
346 

 

Advantages and disadvantages of possessing a liquor licence

Disadvantages  

Opportunity to qualify for a business loan to 
upgrade business premises 

Due to saturation, Government might decide 
to stop issuing liquor licenses  

Can operate within the law and avoid 
constant harassment from the Police 

Limited operating hours vs bottle stores 
encourage non-compliance to the law

Give us access to more resources and 
assistance from suppliers and government  

Tax burden and compliance come at a cost 
to the business 

Avoid the risk of closing should the permits Converting shebeen permits to shebeen 
licenses will lead to market saturation and 
therefore less growth in the industry

Outlet would not close, staff keep jobs, 
license renewal process is easy 

  

(Source: Own compilation) 

An important business issue is the marketing of the business.The next illustration captures a hit map 
of all marketing initiatives that outlet owners use to market their businesses.  

Marketing activities employed by the outlet owners (Source: Own compilation)

Finally, the last questions establish the challenges that outlet owners are faced with in running their 
businesses successfully. The results show that both sets of the suveryed sample have the same 

attitude towards issues such as regulations, community, SAPS and 

24.5. Challenges of the liquor traders 
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Due to saturation, Government might decide 

Limited operating hours vs bottle stores 
compliance to the law 

Tax burden and compliance come at a cost 

Converting shebeen permits to shebeen 
licenses will lead to market saturation and 
therefore less growth in the industry 

An important business issue is the marketing of the business.The next illustration captures a hit map 

 

(Source: Own compilation) 

Finally, the last questions establish the challenges that outlet owners are faced with in running their 
businesses successfully. The results show that both sets of the suveryed sample have the same 

attitude towards issues such as regulations, community, SAPS and 
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Support required from the government by licensed and permit holders can be summarised as follows: 
both permit holders and licensed outlets expressed a need for high police visibility to reduce the high 
level of crime in the area. Financial assistance was highlighted as a key requirement for both 
shebeens and taverns, specifically from government, as well as the need for training in regulations 
and requirements. Some of the tavern outlet owners were against converting their current shebeen 
permits to shebeen licenses as this represented high competition and market saturation. The general 
feeling was that there were already too many licensed outlets in the area with the addition of illegal 
trading.  
 
Enterprise development and workshops regarding liquor abuse were also requested by the outlet 
owners as means to contribute positively to the government’s agenda to reduce alcohol abuse in the 
society. The support required from liquor manufacturers was to be assisted with more promotions at 
the outlets as well as infrustructure support, rennovations and provison of furniture. 
 

Table 24.6 summarise areas of commonality and differences between taverns and shebeens. This 
table illustrates that there is no significant difference between license holders and permit holders. This 
framework can be used as a guideline in the current discussion between the Gauteng Provincial 
Government and the Gauteng Liquor Board to support the promulgation of the regulations that seek to 
legitimise or phase in licensed shebeens under the act. 

 
Table 24.6. Differences between taverns with licenses and shebeens with permits 

 

 
(Source: Own compilation) 

Activity Tavern Score Shebeen Score

Owner managed outlet 70% a 60% a

Length in business >5 years a >5 years a

Business radius to community amenities 100% a 45% r

Business re-zoned 100% a 0 r
Provision of separate toilets (5% Tavern 

renovations) 95% a 100% a
Provide parking area 0 r 5% r

Store room (20 cases and above) 100% a 100% a
Land Size of the outlet 100% a 100% a

Avarage sales per week 484 cases a 173 cases r

Avarage days of ordering a week 3 Days a 3 Days a
Collect 100% a 60% r

Trading facility 50% a 5% r

Capital (Family funded) 70% a 100% a
Full portfolio 100% a 100% a
Marketing activity 100% a 100% a
Avarage cold space by outlet 5 Fridges a 4 Fridges a

Government 

# Illigal shebeens 100% r 100% r
# High crime levels 100% r 100% r
# Poor police visibility 100% r 100% r
 # Bribery and corraption 100% r 100% r

# Entreprise development 100% a 100% a
SAPS

# High crime levels 100% r 100% r
# Poor police visibility 100% r 100% r
 # Bribery and corraption 100% r 100% r

# Police harrasment 100% a 100% r
Suppiers 

# Product availability 100% a 100% a
# Promotions 100% a 100% a
# Credit 100% a 100% r

# Equipment, furniture and POS 100% a 100% a
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Fig. 24.13.
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13. Common thems defined in Atlas.ti (Source: Own compilation)
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Common thems defined in Atlas.ti (Source: Own compilation) 



 

 
Fig. 24.14. 
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Fig. 24.14. Common themes for liquor traders (Source: Own compilation)
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Common themes for liquor traders (Source: Own compilation) 
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24.7 THEMES FROM THE FINDINGS 
 
The research findings are divided into themes derived from database analysis using Atlas.ti software 
(see Fig. 24.14). Each theme is followed by recommendations.  
 
Theme one: Competion between permits and licensese outlets: The research findings indicate 
that, even though the permit holders feel that being issued with liquor licenses is good for their 
businesses, the majority of permit holders do not expect any fundamental difference in how their 
businesses perform. Interviewee Stephen Molapo of Steve’s place (shebeen owner) said: “The impact 
will be minimum; most shebeen permit outlets are established business already”. Interviewee Paulina 
Mololo (tavern owner) stated: “More outlets with liquor license mean saturation and therefore less 
growth for her business”. This highlighted the contradiction between the shebeen permit holders and 
licensed taverns. In response to challenges facing their businesses today is the intensive competition 
in this sector given the number of licensed/shebeen permit outlets as well as the cost to renew a 
liquor licence. Interviewee Bikuki Ntango from Chez’Mungisa shebeen replied that “there is no 
significate difference between tavern license and shebeen permit, therefore I have no interntion to 
apply for a liqour license. The cost associated with renewing tavern licenses every year are 
exorbitant” 
 
Recommendation - the regulator needs to consider conducting audits in collaboration with SAPS. All 
outlets issued with licenses and permits since the introduction of the Gauteng Liquor Act of 2004 
should be audited. The intention of the audits should be to establish which outlets comply with the 
requirements of their licenses to trade. Therefore, those in breach of the conditions of their licenses 
should be suspended with the intention to terminate, should they fail to address the audit findings. 
This will allow the regulator to close gaps of new applicants who are currently permit holders without 
necessarily increasing the number of new entrants in the market. 
 
Theme two: Police visibility in the area: One of the critical findings of the study is the need for 
visible policing in Yeoville and surrounding areas. In recent times Yeoville suffered a number of 
xenophobic attacks, as confirmed by Interviewee Bikuki Ntango from Chez’Mungisa shebeen: “The 
xenophobic attacks had a direct impact our businesses. Over and above these attacks, Yeoville has 
seen high levels of crime which has resulted in many big businesses in the areas closing down” 
 
Crime levels have directly affected both taverns and shebeens. The common response from all the 
participants in the interviews highlighted the high levels of crime in the area are affecting businesses. 
Consumers do not feel comfortable and safe to come out at night. Interviewee Paulina Mololo from 
Paulina’s place (shebeen owner) said that “crime is affecting our business - people do not come to 
outlets at night due to safety therefore we are forced to high private securty companies due to lack of 
police visibility”. Even when police conduct raids at the outlets, which is a positve action that assists 
with crime prevention, consumers usually leave the outlet imidiately after the raids as they feel 
harrassed by the police. 
 
Considering the size and location of these outlets, especially those located in low income areas, the 
lack of capacity from the South African Police Service to attend to the large number of criminal cases 
poses a serious security risk. Many of the outlet owners consider contributing a minimal fee towards 
hiring a neighbourhood security company to patrol near their businesses and attend to emergency 
calls. 
 
Recommendation - Outlet owners should indeed persue the idea of contributing a minimal fee 
towards hiring a neighbourhood security company to patrol in and around their businesses in Yeoville 
as well as to escourt customers leaving the outlet. The cost of hiring security for a liquor outlet is high 
and this is besides the fact that many private security companies are not keen on taking on liquor 
outlets as clients because of prevalant conflict and fights taking place in some outlets. 
 
Theme three: A high number of illegal shebeens: The liquor industry in fragmented trade is 
already saturated with licensed and shebeen permits, however, outlets face competition from illegal 
shebeens in the area. These shebeens do not comply with any regulation and they operate with 
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minimum overheads. They are therefore able to ask non-competitive prices, as Interviewee Lerato 
Lehabe (tavern owner) said: “too many outlets permit holders, illegal shebeens not following the 
regulations. The industry has very little prospects for growth due to a large number of illegal trades 
including permit holders.” 
 
Recommendation - Law enforcement should clamp down illegal shebeens through regular police 
raids in the area. SAPS can utilise associations and other community organisations to close illegal 
operators.  
 
Theme four: Convert tavern license into a bottle store: A large number of outlet owners 
interviewed strongly believe that the industry will continue to grow; therefore, the majority are planning 
to upgrade their outlets. Liquor license holders are exploring the opportunity of applying for bottle 
store licenses, as they have longer trading times than taverns. High crime levels in the area are also 
contributing to the need to convert tavern licenses to off-trade bottle store licenses. Interviewee 
Sikhumbuzo Shezi from the Lowdown remarked that “due to high short trading time and crime in the 
area, I intend to convert my on-premise license to a bottle store license due to longer trading times.” 
 
Recommendation: The Liquor Board should conduct workshops to advise traders about the 
difference between anon-premise consumption vs off-premise consumption outlets. Outlet owners 
need to compare the benefits and shortcomings of each of these licences and therefore make an 
informed decision. The benefit to the police however of this conversion would be reduction in crime.  
 
Theme five: Big businesses in the area are closing down: Yeoville, like most historical mining 
towns, is affected negatively by the economy. Big businesses in the area have closed, resulting in a 
high unemployment rate. The formal retail sector has also moved out of the area to Maboneg precinct 
and to Alexandra township. Interviewee Bikuki Ntangu from Chez Mungiza (shebeen) is of the opinion 
that “the liquor industry is going down, all big businesses in the area are closing down due to slow 
down of the economy” 

 
Recommendation: Global trends suggest that beer consumption is very resilient against economic 
recessions. According to Global Data (2016) beer production and consumption are expected to 
continue to grow. This growth will largely be driven by developing markets in Africa and Asia. 
Therefore it is advisable to continue to invest in these outlets as the growth trend will continue.  

 
Theme six: High crime rate: Many outlet owners are seeing a decrease in consumer numbers, 
because of fear for their safety. On-premise outlets are experiencing an increase in take-away 
business which is an infringement of the license/shebeen and they are therefore risking suspension of 
their licenses. Interviewee Thandi from Mathandi’s Inn remarked that “despite our best intentions to 
comply with the law its proving to be difficult. We are unable to provide security for our customers due 
to the cost of private security companies.” 
 
Recommendation: Outlet owners should indeed pursue the idea of contributing a minimal fee 
towards hiring a neighbourhood security company. 

 
Theme seven: Renovation and expansion: Due to financial margin pressure and lack of customers, 
outlet owners are consistently trying to improve their outlets and differentiate themselves from others 
in the area, i.e. to increase space, putting in snooker tables and gambling machines, while some also 
intend to buy more outlets as a source of growth. 

 
Recommendation: Business initiatives are needed to add more value and to pull more customers. If 
the outlet owner is renting out space in the outlet for gambling mechines this could be a source of 
revenue. 

 
24.8 SUMMARY OF THE MAIN FINDINGS FROM THE STUDY 
 
The following aspects capture the main findings from the empirical investigation- 
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 Lack of compliance of shebeen permit holders to the required radius distance to community 
immunities, i.e. schools, place of worship and community parks. 

 Most shebeen owners have no interest to apply for liquor licences. This presents a high risk in 
the community.  

 There is strong competition between taverns and shebeens, however shebeen owners are 
more organised as a collective and they speak in one voice. They belong to a liquor association 
unlike tavern owners.  

 Visible policing to prevent crime.  
 High frequency of police raids in shebeens as compared to taverns. This could be unsettling for 

consumers and sometimes comes at a cost to the shebeen owners, i.e. paying bribes due to 
lack of compliance to the rules.  

 In terms of the actual size and space of the outlet, there was very little difference between the 
two research types – for example, having the same problem with providing parking for 
customers.  

 Regarding the provision of equipment and assets by suppliers, there is no substantial difference 
between taverns and shebeens.  

 Access to stock was a challenge for most shebeens, as they did not get direct delivery from 
suppliers and they did not have access to credit made available by suppliers if one buy direct.  

 
24.9 CONCLUSION 
 
It is estimated that there are between 180 000 and 250 000 liquor outlets in the country, of which less 
than 65 000 are considered to be licensed. Therefore, the majority of outlets selling liquor in South 
Africa are unlicensed shebeens. The attempt by the Gauteng Provincial Government to address the 
increase of illegal shebeens by introducing the shebeen permit regulatory framework was to stop this 
incease. This intention to formalise the operations of illegal shebeens did not only present an 
opportunity for the traders to be compliant with the law but also offered economic benefits. These 
legalised entities have the opportunity to deliver a significant economic contribution to the economy of 
the province. However, the challenge with this opportunity for shebeen owners is the impact it has on 
the legally trading outlets in the area. Primarily, the reason that the Gauteng Provincial Government 
still has not found a solution for these permit holders is because it has not considered the impact that 
this decision would have on the already legally trading outlets.  
 
The factors that have plugged the industry then, continue to be a challenge - for example, compliance 
to no outlet within a 500-meter radius of the already licensed outlet when filling a new license 
application. The regulator needs to harmonise the relationship between these two entities to make 
formalisation of shebeen permit holders a reality. The factors affecting the process must be addressed 
by the various stakeholders, hence the suggested recommendations and solutions. 
 
Furthermore, the possible risk of formal corporate suppliers like Heineken losing 10 000 outlets               
from their customer master database can be evaded. It does not seem possible that these shebeen 
permits will be terminated. The adverse finding in this matter would have had catastrophic 
repercussions for the industry, given the infrastructure and assets deployed at these outlets. For 
example, the sample of outlets used for this study currently have 153 fridges, received from the 
suppliers at a cost of R12 000 a fridge. That was a risk of R1,836,000 if one ignores the depreciation 
value of these assets.  
 
The context of the research findings can be used by the regulator to present arguments against 
material differences between these two research subjects. In addition, liquor manufacturers can use 
the recommendations to improve trade execution within fragmented trade. The future implication of 
the co-existence of the two subjects was also tested and clear findings presented. Throughout this 
study, the common message was consistently emphasized and the contribution made by the 
fragmented trade to the industry and the economy acknowledged. Taverns and shebeens play a 
critical role in the economy and they need to be supported with a process of formalisation as part of 
the National Department of Small Businesses. The Department needs to play a central role in 
facilitating the conversion of these permits into liquor licenses. 
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ABSTRACT 
 

In the extensive literature study, research was done on market orientation per sé, but found that 
research is dominated by studies in developed countries and Eastern Europe where the transition 
from central command to a market environment necessitated investigation. Few studies have been 
done on middle-income countries or developing economies and even less on South Africa since the 
1994-transition to the new democratic dispensation. This research focuses on affirming a framework 
that tests variables for improved market orientation within the context of an economy that is barely 
growing (excluding COVID-19), with one persent in recent years with generally underperforming 
institutions. The focus is multi-sector with businesses, interest groups, and non-governmental 
organizations – including the public sector. Primary data was collected from 157 organizational 
representatives (management level) through a framework of performance dimensions. These data 
were analyzed and empirically tested using factor analysis, Cronbach alpha, and effect sizes. Finally, 
eight dimensions and three groupings were identified in the proposed framework. The study mainly 
found that the respondents were generally blasé on the performance dimensions. The effect sizes 
between the selected variables are not statistically significant. However, the study found that the 
designation of a chosen "champion" or leader in an organization does make a difference in a 
performance-driven environment. Of importance to South Africa and its underperformance in service 
delivery, is the inference the most significant impact can be made in this sector if performance 
interventions occur. Several recommendations for future research were also highlighted. The 
conclusion is that the country has no choice but to excel in its current context - it is not an alternative, 
but a strategic necessity to put a performance "renaissance" first. 
 
Keywords: Market orientation; performance; strategy; strategic orientation; public; private sector. 
 

25.1 INTRODUCTION 
 

The paper is focused on the determination of new knowledge in the South African context pertaining 
to strategic management and market orientation and their relationship with performance measures. 
The first detailed studies regarding market orientation ("MO") were published by Kohli and Jaworski 
(1990) and Narver and Slater (1990). 
 

25.2 OBJECTIVE 
 

The objective is to analyse perceived new knowledge pertaining to the strategic management of new 
knowledge on market orientation ("MO") in the South African context. In essence, the relationship 
between MO and performance measures are investigated. The study is an essential contribution to 
the limited body of knowledge within the South African context. 
 

25.3 LITERATURE REVIEW 
 

Pioneering work by Deshpande & Farley (1998), Jaworski & Kohli (1993) and Narver & Slater (1990) 
indicated that MO is positively related to organisation performance measures. MO is regarded as a 
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significant driver of organisational performance - the other being a differential advantage (Cano, 
2004:182). The contemporary organisation environment is characterized by changing organisational 
models, changing client preferences, technological progress, and innovating ecosystems, making it 
important for organisations to upgrade their competitive intelligence continuously. 
 
MO presupposes a focus on environmental scanning, – external and internal elements, and compel 
management to formulate strategies that will be congruent with the environment analysis. MO 
encourages organisations defensiveness (internally efficiency maximization and cost reduction). This 
points to the cost and differentiation of leadership strategies. It also encourages futurity in 
organizations' strategic behaviour (need to take into account how quickly environmental conditions 
change). As such, taking certain levels of risk in the desire to satisfy potential needs, thereby 
accepting failures might occur – avoiding the "tyranny of the served market” (Viljande et al., 2007). 
 
In the literature review, most of the research activities originated in developed countries and few in 
developing countries - even less for a developmental state like South Africa post-1994. Mainstream 
research focuses on private sector institutions that optimise the maximization of shareholder value. 
However, this approach (framework) can also have a significant impact on the public service, as 
communities' satisfaction with their local governments' service delivery consistently dropped since 
2014 in all the provinces of South Africa. Tim du Plessis (2018:6) correctly summarised this by saying: 
“Let it be said bluntly: social and political stability is under severe pressure. Everyone knows the 
current crisis inventory. The economy is stagnant; people are losing jobs, public administration has 
come to a standstill in places, the state is drowning in debt, and investors are fleeing or at best, 
waiting and watching. Parts of the state bureaucracy show the early symptoms of a state on the verge 
of failure." 
 
Managers of not-for-profit organisations may take advantage of the orientation and use its dimensions 
as a source of sustainable competitive advantage to improve performance. In this regard, each 
employee-customer interaction allows the organisation to apply its MO-strategies; for example, nurses 
in public hospitals come into regular contact with their customers. While George Osborne’s “ march of 
the makers” in manufacturing has not become a reality, services have become the primary sector of 
the world's economy, accounting for 64% of the world's estimated GDP. In the UK, the service 
industry recorded 12 consecutive quarters of growth since 2014 and now accounts for almost 80 
percent of the economy (Cadman, 2016). Worstall (2016) remarked that it is the only vital sector of the 
American economy. The major sector of the economy in South Africa is finance, real estate, and 
organisation services, contributing around 22% to GDP. General government services follow it at 
17%, and then the sector of wholesale, retail and motor trade, catering, and accommodation at 15%. 
Manufacturing is fourth, at 14%. (StatsSA, 2017). 
 
Research by Cane et al. (2004:189) indicates that for the same level of MO, ceteris paribus, 
organisation performance is higher for service than manufacturing organisations (service providers by 
the nature of their organisation) South Africa is moving towards becoming a knowledge-based 
economy, with a greater focus on technology, e-commerce and financial and other services. This shift 
should also imply given that service organisations have more customer interactions than 
manufacturing firms; service organisations will leverage more on their MO strategies. The literature 
review of current research justifies that MO is currently a highly important issue for South Africa, 
which warrants the development of more empirical contributions inferred from a sample of national 
organisations. 
 

25.3.1 The MO-Construct 
 
MO has received increasing interest in overseas literature in the last decade – especially its role in 
enhancing performance. It started to generate research by Kohli and Jaworski (1990) and Narver & 
Slater (1990). The key to obtaining better results is the creation of superior value for customers and 
communities (Vilande, 2007). Market orientation is a method to contribute to the better managing of 
an organisation by focusing on external and internal environmental aspects that influence the 
organisational activities. In MO-driven organisations, strategies focus on how external wants, needs, 
and demands can be met (Cane et al., 2004:182). It is argued that when an employee's values fit with 
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organisational strategies, organisation performance is enhanced. Gupta et al. (2017) concluded 
research of contemporary MO literature that "while market orientation research has made 
considerable strides over the years, much work still needs to be done as voids remain that need to be 
addressed in future investigations.” 
 
The following approaches to MO share the notion that the consumer and communities are central in 
the manifestation of MO and stakeholders shape the needs and expectations of these critical 
stakeholders (Matsuno & Manther, 2000:5; Cano,2004:181): 
 
 MO is viewed in terms of culture and related to the organisation's fundamental characteristics 

(customer orientation, competitor orientation, and inter-functional orientation). Employee 
behaviour is thus fundamental in the operationalisation of MO. 

 Another view of MO is in the context of organisational behaviours such as generation and 
dissemination of information that is collected. Of particular importance is the responsiveness to 
information. 

 
Rightfully so, Viljande (2007) concludes that MO involves a set of abilities driving the organizational 
processes that grant it the character of organizational capacity. MO is a resource that fosters specific 
competitive dimensions, which will have higher or lower repercussions on the results according to the 
conditions of the environment in which the organisations operate. This intangible resource manifests 
itself on two levels – the organizational culture and the behavioural perspective. MO thus should 
become apparent in both the organisation’s culture and operations. Thus, MO is a valuable 
competitive organisational resource. 
 

25.3.2 Strategy  
 
Until the 1940s, the strategy was seen as primarily a matter for the military, and it concerns something 
"done out of sight of an enemy." - Sun Tzu's The Art of War from 500 BC. The first references to the 
strategic management occurred between the fifties and sixties years of the 20th century; the most 
influential pioneers were Chandler (1962) and Ansoff (1965). 
 
Over the years, the practice of strategy has evolved through many phases (each phase generally 
involved the perceived failure of the previous phase) (Bhatia, 2018). These phases started with basic 
financial planning – budgeting to realize the reality of competitive environments and the need to align 
with that. Bhatia (2018) installed the belief of a life-cycle for organisations, and they need to revitalize 
themselves continually to prevent decline. Thus started the dawn of complex systems strategy and a 
complex adaptive systems' approach (systems thinking). This manifested in new approaches to new 
thinking based on discontinuous changes. Thus, it is possible to say that neither unified theory nor 
practices of formation and process of strategic management exist in the contemporary management 
sciences landscape. 
 

Implementing a particular strategy is essentially a process of organizational adoption to the market 
environment in which a MO should play a fundamental role. Understanding the link between MO and 
strategy is essential to a comprehensive appreciation of MO's contribution to organisational 
effectiveness. The Miles and Snow strategy typology are planned patterns of adaptation with a 
particular set of organisation performance goals and a perceived external environment in mind. Thus, 
the instrumentality of an MO in improved performance levels should vary across different organisation 
performance dimensions. Performance objectives are implicit in each strategic dimension, and these 
are simultaneously present in any competitive strategy. Thus, the organization communicates and 
implements the direction and focus of the response – i.e. organisation strategy by setting performance 
goals, criteria, and actions. Whatever strategy an organization may choose, it may /not engage in 
intelligence-related activities (for example, in search of cost reduction – Defenders). 
 

An example is the beer industry, where the generic strategy is to be a cost leader. The purpose is to 
be able to bring the price down significantly by producing high volumes. It has required carefully 
planning - sometimes years before it is required.  
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Organisations should choose a strategic type to excel in the finished dimensions of performance. The 
conduct or response in this connection is then the organisations' MO as the conducting mechanism. 
Consequently, the consideration is that of MO (and its dimensions) as the promoter of competitive 
strategy. 
 

25.3.3 Competitive Advantage 
 
Thompson et al. (2017:8) relate to the strategy's quest for competitive advantage – being the result of 
a creative, distinctive strategy that sets an organisation apart from rivals. This is, according to the 
authors, the most reliable 'ticket" for earning above-average profits. MO provides a competitive 
advantage to the organization, which comes from meeting needs more effectively or more efficiently, 
at a lower cost (Kanovska & Tomaskova, 2012: 71). Research results globally indicate that MO may 
be regarded as a valuable competitive resource that fosters the achievement of a CA and whose 
effects are also clearly manifested in the strategic orientation adopted by an organization (Vilkande et 
al., 2007). 
 

25.3.4 Cross-functional Coordination 
 
Cross-functional coordination involves all organisational activities leading to an increase in 
performance. Productive cross-functional activities are a necessary principle of MO and one of the 
common recommendations in this regard (Kanovska & Tomaskova, 2012: 70. This is aligned with the 
resource-based view of organisation theory (RBV) that MO can be considered an organizational 
resource, which along with other available resources in the organization, constitute the basis 
organisations have to design their strategy: “MO would guide strategy selection” - (Viljande et al., 
2007). Organisations need to determine how they treat this relationship mainly centered on strategy 
design at organisation level.  
 

25.3.5 Strategic Orientation 
 

The effects of MO are manifested in the form of strategic orientation that is adopted. Strategy 
implementation requires control/ monitoring/ adapting of its effectiveness in the market, Matsuno & 
Mentzer (2000:2) argues that the chosen strategy (type) pursued by an organisation determine the 
kinds of performance dimensions it strives for, relative to the competition with other strategic 
orientations. Ferrier (2016) alludes that being able to 'see the bigger picture' and thinking beyond the 
here-and-now is a critical leadership skill. The daily demand-pull makes it hard to shift an immediate 
focus and to create time for reflection or to connect with different perspectives Ferrier and Triangle 
Associates (2015) also warns that the danger of not having a strategic orientation ("SO") is that it 
stops organisations from being alert to changes and emerging threats ahead of time, and from 
missing out on opportunities because it is seen too late. SO is therefore viewed as a planned pattern 
of organisational adaptation to the perceived environment (market) and as such very relevant to the 
MO of the organization. Matsuno & Menttzer (2000;2) emphasized the critical role of the "classic 
structure-conduct-performance" paradigm, which acknowledges that the internal and external 
environments constrain the organisation's conduct and that its performance is a result of the response 
to such environments. In essence, it is a perceived environment that is a determinant of the response 
of the organisation. This is captured by the strategy that incorporates, articulates, and reflects on 
managements’ perceived environment.  
 

Strategic orientation is an essential factor influencing the implementation of strategic planning 
(Hassan & Minden, 2010). The Miles & Snow typology of the four basic strategic orientation types is a 
useful framework in distinguishing different SOs for organisations (Pleshco & Nickerson, 2008; 
Hassan, & Minden. 2010; Shin, 2016; 12Manage, 2018). The characteristics of organisations with 
differing SOs are: 
 

 Defenders (usually the most) – have narrow product-market domains and devote attention 
mainly to improving existing operations (low cost and financial efficiency). With the primary 
focus on efficiency (like ROI), its fundamental performance appraisal method involves 
comparing its efficiency with other organizations. 
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 Prospectors – almost continually looking for market opportunities and regularly experiment with 
potential responses to emerging environmental trends. They show strong concern for product 
and market innovation, and these organisations usually are not entirely efficient. 

 Analyzers are organizations (usually the fewest) that operate in two types of product-market 
domains: the one is stable (formalised structures) and the other changes rapidly by adopting 
new, promising competitors' ideas. Analyzers are higher overall performers than either of the 
Prospector, Defender, or Reactor organisations. 

 Reactors are organizations where top managers frequently perceive change and uncertainty 
occurring in their organisations but are unable to respond effectively. They are usually forced by 
environmental pressures to adjust eventually. Thus, they lack strategic consistency. 

 
Organisations may increase performance by altering their strategic profile to be more aggressive, 
more focused, or be more thoughtful before implementing significant decisions. Organisation strategy 
has been discussed from many differing perspectives, but strategies are suggested to be distinct in 
their actions. The Miles & Snow typology is a common and useful conceptualization in the strategic 
planning phase that focuses on an organisation's strategic environmental adaptation or 
aggressiveness towards the market. It also emphasizes differences in various internal factors, 
including innovation, management characteristics, organizational performance, and organizational 
design. Different organisations view their environments in different ways, causing then to adopt 
different strategic orientations. Miles and Snow argued that the success of an organisation is 
ultimately not a particular strategic orientation, but merely establishing and maintaining a systematic 
strategy that takes into account an organisation's environment, structure, and technology. 
 

25.4 RESEARCH METHODOLOGY 
 

The study is a cross-sectional research design with description, data comparison, and analysis, as the 
methods used in this paper. The database was analysed so that frequency statistics can be drawn to 
describe the study population's dimensions with standard statistical methods. Cronbach alpha (α) 
reliability coefficients were calculated for each of the MO constructs to determine internal consistency. 
Explorative factor analyses were done to determine the validity of sub-constructs and a measure of 
sample adequacy (MSA) to infer an indication of the inter-correlations among dimensions that were 
executed. 
 

25.4.1 Data Collection 
 

A convenience non-random sample was used to collect data encompassing organisations from a 
diverse range of Standard Industrial Classification codes .N = 157 usable responses were collected. 
 

25.4.2 Measurement 
 

MO was measured using a Likert scale, and organisation performance was primarily subjectively 
assessed. – a questionnaire was drafted after extensive literature scanning. The measuring 
instrument provides an operationalization context of MO. It emphasizes the organisations' activities in 
dealing with information about customer needs and the environment (market) that affects 
organisations. 
 

Data was collected using a structured questionnaire, which was measured with a Likert scale where 
respondents were asked to what extent they disagreed (0) to fully agreed (10) with a description to 
rate their organisation. The broader MO scale encompasses a structured questionnaire consisting of 4 
sections and 46 MO related items. The database was statistically analysed in collaboration with the 
NWU Statistical Consultancy Service. 
 

25.5 RESEARCH RESULTS 
 

25.5.1 Section 1 
 

Broad organisational profile – characteristics: sector (profit vs non-for-profit organisations), industrial 
classification, size and type. The respondents were managers representing various organizations.  
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 Size: large corporates represented about 60% of the final sample, but if the category of staff size 
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Final sample profile (Source: Own compilation) 

The majority of the respondents are employed in the private sector, with 24% of the public sector 
representatives from national (35.71%), provincial (14.29%) and local government (50%) institutions.

In the next graph, the sample is categorized as per Standard Industrial Classification (StatsSA, 

Final sample profile, i.r.o Standard Industrial Classification (Source: Own 
compilation) 
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Dimensions 

From the literature and pilot, eight sub-constructs with 33 items in total was finalized, and frequencies 
(also cumulative) were calculated for all the items of the various MO-dimensions. 
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 Item 1: Inter-functional coordination (4 items): Direct customer contact 
 

 
 

Fig. 25.3. Direct customer contact (Item 1) (Source: Own compilation) 
 
The MO dimension cross-functional coordination connected with direct customer contact showed that 
60.9% of the respondents perceived this as necessary (score > 8/10). 
 
 Item 2: The following graph captures market information diffused to all– 
 

 
 

Fig. 25.4. Market information systematically diffused (Item 2) (Source: Own compilation) 
 

The response on sharing customer data between functionalities indicated that only 24.68% perceive 
this as necessary. 
 

 Item 3: marketing future customer needs are presented in the following graph- 
 

 
 

Fig. 25.5. Marketing spend time with other functionalities (Source: Own compilation) 
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From the figure above, it can be inferred that only 32.05% of the respondents think that market 
intelligence is shared with the other departments of the particular organisation. 
 
 Item 4: The following graph captures market trends & developments- 

 

 
 

Fig. 25.6. Market trends discussed (Source: Own compilation) 
 

Regarding market trend intelligence, only 37.34% of the final sample perceived this to be happening 
at their respective organisations. In the next figure, the cross-functional customer orientation 
aggregate sample illustrates that, on average, across all four items, only 38.74% perceived this to be 
necessary for the specific organisations. 
 

 The four items are presented as inter-functional coordination items in the next graph- 
 

 
 

Fig. 25.7. Inter-functional coordination Items 1-4 and 2-period moving average trend lines 
across all four items (Source: Own compilation) 
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The same statistical procedure was conducted with the other seven MO dimensions - Competitor 
orientation (4 items); distributor orientation (4 items); response to customer orientation (6 items); pro-
active customer orientation (5 items); external influencer (prescriber orientation) (4 items); other civil 
societal stakeholders (consumerists; ecologists, NGO, etc.) (4 items) and organisation philosophy (2 
items). In the next table the mean values and the standard deviation of each MO-dimension as a 
measure of variablility are reported.  
 

25.5.3 The Means of Constructs 
 

For each performance dimension of the aggregate MO-framework, a mean score was calculated and 
compared for each variable type by one-way analysis of variance. The mean scores represent the 
overall performance score of the target population of organisations in South Africa. Thus, the table 
indicates how well the study population performs on all dimensions based on the mean score. 
 

Table 25.1. The Means of Constructs 
 

Variable N Mean Std Dev (s ) Minimum Maximum 
C_A inter-f 156 6.2900641 2.0998906 1.0000000 10.0000000 
C_B compO 156 5.9957265 2.4845904 0 10.0000000 
C_C distributorO 124 6.2412634 2.1875897 0 10.0000000 
C_D customerO 155 6.5243011 2.0929908 0.8000000 10.0000000 
C_E pro-A CO 155 6.4819355 2.2099089 0 10.0000000 
C_F ext-I 154 5.6856061 2.1491145 0 10.0000000 
C_G stakeH 154 6.9069264 1.9706900 0 10.0000000 
C_H bussPhil 156 6.5384615 2.2934257 0 10.0000000 
Perf_Market 157 3.5849257 0.8504373 1.2500000 5.0000000 
Perf_Profit 157 3.6429936 0.8009301 1.2000000 5.0000000 
Functional_Acts 155 3.4483871 0.6570101 1.6666667 5.0000000 

 

From the final sample (n=156), civil society stakeholders averaged 6.91 (s = 1.97) and corporate 
philosophy averaged 6.54 (s = 2.29) as the best performers. The worst performer is an external 
influencer (prescriber orientation) with an average of 5.69 (s = 2.15) and the competitor orientation-
dimension with an average of 5.99 (s = 2.48). From the three composite indices – market, profit- and 
functional activities, functional activities within the organisation scores the worst with an average of 
3.44 (s = 0.65) on a five-point Likert scale.  
 

These dimensions of the MO framework are illustrated in the following graph. 
 

 
 

Fig. 25.8. The MO-Framework dimensions (Source: Own compilation) 
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A clustered volume chart is used in this research to compare values across a few categories because 
the order of categories is not essential. From the calculated mean values of all factors in the graph, as 
per Lotriet et al., (2017: 16-17) general rule meaning values of more than 3.5 (on a 5-point scale) and 
more than 7 for a 10-point scale, can be regarded as perceived factors that perform relatively well in 
connection with MO behaviour. Converting that into guidelines for interpreting mean value 
percentages, it follows that scores below 70% are viewed as unacceptable; between 70%-80% are 
performing good and, >85% are perceived to be essential performance enhancers. According to this 
approach, none of the constructs perform in general with a stakeholder approach doing the best and 
the lowest mean score for the prescriber orientation variable. 
 

25.5.3.1 The means of constructs by SIC 
 

For each performance dimension of the aggregate MO-framework, a mean score was calculated and 
compared for each variable type by one-way analysis of variance. The mean scores represent the 
overall performance score of the target population of organisations in South Africa. 

 

Table 25.2. The Means of Constructs by SIC 
 

 Sector N Highest 
Mean 

s MO- 
construct 

Lowest 
Mean 

s MO-
construct 

1 Agriculture 11 7.39 1.91 Stakeholder 4.95 2.49 E/influencer 
2 Mining 14 7.61 1.84 Stakeholder 5.73 2.91 Competitor 
3 Manufacturing 21 7.03 1.71 Stakeholder 5.21 2.35 E/influencer 
4 Electricity/energy 9 7.72 1.86 Stakeholder 4.27 2.81 Competitor 
5 Professional 8 8.16 1.31 Stakeholder 6.09 3.26 Competitor 
6 Water supply 1 8.75 - Stakeholder 2.00 - Competitor 
7 Construction 6 6.91 1.97 Stakeholder 4.87 1.99 E/influencer 
8 Wholesale/retail 13 7.46 1.8 Corp-philo 6.64 2.24 E/influencer 
9 Transportation 1 6.00 - Stakeholder 2.00 - Competitor 
10 Accommodation 2 7.75 1.41 Stakeholder 5.75 1.77 Corp-phil 
11 Information 5 7.00 2.55 Proact/co 5.60 2.64 Distrib/O 
12 Financial/insurance 9 6.19 1.88 Crossfunct 4.65 1.43 Competitor 
13 Real estate 0 - - - - - - 
14 Admin 4 9.00 1.41 Distribut/O 5.87 2.91 Competitor 
15 Public 

admin/security 
2 8.12 2.65 Stakeholder 4.00 2.12 Crossfunct 

16 Education 20 6.45 1.99 Customer/O 5.17 2.25 E/influence 
17 Health 6 7.91 0.96 Competitor 6.25 1.47 E/influence 
18 Artistic 0 - - - - - - 
19 Other services 2 7.37 0.53 Stakeholder 4.00 4.24 E/influencer 

 

From the drafted table above and the graph derived from the data set, it is noticeable that the SIC-
categories' participants perceive the stakeholder-approach as a predominant force in MO-dimensions. 
This can be attributed to the broad focus of a social contract between government, organised labour, 
and business in South Africa. The concern is whether this happens without concern for performance-
enhancing activities. An example is that ESKOM, as an SOE, pays above-average market salaries 
and wage demands while utilizing capital bailouts regularly for its indebtedness. This year it realized 
losses of more than R2.3 billion (Groenewald, 2018:1). The lowest scorer regarding the MO-
dimensions is the relative lack of regard towards external influencer (benchmarks), sufficient 
competitor analysis, and cross-functional collaboration between units of the same organisation. The 
lack of a rank order of note for customer orientation in the table concerns for organisational 
performance. 
 

25.5.4 Section 3: MO-Dimension:-Environmental Analysis  
 

Four items were researched in connection with distributors' market power, the aggressiveness of the 
competitive environment, the turbulence of the technological environment, and the turbulence of the 
ecological environment. Scant evidence exists in the literature regarding if the market environment 
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(volatility, rivalry, and technological disruption) plays a moderating influence on the MO-organisation 
performance relationship (Kanvovska & Tomaskova, 2012: 70). The purpose was to look at the 
possible moderating role of the environment’s conditions (competitive context) over the last two years 
for the organisation.  
 

 
 

Fig. 25.9. Distributor market power (Source: Own compilation) 
 

Regarding the market power of distributors' (for those who deal with this), the overwhelming majority 
(91.72%) responded that they perceived it to be going more reliable over the last two years. 
 

25.5.4.1 Aggressiveness of the competitive environment 
 

This dimension concluded that 29.68% of the respondents perceived their market competition as 
moderate, with 61.29% who experienced competition as aggressive and very aggressive, implying 
that the majority was exposed to intensified competitive markets. 
 

 
 

Fig. 25.10. Aggressiveness of the competitive environment (Source: Own compilation) 
 

 
 

Fig. 25.11. Turbulence of technological environment (Source: Own compilation) 
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87.66% of the organisational representatives felt that the turbulence of technology changed, with 
59.1% of them perceiving that to be fast-changing, which indicates the strong possibility of disruptive 
impact. 
 
 Open innovation-item: Currently, the debate in the turbulence of the changing technology 

environment is whether innovation is better suited within or outside an organisation. R & D has been 
considered a major strategic asset for organisations and a significant barrier to other firms' entry. It 
is argued that the closed model of innovation did not produce the expected CA (Thompson et al., 
2017:221). Open innovation – like "ideagoras," and "crowdsourcing" has been suggested as new 
channels to generate product ideas and tap into higher intellectual capacities. From the frequency 
procedure, it is clear that most (53%) organisations do not embrace "open innovation" – see figure. 
This is in stark contrast with the majority of responses, indicating that technology is a big issue in 
the marketplace. 

 

 
 

Fig. 25.12. Open innovation? (Item 33) (Source: Own compilation) 
 
The next item asked about the turbulence experienced in the ecological ecosystem. 
 

 
 

Fig. 25.13. Turbulence of ecological environment (Source: Own compilation) 
 
38.41% of the sample said that the ecological environment was particularly fast-changing over the last 
two years. If 45.03% of the respondents that perceived the ecology to be changing moderately are 
combined with 38.41%, then it can be inferred that a significant majority (83%) felt that the ecology is 
a significant driver of future performances. 
 
The responses to the item about current performance levels of the organisations' designated strategy 
are illustrated in the following graph- 
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Fig. 25.14. Present performance of designated strategy “champions”? (Source: Own 
compilation) 

 
48.3% of the respondents indicated that their organisation had the same to worsened performances of 
their designated strategic unit compared to that of direct competitors, partly indicating that the MO 
performance measures also indicate unsatisfying performances by the participating organisations. 
 
 Market performance: If all the items here are clustered together, then Fig. 25.14 illustrates that 

only 22.41% of the respondents perceive that designated strategy, sales, market share, and profits 
are looking much better relative to that of rivals. 

 

 
 

Fig. 25.15. Aggregate market performance (Source: Own compilation) 
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loads highly onto one and only one factor (UCLA, 2020). The determination of the number of factors 
to extract was guided by theory, but also informed by running the analysis extracting different 
numbers of factors (dimensions). Eventually, the eight factors were retained, and the data analysis 
and the factoring procedure retained three other factors by the MINEIGEN criterion - associated with 
the last 12 items (N34-N45). 
 
The data analysis aims to explore the data set as collected and assess the suitability of data for 
analysis (strength of inter-correlations among items) to reduce the R-matrix down to a smaller set of 
dimensions (Field, 2013:668). The correlation coefficients was calculated for each pair of variables: 
the correlation matrix was analyzed for evidence of correlation coefficients that is > .3 (most were 
above this level and retained for factor analysis). 
 
KMO measure of sampling adequacy also assesses the factorability of data set (index ranges from 
0-1, with .6 suggested as min. value for proper factor analysis).  
 

Table 25.3. Kaiser-Meyer-Olkin Measure of Sampling Adequacy of variables 
 
Variable N Mean SD Overall MSA 
C_A inter-f  156 6.2900641  2.0998906  0.74249489 
C_B compO  156  5.9957265  2.4845904 0.82668013 
C_C distributorO  124 6.2412634  2.1875897  0.82250138 
C_D customerO  155 6.4819355  2.0929908  0.86849046 
C_E pro-A CO  155 6.4819355  2.2099089  0.89568542 
C_F ext-I  154 5.6856061  2.1491145  0.78463723 
C_G stakeH  154 6.9069264  1.9706900  0.79456349 
C_H bussPhil  156 6.5384615 2.2934257  --- 
Perf_Market  157 3.5849257 0.8504373 0.84372830 
Perf_Profit  157 3.6429936 0.8009301 0.84372830 
Functional_Acts  155 3.4483871  0.6570101  

 
From the table above, all KMO-values are >.6 – therefore, factor analysis is appropriate. Next, to 
determine how many factors (components) to extract, Kaiser's criterion is used according to which 
only eigenvalues above one will be retained. 
 
Factor extraction using Kaiser's criterion- eigenvalue rule that all factors with eigenvalues >1 are 
retained that explain most of the variance in data set. 
 

Table 25.4. Total Variance explained by eigenvalues of the Correlation Matrix 
 
  Eigenvalue Difference Proportion Cumulative 
 1 2.51366734 1.84969633 0.6284 0.6284 
 2 0.66397101 0.17576225 0.1660 0.7944 
 3 0.48820876 0.15405587 0.1221 0.9165 
 4 0.33415289  0.0835 1.0000 

 

From the table above, one factor will be retained by the Mineigen criterion – this component alone 
explains a total of 63% of the variance. Factors have been rotated (Oblimin) to improve interpretation 
(given that rotation is not possible with 1 factor). (composite datasets named as such – MO-
dimensions 9, 10 and 11). 
 

From the above statistical procedure about factor extraction, eight sub-constructs were retained in 
items 1-33. Items 34-45 (12 items) revealed through Principal Component Analysis (PCA) the 
presence of 3 components (see table) with eigenvalues >1 explaining 43%, 12%, and 9% of the 
variance (64%) respectively. The data analysis revealed a clear break after the three components. It 
was decided to retain three components for further investigation - the proposed possible 
interpretations for variables. N34-N45 is retained as market performance, profit performance, and 
functional activities. 
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Table 25.5. Eigenvalues of the Correlation Matrix 
 
 Eigenvalue Difference Proportion Cumulative 
 1 5.11707893 3.72627938 0.4264 0.4264 
 2 1.39079955 0.34623612 0.1159 0.5423 
 3 1.04456344 0.16655393 0.0870 0.6294 
 4 0.87800951 0.09170297 0.0732 0.7025 
 5 0.78630653 0.07738539 0.0655 0.7681 
 6 0.70892114 0.08469341 0.0591 0.8271 
 7 0.62422773 0.23096524 0.0520 0.8792 
 8 0.39326249 0.01588454 0.0328 0.9119 
 9 0.37737795 0.05337704 0.0314 0.9434 
 10 0.32400091 0.11722618 0.0270 0.9704 
 11 0.20677473 0.05809765 0.0172 0.9876 
 12 0.14867708  0.0124 1.0000 

 
A rotated factor pattern was drafted and from the table above the three-component solution explained 
a total of 63% of the variance. To aid in the interpretation of these 3 components, oblimin rotation was 
performed. The rotated solution revealed the presence of simple structure with all three components 
showing a number of strong loadings and all variable loading substantially on only one component. 
The interpretation of the three components load consistent on the MO dimensions of “Performance of 
Markets” (items 38-41), with items 36 and 42-45 loading strongly on the second component (factor) 
which are labelled “Profit Performance”. The last component (items 34, 35-37) were labelled 
“Functional Activities”. 
 

Table 25.6. Communalities 
  

Final Communality Estimates: Total = 7.552442 
N34 N35 N36 N37 N38 N39 
 0.62780587 0.47641996 0.56026630 0.50332322 0.47046837 0. 84277683 
 N40 N41 N42 N43 N44 N45 
 0.79794719 0.82765992 0.68920236 0.57733627 0.71982977 0.45940586 

 
The table above explains the variance in each item. No significant low values ( < .3) indicate that the 
item fits well with the other items in its component. Considering MSA values, percentage variances 
explained, and values of communalities, construct validity was assured using factor analyses 
conducted on all the subtests of the measuring instrument. This analysis supports the use of the items 
in the dimensions of this MO-framework. 
 

25.6.2 Reliability 
 
The reliability of the data was statistically determined by employing Cronbach's alpha (Pallant, 
2013:104). The Cronbach alpha level (or reliability) of >.6 is generally considered acceptable 
reliability. The validity of the data measures for the 11 constructs are: 

 
Table 25.7. Reliability of the data 

 
Category Cronbach’s Alpha No of items 
1. Inter-functional coordination C_A (N1-4) 0.800876 4 
2. Competitor orientation (N5-8) 0.907157 4 
3. Distributor orientation (N9-12)  0.899875 4 
4. Response to customer orientation (N13-18) 0.911610 6 
5. Pro-active customer orientation (N19-23) 0.938701 5 
6. External influencer (prescriber orientation) N24-27 0.887810 4 
7. Other civil societal stakeholders (consumerists; 
ecologists, NGO, etc.) (N28-31)  

0.914325 4 
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Category Cronbach’s Alpha No of items 
8. Corporate organisation philosophy (N32-33) 0.829417 2 
9.Market performance (N34, N35 N37) ̴ 0.5 3 
10.Performance profit (N38-N41) 0.870499 4 
11.Functional activities (N36, N42-N45) 0.802201 5 

 
The survey data is statistically reliable, excluding construct 9 (.49); however, when the item is 
identified and deleted that is not measuring what the rest are (Pallant, 2013:104), the alpha value 
improves to̴ .5. The purification of the items was done through multiple iterations of factor analysis, 
reliability evaluation, and item substantive evaluation with the result of the 46 items that were retained. 
The eleven component MO-scale's items were all significant at the α - .05 level. The correlation matrix 
(MO scale components) supports the convergent validity of the drafted 42-item MO scale. 
 

25.6.3 Effect Sizes 
 
As a result of the fact that no random sampling was done, the interpretation of comparisons between 
group means was made according to Cohen's effect sizes, d (Cohen, 1988). Effect sizes indicate 
practical significance – the extent to which a difference is large enough to affect practice (Steyn, 
2009). The following guidelines were used for d-values regarding differences between means: small 
effect: d = |0.2|; medium effect (noticeable with the naked eye): d = |0.5|; large effect (practically 
significant): d ≥ |0.8| (Sullivan & Feinn, 2012; Pallant, 2013:251). 
 

Table 25.8. Effect sizes on the MO-dimensions for differences between organisational size 
 
Sub 
construct 

Size Pop 
N 

Mean 
M 

Std 
(s) 

t- value d-value P-value 

C_A inter-f 1 
2 

54 
102 

6.42 
6.22 

2.07 
2.12 

0.54 
0.54 

0.09 0.5873 
 

C_B compO 1 
2 

54 
102 

6.11 
5.94 

2.40 
2.54 

0.42 
0.42 

0.07 0.6736 

C_C 
distributorO 

1 
2 

39 
85 

6.08 
6.31 

2.65 
1.95 

0.54 
0.49 

0.09 0.6287 

C_D customerO 1 
2 

53 
102 

6.62 
6.48 

1.87 
2.21 

0.39 
0.41 

0.06 0.6833 

C_E pro-A CO 1 
2 

54 
102 

6.92 
6.25 

1.81 
2.37 

1.79 
1.95 

0.28 *0.0531 

C_F ext-I 1 
2 

54 
102 

5.57 
5.75 

2.16 
2.15 

0.48 
0.48 

0.08 0.6329 

C_G stakeH 1 
2 

52 
102 

6.74 
6.99 

1.86 
2.03 

0.74 
0.76 

0.12 0.4497 

C_H bussPhil 1 
2 

54 
102 

6.69 
6.46 

2.14 
2.38 

0.58 
0.60 

0.09 0.5497 

Perf_Market 1 
2 

54 
102 

3.45 
3.65 

0.83 
0.86 

1.40 
1.42 

0.23 0.1594 

Perf_Profit 1 
2 

54 
102 

3.71 
3.61 

0.76 
0.83 

0.73 
0.75 

0.12 0.4552 

Functional_Acts 1 
2 

54 
102 

3.40 
3.47 

0.76 
0.60 

0.61 
0.57 

0.09 0.5721 

*Note- 1 = small-medium (35%) ; 2 = large (65%), std = standard deviation. By convention, if p< (i.e., below 5%), 
the difference is taken to be large enough to be significant 

 
An independent t-test procedure was conducted to compare the size (small-medium to large) of the 
organisations connected with the MO-dimensions. Among the respondents (N=156) regarding MO's 
sub-constructs, there was no statistically significant difference between the two size categories. The 
only statistical significant (p < .05) dimension was found to be pro-active customer orientation with a 
medium effect size: (1) (M=6.62; s = 1.81); (2) (M=6.48; s=2.37). 
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Table 25.9. Effect sizes on the MO-dimensions for differences between organisational size and 
economic sector (SIC) 

 
Sub-construct Size Pop(N) Mean(M) Std (s) t- value d-value P-value  
C_A inter-f  1 

2 
50 
106 

6.50 
6.19 

2.21  
2.05  

0.84 0.14 0.4034 
 

C_B compO  1 
2 

49 
107 

5.95 
6.02 

2.69 
2.40 

0.14 0.02 0.88 

C_C distributorO  1 
2 

39 
85 

6.60 
6.08 

2.19 
2.18 

1.22 0.24 0.22 

C_D customerO  1 
2 

48 
107 

6.56 
6.51 

2.04 
2.13 

0.15 0.03 0.88 

C_E pro-A CO  1 
2 

48 
107 

6.50 
6.47 

2.29 
2.18 

0.07 0.01 0.947 

C_F ext-I 1 
2 

48 
106 

6.18 
5.46 

2.02 
2.18 

2.01 0.33 *0.047 
 

C_G stakeH  1 
2 

49 
105 

7.04 
6.85 

2.20 
1.86 

0.52 0.09 0.604 

C_H bussPhil  1 
2 

49 
107 

6.61 
6.51 

2.31 
2.29 

0.27 0.05 0.787 

Perf_Market  1 
2 

50 
107 

3.31 
3.71 

0.91 
0.80 

2.72 0.45 **0.0080 

Perf_Profit  1 
2 

50 
107 

3.57 
3.68 

0.80 
0.80 

0.75 0.13 0.4554 

Functional_Acts  1 
2 

48 
107 

3.33 
3.50 

0.70 
0.63 

1.41 0.24 0.161 

 
Regarding the sub-constructs of MO and the connection with SIC no strong statistically significant 
effect sizes between the two size categories were found. The statistical significant (p< .05) 
dimensions that are: External influencers – a small-medium effect size between (1) (M=6.18; s = 
2.02); (2) (M=5.46; s=2.18), Market performance – a medium effect size between (1) (M=3.31 on a 5-
point scale, s = 0.91); (2) (M=3.71; s=0.80).  
 

Table 25.10. Effect sizes on MO-dimensions for differences between a designated jockey (1) or 
not (2) 

 

Sub-construct Size Population 
N 

Mean 
M 

Std 
s 

P-value t- value d-value 

C_A inter-f  1 
2 

85 
69 

6.75 
5.72 

2.07  
2.00  

*0.002 
 

3.10 0.49 

C_B compO  1 
2 

84 
70 

6.68 
5.17 

2.37 
2.33 

**0.000 3.96 0.64 

C_C distributorO  1 
2 

68 
54 

6.88 
5.39 

1.95 
2.17 

**0.00 3.95 0.69 

C_D customerO  1 
2 

84 
69 

7.09 
5.87 

1.95 
2.07 

**0.000 3.73 0.59 

C_E pro-A CO  1 
2 

84 
69 

7.10 
5.47 

2.00 
2.24 

**0.000 0.90 0.60 

C_F ext-I 1 
2 

83 
69 

6.38 
4.84 

1.98 
2.07 

**0.000  
 

4.66 0.75 

C_G stakeH  1 
2 

84 
69 

7.53 
6.16 

1.82 
1.89 

**.0001 4.51 0.72 

C_H bussPhil  1 
2 

85 
69 

7.17 
5.74 

2.06 
2.36 

**0.000 3.96 0.61 

Perf_Market  1 
2 

85 
70 

3.72 
3.46 

0.85 
0.81 

*0.051 
 

1.96 0.31 
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Sub-construct Size Population 
N 

Mean 
M 

Std 
s 

P-value t- value d-value 

Perf_Profit  1 
2 

85 
70 

3.82 
3.44 

0.71 
0.86 

**0.003 3.01 0.45 

Functional_Acts  1 
2 

83 
70 

3.52 
3.38 

0.60 
0.71 

0.171 1.38 0.21 

 

Independent-samples t-test were conducted to compare MO-dimensions for the sample population 
according to whether the organisation has a designated champion (group 1) or not (group 2). 
Statistical significant differences in the scores between (1) and (2) means was found for: a medium 
effect size for C_A inter-f (1)(M = 6.75;s = 2.07); (2) (M=5.72; s = 2.00) with p=.00. Medium effects 
were also found for C_B compO (d=-0.64; p=.00); C_C distributor (d=-0.69; p=.00); C_D customer 
(d=-0.59; p=.00); C_E pro-A CO (d=-0.60; p=.00); C_F ext-I (d=-0.75; p= .00); C_G stakeH (d=-0.72; 
p=<.00); C_H bussPhil (d=-0.61; p=.00); Perf_Market (d=-0.31; p=.0051) and Perf_Profit (d=-0.45; p= 
0.00).  
 

25.7 CONCLUSION AND RECOMMENDATIONS 
 

The relevance for executives is that a MO of some type is critical for higher performance levels. The 
identified dimensions of MO are measures used to identify a degree of MO by the organisation that 
would be beneficial to practitioners. Respondents were asked to evaluate the strategies of their 
organisations, and a significant issue that came to the fore is the communication and alignment of the 
strategic typology within the South African market context. 
 

The cross-sectional survey research design that relies on a single informant per organization has its 
limitations. Further research should examine all dimensions of MO. This topic should be more 
researched, especially the notion that MO is a significant predictor of performance and the 
assumption that it contributes to long-term success. Research to investigate MOs implications for non-
economic aspects of organisation performance, which are multi-faceted by nature such as social 
acceptance, corporate image, staff satisfaction, etc. Going forward, the awareness of cultural 
differences will be crucial for managers to have a better grasp of market behaviour.  
 

Judging from the scant new knowledge regarding this performance framework and its dimensions, 
more research momentum should be realized, emphasizing the dire needs for the applicability to 
SOEs, NGOs, and the different tiers of the public sector. Research questions that need to be 
addressed – do sectoral organisations differ in their average level of MO?, do organisations' operating 
in different markets differ in their average level of MO (in a cultural and behavioural perspective), are 
organisations' current competitive strategy conditioned by the level of MO they possess and if the 
relationship between MO and economic performance being moderated by the type of strategy 
employed?. Further research is needed to determine whether a trade-off occurs between choosing a 
strategy and implementing a MO and a strategic orientation typology. Organisations need to be aware 
what the impact of a certain level of MO be on their economic performance metrics such as market 
share, sales growth, ROI, and percentage of new product sales measures.  
 

Because of the nature of the sample, responses should be interpreted with caution. MO is in the 
South African context, still an intriguing concept for many organisations. MO carries the pledge of 
superior performance through the satisfaction of the customers' needs. The research indicates that 
this relationship exists. MO will have a positive impact on organisation performance. Organisations 
should include more mediating/intermediate variables in their market orientation to increase business 
performance. The paper recommend variables to improve market share growth; profitability and, 
improved service delivery. The research results concur with other research by finding mixed support 
for the moderating effect hypotheses of environmental factors.  
 

It is recommended the tangible notion of MO needs to be implemented and to enable this warrants 
that organisations identify the barriers that implement the proper implementation of MO. MO refers to 
an organisation's attentiveness and responsiveness to external environments; it has a clear 
implication to strategy formulation and eventually rolling out an action agenda – something which is 
lacking in the South African context. In South Africa, a multi-sector partnership is required where 
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government, non-profit, private, and public organizations and community group members come 
together to solve the aggregate lack of performance that affects the whole country. Organisations 
must focus on the relationship between MO and organisation performance. The essential driver 
should be to get performance higher with an indicated level of MO. 
 

Because MO promotes a constant search for new opportunities that generate higher value it thus 
requires the permanent organisational adaptation to their environment. But, it ultimately rests on the 
whole organisation's commitment to the development of the activities, which implies complex 
organisational routines and a shared system of values. MO s recommended as a mechanism for 
adaptation and focusing for market participants. The literature points out that a general managerial 
sense, the methodology of any MO-framework, is a measure of the impact that can be expected when 
MO is increased.  
 

Having no consistent strategy, like the so-called “Reactors” in this paper, wish to be useful in every 
performance dimension but typically fail to excel in any. Just to react, this type of strategy is not a 
viable strategic alternative for any organisation. Managerially speaking, it cannot be a strategy 
because neither planned actions nor response behaviour patterns are observed, and this pattern of 
inconsistency should not be pursued. 
 

However, just engaging in market intelligence activities would not be suffice – it requires focus and 
responsiveness and the generic issue of implementing. The political narrative in South Africa of 
"having a good story to tell" manifests itself with this study. All organisations aspire to be good, if not 
the best, in all performance dimensions implicated in the research paper. The payoff from a MO 
should be more significant under more considerable environmental uncertainty. There should be a 
return on market analysis. MO typology of organisations should also be more sustainable in 
environmental changes. It follows from the research the critical question is one of the tolerance levels 
of organisational culture about generating positive performance contingency relationships. Therefore, 
it begs the issue pertaining to a type of organisational culture that influences the level of MO !. 
 

Approaches to MO by organisations imply that these institutions are more likely to establish relevant 
information, share it, and make more informed decisions in connection with achieving focused 
performance criteria. Managers have an essential influence on the implementation of market 
orientation. They influence both elements of the internal environment - employees and cross-
functional coordination. The contribution of MO to strategic management is an issue with important 
implications for executive practice. 
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ABSTRACT 
 

The main aim of this paper was to explore the social structuring of languages on commercial 
advertising signs at the railways across four provinces in South Africa. An ethnographic approach was 
used for the collection of data. Data were analysed using a mixed-methods approach, comprising 
descriptive statistics, supplemented with a multimodal analysis of signs. The findings revealed that the 
proliferation of foreign languages on signs, such as Juba, Urdu, Spanish and Portuguese could be 
attributed to translocal and transnational mobility of speakers of these languages in a post-apartheid 
South African context. These languages were used alongside English texts on signs for symbolic 
purposes, as opposed to solely instrumental-communicative purposes. Most of the official languages 
of South Africa were excluded from signs and Afrikaans has been systematically removed over time. 
The uneven spread of English across urban spaces contradicts the normative expectation that these 
centres would display more signs in English. Thus, the paper concludes that the social structuring of 
languages on signs at the railways could be attributed to various developments in legislation and to 
the migration of people to South Africa since the end of apartheid. A recommendation of this paper is 
that railway authorities should encourage advertisers to comply with the relevant language policies as 
outlined in the South African Constitution (RSA, 1996), as far as it is practical to do so. Essentially, 
this would entail promoting multilingualism in the messages displayed on signs at the railways. In this 
way, the multicultural, multilingual nature of commuters, especially those who speak languages other 
than English, could be accommodated and acknowledged in the social structuring of languages at the 
railways throughout South Africa.  
 
Keywords: Advertising; apartheid; ethnographic; linguistic landscape; multilingualism; multimodal. 
 

26.1 INTRODUCTION 
 
During apartheid, the infrastructure in South Africa was built by the government and was designed to 
keep Blacks away from White areas. This infrastructure included the public railway system which was 
intended to benefit mainly the White minority population, as it momentarily allowed Blacks provide the 
cheap labour needed in White areas. While Whites predominantly resided within the suburbs adjacent 
to the railways, Blacks were relegated to the outskirts of the cities to areas which became known as 
townships and homelands. Racial segregation was rigorously enforced. Consequently, the signs 
displayed in trains and on railway infrastructure primarily served to demarcate spaces and places that 
were designated for use by either Whites or Blacks, respectively. In the post-apartheid South African 
context, it is unclear how the social structuring of languages is expressed on signs at the railways. 
Little is known about the type of signs found at the railways and their emplacement. Thus, the problem 
to be studied relates to the mobility of semiotic resources and the commodification of cultural artefacts 
and symbols on signs at the railways in South Africa. The main aim of this paper was to explore the 
social structuring of languages on signs at the public railways in South Africa across regional and 
national boundaries in the post-apartheid context. In addition, the paper aimed to assess the influence 
of globalisation, localisation, hybridity and the mobility of linguistic and cultural artifacts as reflected in 
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the languages used on signs. The social structuring of languages at the railways entailed 
understanding how the languages used on signs in the research sites were produced, reproduced, 
maintained and contested in public spaces. As such, this paper entailed a multimodal analysis of the 
languages used on signs displayed in trains and at railway stations across four provinces in South 
Africa. In addition, the spread of languages and other semiotic resources across regional and national 
boundaries were assessed to account for trajectories of multilingualism and multiculturalism. A corpus 
of linguistic artifacts captured in the research sites was presented, followed by a synopsis of the 
languages that were used on signs in the individual provinces. In this way, the signs were assessed 
for their linguistic and sociocultural significance. The paper provided answers on how the social 
structuring of languages is expressed on signs at the railways in South Africa. 
 

26.2 LITERATURE REVIEW 
 
Subsequent to their seminal paper, Landry and Bourhis (1997:23) are widely acknowledged as being 
among the first researchers to explore the languages used on public signs which they termed 
“linguistic landscape” (LL). With the increasing interest in such studies, there have been numerous 
advancements in theoretical and methodological approaches. For example, Backhaus (2007) uses 
the framework of code preference by Scollon and Scollon (2003) and the study of the typology of 
multilingualism by Reh (2004). Gorter (2006) defines the scope of LL research by addressing a 
number of key methodological issues and challenges posed by the sampling of empirical data, such 
as defining the unit of analysis and devising categorisation and coding schemes of the signs studied. 
Shohamy and Gorter (2009) contributed to the development of a consistent theory and methodology 
for LL studies. The four structuration principles presented by Ben-Rafael (2009) give a sociological 
framework for LL studies. Spolsky and Cooper (1991) developed three conditions for language choice 
on public signs which are further clarified in Spolsky (2009). The theoretical and methodological 
frameworks used by Ben-Rafael (2009) and Spolsky (2009) respectively, contribute to qualitative 
aspects of LL research by providing the relevant frameworks within which other research studies 
could be developed. Thurlow and Jaworski (2010) explore how semiotic landscapes create meaning 
by impacting on three areas of scholarly interest comprising language and visual discourse, spatial 
practices, and global capitalism. In a broader context, they explore textual, discursive construction of 
place. Sebba (2010) looks at mobile public texts such as those on banknotes, pamphlets, tickets and 
vehicles, for example. He proposes that both fixed and unfixed signs should be analysed in the same 
way as categories of discourse in context. Sebba explains how the White population erased African 
languages from public spaces to account for the dominance of Afrikaans and English in South Africa 
during apartheid. He further argues that this type of ideological and social engineering of space was 
designed to promote Afrikaans as equal in status to English. However, Afrikaans had more status in 
the rural areas of South Africa whereas English remained the language of commerce in urban, built-
up environments during apartheid. This ideological objective of making English and Afrikaans more 
prominent had little impact on linguistic diversity in the country as a whole since various African 
languages continued to be spoken by the majority of South Africans at the time.  
 
26.2.1 Reading Signs in Time and Space 
  
Most of the previous LL case studies are synchronic in nature and capture the language situation as it 
was at the time of data collection only. However, Spolsky and Cooper (1991) use a diachronic 
approach in their analysis of signs in the streets of Jerusalem. They find that languages, their order 
and translation on signs were subject to change depending on who was in power. Similarly, Backhaus 
(2005; 2007) uses a diachronic approach in his study of Tokyo. He compares older signs with newer 
ones to illustrate the changes in signage over time. Backhaus (2007) argues for a diachronic 
approach because it enables the researcher to capture the dynamic nature of the LL within a given 
area. Similarly, Blommaert (2013:7) argues for a “historicising sociolinguistic analysis” to shift 
sociolinguistic research from its synchronic nature to a historicising sociolinguistics. For Blommaert, 
LL studies are beneficial since they serve as a first-line sociolinguistic analytic of specific geographical 
areas. Furthermore, Blommaert (2013) emphasises the importance of understanding peoples’ 
historical trajectories, the normative histories of space, and the interaction order that emerges as a 
person’s historical body moves through different spaces. The current paper draws on Blommaert’s 
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approach which advocates for a move beyond synchronicity and boundedness towards a historicising 
of signs in the LL of the public railways in South Africa. 
 
In a similar vein, Banda, Roux and Peck (2018) show how female student tattooees rely on 
translocated material culture to historicise objects, events, memories and experiences through the 
tattoos imprinted on their skin. As a point of departure, the authors explain that tattoos were 
previously mainly symbolic of transgressive, masculine lifestyles, particularly in Western societies. 
However, they point out that this view has evolved over time. More specifically, they explain that in 
recent years tattoos are considered by some as fine art and are not necessarily indicative of 
rebellious, transgressive lifestyles. Banda, Roux and Peck (2018) explore verbal texts and images of 
tattoos to demonstrate how tattoos are used to create various narratives about rebellion, the 
subculture of tattoo social networks and how they are used to shape alternative lifestyles to 
mainstream norms. In doing so, they uncover a unique visualisation of space that tattooees use to 
maintain this tattoo subculture which exists parallel to mainstream norms. Their interview findings 
show that tattoos have significant emotional and symbolic context which is largely invisible when 
viewed by mainstream outsiders. The authors conclude that visible and invisible skinscapes produce 
parallel visualisations of space. They juxtapose what appears to be a typical untattooed, female 
student when viewed from the outside, with a rebellious, transgressive tattooed student on the inside. 
Banda, Roux and Peck (2018) argue that the first visualisation is what outsiders typically perceive 
while insiders recognise the complex interaction between both visualisations. Thus, they suggest that 
the parallel worlds of the tattoo subculture and the mainstream comprise hybrid, alternative lifestyles 
of female tattooees. Thus, the current paper draws on Banda, Roux and Peck (2018) on how 
translocated material culture is used to historicise objects, events, memories and experiences. 
Moreover, Banda, Roux and Peck’s (2018) study helps to explain the social structuring of languages 
at the public railways in the transformed, post-apartheid South African context. 
 

26.2.2 Evolving Trends in LL Research  
 
Blommaert and Maly (2014) criticise the predominantly quantitative approaches in previous LL 
studies, in which the languages on signs are counted and mapped in terms of their distribution over 
specific areas. They argue that studying the LL should not be limited to merely counting the 
languages present in it, but it should also entail contextualising the analysis, broadening it to 
encompass the actors who shape or use the landscape, and the factors which have contributed to its 
development over time (Blommaert and Maly, 2014:3). In addition, they explain that different 
investigative methodologies could be used, depending on the guiding research objectives. For 
instance, purely quantitative LL studies are valid, if such a methodology is suited to the goal. 
However, it may fail to provide detailed insights into what is really going on in particular settings. With 
this in mind, it becomes clear that not all LL studies require quantitative approaches since certain 
research goals may call for qualitative methods, such as personal interviews or survey questionnaires. 
Therefore, both quantitative and qualitative approaches may have value if they are applied 
appropriately to specific research goals and contexts. Moreover, quantitative and qualitative 
methodologies are not mutually exclusive. It may be more useful to view them as situated on a 
continuum rather than as a dichotomy, as demonstrated in mixed-method research in LL, which the 
current paper demonstrates (Blommaert and Maly 2014).  
 
In a study on immigrant languages in Sienna, Italy, Barni and Bagna (2015), reflect on the 
developments in LL research over time. They analyse its role and aims and offer a critical discussion 
on the methods and tools used to collect and interpret data. Their analysis highlights that subsequent 
LL studies have significantly expanded since the seminal study by Landry and Bourhis (1997). 
Moreover, the authors explain that the objects, methods, and tools of analysis in LL studies have 
changed to satisfy different research goals, to describe specific aspects of the LL, and to interpret and 
understand the LL using interdisciplinary approaches. The authors describe how both the 
methodologies and objects of analysis have developed over time. Barni and Bagna (2015) 
acknowledge that earlier LL studies were predominantly quantitative in nature and that later, more 
interdisciplinary approaches developed, such as semiotic, sociological, political, geographical and 
economic approaches. The authors explain that these developments entailed consideration of not 
only quantitative but also qualitative research methods. Thus, they argue that merely counting the 
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number of languages in the LL is insufficient to account for the complex and dynamic situations in 
which various languages coexist. In addition, the authors point out that a more global approach to LL 
studies developed over time which led to an expansion in the topics of analysis. Furthermore, Barni 
and Bagna (2015) contend that LL studies should not be confined to verbal and written languages and 
argue that it also entails consideration of the complexity of semiotic spaces; people as authors, actors, 
and users, all of which form part of LL research. 
 
Rubdy and Ben Said (2015) aim to expand into new areas of inquiry by bringing together notions of 
language ideologies, language politics, language policies, language hierarchies, and ethnolinguistic 
struggles to conceptualise research based on conflicting and contesting linguistic landscape sites. 
The authors focus on the theme of ‘conflict and exclusion’, and ‘dissent and protest’. Their publication 
covers various cities across the world and expands LL research to include semiotic analyses of 
resources such as banners, flags, graffiti, cyberspace, and buildings. They show how different 
approaches are used, such as nexus analysis, geosemiotics, and multimodal analysis to study the LL 
in various places across the world. The emphasis is on places where there were conflicts between 
language practices and language ideologies. In South Africa, Hibbert (2016) explores discursive 
trends in the post-apartheid South Africa. She outlines the climaxes and challenges of transforming 
policy, practice and discursive formations. Furthermore, she analyses a range of discourses which 
signal how and by what processes the linguistic landscape and identities of South Africa’s inhabitants 
have changed, finding that struggles in South African politics go hand in hand with shifts in the 
linguistic landscape. In a country now characterised by multilingualism, heteroglossia, polyphony and 
translanguaging, Hibbert (2016) explores where the discourse practices of those born post-1994 may 
lead. The study contributes to post-apartheid discursive practices in the media and other modalities, 
as well as on discourses of identity, diversity, empowerment and socio-economic transformation in the 
new South Africa. Hibbert (2016) demonstrates that the LL of post-apartheid South Africa is indeed a 
complex phenomenon. 
 
In a study of speakers and their speech communities in Sydney and Tokyo, Pennycook and Otsuji 
(2015) emphasise that as opposed to merely counting languages, they aim to develop a more detailed 
framework for analysing the LL. In doing so, they introduce brief descriptions of speech, collected and 
noted during ethnographic fieldwork in these two cities. They transcribe and translate their data into 
English and thereafter analyse the data by means of metalinguistic commentary, supplemented with 
more detailed, qualitative information about the specific speech community. The authors illustrate how 
different languages interact in situations where a speech community is multi-ethnic and when certain 
members of a speech community cater for others who do not share their native languages. One of the 
main premises of this work is that monolingualism is an anomaly since “nobody is monolingual” 
(2015:16). They argue that a diverse combination of languages is the norm in most parts of the world. 
Furthermore, they advocate for an analytical approach that shifts away from concepts that indicate the 
specific relations between languages, such as bilingualism, multilingualism, and codeswitching. 
Rather, they employ a term that serves as the main title of their book, ‘Metrolingualism’, to denote 
what they insist is the natural situation in large urban centres. Thus, Pennycook and Otsuji (2015:16) 
refer to a “network of languages” that is used by speakers in cities comprising various ethnolinguistic 
groups. Furthermore, Hua, Otsuji and Pennycook (2017) explore a diversity of contexts comprising a 
street market and small shops in Mumbai, a subway in Cape Town, a greengrocer in Copenhagen, 
Bangladeshi-run stores in Tokyo and Sydney, a Polish-run shop in London, Afghan and Iranian-run 
stores in a Sydney suburb, and markets in Hong Kong. These diverse sites all entail consideration of 
a number of similar concerns in that they focus on interactions in markets and small shops; they 
employ a broad understanding of social semiotics that includes body, space, gesture, senses and 
objects; they look at the intersecting modes of multilingual, multimodal and multisensory semiosis; 
and they rely on complex forms of linguistic or semiotic ethnography as a research tool. In addition, 
these papers all focus on sites of ordinary, daily commercial transactions. The emphasis of the 
analyses is on is the complexity of social, spatial, linguistic, cultural and semiotic relations, and not 
necessarily on the commercial transactions themselves. Furthermore, Hua, Otsuji and Pennycook 
(2017) explain that markets and small shops could probably describe the diversity of human 
interaction better than any other city space. They emphasise that the market, both as a concept and a 
physical location is central to any understanding of intercultural exchange. Thus, Hua, Otsuji and 
Pennycook (2017) point out that the focus is not so much on the structure of the interactions between 
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participants but rather on the complexity of semiotic resources involved in these interactions. For 
instance, they explain that both sellers and customers are engaged and concerned with the smells, 
quality, taste, presentation and cleanliness of the commodities on offer in the various markets. 
Furthermore, they suggest that touch, gesture and direction of eye gaze all contribute in terms of the 
negotiation process and social interaction. They contend that people participate in routine activities by 
drawing on various available multilingual, multimodal and multisensory resources in their local 
environments. By doing this, people draw attention to not only linguistic and personal relations, but 
also to artifacts, spatial organisation, gender, ethnicity and other multimodal, sensory and 
spatiotemporal aspects. Thus, Hua, Otsuji and Pennycook (2017) explore the features of such 
everyday, routine, transactions from a multimodal perspective. 
 
Banda and Mokwena (2019) use LL data from two rural communities in the Northern Cape, South 
Africa to illustrate how indigenous African languages and localised English are entangled as 
commodities. They show that new forms of commodification do not necessarily involve standard 
English which is considered an effect of globalisation. In addition, they explain that these new forms of 
commodification are not reserved for modern, urbanised landscapes which are intended solely for 
consumption by the wealthy or tourists. Instead, they argue that rural and traditional modes of 
production are also capable of influencing commodification in the LL in terms of their various offerings. 
Thus, drawing on commercial advertising in the LL of the Northern Cape, Banda and Mokwena (2019) 
show how local languages are commodified. The authors argue that the symbolic value of English as 
the absolute language of commodification, as portrayed in the literature, is not universal. Furthermore, 
they argue that in contexts such as the Northern Cape, English competes with the other local 
languages, in this case, Setswana and Afrikaans. Seen in this way, Banda and Mokwena (2019) 
demonstrate that the local languages, Setswana and Afrikaans, are valuable commodities in the LL 
since they serve as languages of marketisation. In addition, English is often blended with one or two 
of the local languages for aesthetic and marketisation purposes in commercial advertising in the 
localised spaces. They further show that the commodification of languages and the accompanying 
hybridised forms entail consideration of the semiotic choices of the local authorship of signs. It also 
entails consideration of the influence of local communities’ languaging practices (Banda and 
Mokwena, 2019). Thus, Banda and Mokwena (2019) conclude that local languages probably share a 
similar commodity status with English in the LL of the Northern Cape. Therefore, local languages and 
localised English become signs of commodification in the LL. Essentially, this is achieved through 
processes of what Banda and Mowkena (2018:185) refer to as “Africanisation” whereby local 
languages are used as marketing tools on signs to attract customers. This argument could probably 
be said about the use of English on signs at the railways in South Africa. Thus, it would be reasonable 
to expect English to be used on signs at tourist attractions or urban locations that have mixed 
sociolinguistic groups. Seen in this way, English may be used to address not only native speakers of 
the language but also people from various other African countries and tourists from further abroad. 
Additionally, English could be used for its perceived prestige and positive connotations (Ben-Rafael, 
2006; Cenoz and Gorter, 2009; Kelly-Holmes, 2014; Jimaima, 2016).  
 

26.3 RESEARCH METHODOLOGY 
 
The research sites for this study comprised Cape Town and Bellville stations in the Western Cape, 
Port Elizabeth station in the Eastern Cape, Durban station in KwaZulu Natal, and Park and Pretoria 
stations in Gauteng, respectively. These sites, located across four provinces with the highest volumes 
of daily commuters, were considered core railway stations by PRASA at the time of the study 
(PRASA, 2018). Data were collected during ethnographic fieldwork over a three-month period by 
means of photographing all the signs in the research sites. In the end, 311 individual signs were 
identified for analyses. This approach ensured inclusivity, reliability and validity of the findings. Since 
the study was limited to signs displaying texts; duplicate, unclear and illegible signs, signs not 
displaying texts, and graffiti were discarded. A mixed-methods approach was used for the analyses of 
data. Quantitative analysis entailed drafting data tables for descriptive statistics which enabled the 
researcher to determine the social structuring of languages on the signs. To supplement the 
quantitative results, qualitative analysis was done using a multimodal approach to determine the 
significance of individual languages on the signs. Thus, qualitative analysis entailed consideration of 
the emplacement of languages on the signs, the type of fonts used, text size, text direction, colours, 
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and the sociocultural and commercial context of the sign (Scollon and Scollon, 2003; Scollon 2008; 
Kress and Van Leeuwen, 2006; Kress, 2010).  
 

26.4 FINDINGS AND DISCUSSION 
 
The results show that most of the signs (85.2%) were monolingual English. Various possible reasons 
may explain this widespread use of monolingual English in the LL of the railways. For instance, 
English is acquired as a second or third language among many Black South Africans. The same 
applies in various other African countries and in many other countries around the world, mainly 
because of colonisation by the British. English also serves as a lingua franca in multilingual 
environments as explained in Ben-Rafael, Shohamy, Amara, and Trumper-Hecht (2006). 
Furthermore, Cenoz and Gorter (2009) suggest that the ubiquitous prevalence of English in LL studies 
could be attributed to the influence of globalisation. They argue that throughout the world, multilingual 
signs tend to include English which could be associated with “markets of production, consumption, 
international orientation, modernity, success, sophistication and fun” (Cenoz and Gorter 2009:57-58). 
In a similar vein, Jimaima (2016:4) points out that “English enjoys an unrivalled prestige, and that it is 
used in formal domains” in his study about the social structuring of language in the LL of Zambia. In a 
study on commercial advertising in the Northern Cape, South Africa, Banda and Mokwena (2019) 
caution that the symbolic value of English as the absolute language of commodification, as portrayed 
in the literature, is not universal and that in contexts such as the Northern Cape, English competes 
with the other local languages. 
 

Table 26.1. Social structuring of languages at the railways in South Africa 
 
Languages Quantity Percent 
Monolingual 267 85.8% 
English 265 85.2% 
Afrikaans 1 0.3% 
Portuguese 1 0.3% 
Bilingual 41 13.2% 
English, Afrikaans 14 4.5% 
English, Arabic 2 0.3% 
English, isiXhosa 15 4.8% 
English, isiZulu 3 1.0% 
English, Spanish 3 1.0% 
English, Urdu 1 0.3% 
Multilingual 3 1.0% 
English, Afrikaans, isiXhosa 3 1.0% 
n = 311 100% 

 
English was found at various sites, such as tourist attractions and urban locations that had mixed 
sociolinguistic groups. Seen in this way, English may be used to address not only native speakers of 
the language but also people from various other African countries and tourists from abroad (Ben-
Rafael et al. 2006). Additionally, English could be used for its perceived prestige and positive 
connotations (Ben-Rafael 2006; Cenoz and Gorter 2009; Kelly-Holmes 2014; Jimaima 2016). 
Consequently, most of the messages in English in the LL of the railways could actually be addressed 
to non-native speakers of the language since English serves as the lingua franca. It is also the official 
language of communication for both government and private commercial enterprise in South Africa. 
Banda, Jimaima and Mokwena (2018) note that people do not always read signage, especially in 
English, as they use and speak other languages in their daily lives. Thus, the number of people with 
English as their mother-tongue is limited in comparison to those who use the other official languages 
instead. Supporting evidence is found in the Census (2011:25) which reports that merely 9.6% of the 
South African population speak English as their mother-tongue. The results further reveal that in the 
LL of the public railways of South Africa, 13.2% of the signs are bilingual. These signs displayed 
combinations of English and another language on the signs. Bilingual sign combinations included 
4.5% English-Afrikaans signs, 4.8% English-isiXhosa signs and 0.3% English-Arabic, English-
Spanish, English-Urdu and English-isiZulu sign combinations, respectively. Generally, there was a 
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limited incidence of multilingual signs in the LL of the public railways in South Africa. Moreover, only 
three distinctive multilingual signs were found with English-Afrikaans-isiXhosa language combinations 
on the signs. 
 
From their study in Israel, Ben-Rafael et al. (2006) conclude that the languages used on signs are not 
necessarily truly representative of Israel’s linguistic repertoire. The current paper produces a similar 
result in that not all the languages that are spoken have a presence on signs displayed in the LL of 
the railways. For instance, isiZulu and isiXhosa are the languages that are used by the much larger 
majority population groups in South Africa but are used to a limited degree on signs at the railways. 
Ben-Rafael’s (2009) four structuration principles and Spolsky and Cooper’s (1991) three conditions for 
language choice offer explanations that may help to understand why the LL is therefore not a 
straightforward reflection of the languages spoken by particular speech communities. Similarly, Banda 
and Jimaima (2015) show that the languages used on official signage do not reflect the linguistic 
repertoires at regional and national levels in Zambia. Zambia is said to have more than 72 languages, 
of which seven are regional official languages, but the LL is dominated by English (Banda and 
Jimaima 2015) which is similar to the findings of the current paper. 
 

26.4.1 Languages on Signs in the Provinces 
 
In this section, a general overview was presented of the languages on signs in the individual 
provinces. For ease of reference, the provinces were listed alphabetically in the data tables.         
Table 26.2 reveals that in the Eastern Cape, a total number of 38 signs were found which account for 
12.2% of the sample population. Of these signs, 63.2% were monolingual English. The remainder of 
the signs comprise bilingual and multilingual combinations, respectively. Moreover, the bilingual sign 
combinations include 7.9% English-Afrikaans signs, with 23.7% English-isiXhosa signs, respectively. 
Of all the signs, 5.3% are multilingual English-Afrikaans-isiXhosa.  
 

Table 26.2. Languages on signs in the provinces 
 
Languages Eastern Cape Gauteng KwaZulu-Natal Western Cape 
Monolingual 24 63.2% 119 91.5% 31 91.2% 93 85.3% 
English 24 63.2% 118 90.8% 31 91.2% 92 84.4% 
Afrikaans 0 0.0% 0 0.0% 0 0.0% 1 0.9% 
Portuguese 0 0.0% 1 0.8% 0 0.0% 0 0.0% 
Bilingual 12 31.6% 11 9.2% 3 8.8% 15 11.0% 
English, Afrikaans 3 7.9% 8 6.2% 1 2.9% 2 1.8% 
English, Arabic 0 0.0% 1 0.8% 0 0.0% 4 3.6% 
English, isiXhosa 9 23.7% 1 0.8% 0 0.0% 5 4.6% 
English, isiZulu 0 0.0% 1 0.8% 2 5.9% 0 0.0% 
English, Spanish 0 0.0% 0 0.0% 0 0.0% 3 2.8% 
English, Urdu 0 0.0% 0 0.0% 0 0.0% 1 0.9% 
Multilingual 2 5.3% 0 0.0% 0 0.0% 1 0.9% 
English, Afrikaans, 
isiXhosa 

2 5.3% 0 0.0% 0 0.0% 1 0.9% 

Total 38 100% 130 100% 34 100% 109 100% 
 
Table 26.2 reveals that 130 signs were captured in Gauteng which accounted for 42% of the total 
sample. Most of these signs were monolingual English and represented 90.8% of all the signs that 
were found in Gauteng. Other signs that were found in the province comprise bilingual sign 
combinations which included 6.2% English-Afrikaans signs and 0.8% English-Arabic and English-
isiZulu signs, respectively. The results in Gauteng revealed that Portuguese, a European language, 
had a minor presence in the LL of the railways. Furthermore, the Portuguese language seems to carry 
prestige in advertising as revealed by the sign in Fig. 26.1 and it may serve to present positive images 
of the LL actors. In addition, it does not necessarily represent any specific ethnolinguistic groups 
within the research site. Instead, it is considered an ‘outsider language’ that is used solely for 
advertising brand names which Haarmann (1989:11) calls ‘impersonal multilingualism’ (Banda and 
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Mafofo 2015). An example of this phenomenon can be seen in the sign in Fig. 26.1, a sign that was 
captured at Pretoria station in Gauteng which displayed the name of an establishment in Portuguese. 
 

 
 

Fig. 26.1. Portuguese shopfront at Pretoria station 
 
The sign in Fig. 26.1 displays the name ‘Vida e Caffè’ which is known locally simply as ‘Vida’ in 
Portuguese. It is a sign of a well-known branded coffee shop which has numerous outlets in South 
Africa. According to their website, the concept of ‘Vida e Caffè’ is that of a European espresso bar, 
aiming to serve high quality espresso and pastries. The brand has a Portuguese theme since ‘Vida e 
Caffè’ translates to ‘life and coffee’ in Portuguese. In addition, the menu is written in both Portuguese 
and English. In her study of advertisements for ‘Warsteiner Beer’, Kelly-Holmes (2005:49) observes 
that the use of German indexes the German brewing competence which she calls “country-of-origin-
based” advertising (Haarman 1989:11). In keeping with Kelly-Holmes (2005:49) and Haarman 
(1989:11), the sign in Fig. 26.1 uses the Portuguese language to reflect a Eurocentric cultural 
competence to making coffee and pastries, as opposed to indexing a Portuguese community per se. 
Furthermore, in a subsequent study, Kelly-Holmes (2014) explores the notion of ‘linguistic fetish’ as a 
sociolinguistic practice across various modes and media. The term ‘linguistic fetish’ references the 
use of languages for symbolic or fetishised purposes in marketing and advertising texts, as opposed 
to instrumental-communicative purposes, as seen in the sign in Fig. 26.1.  
 
Thus, Kelly-Holmes (2014) suggests that language can be used as part of an advertisement or LL, not 
merely for its semantic content, but also for the way it looks. Drawing on the notion of linguistic fetish, 
she points out that the languages that constitute visual multilingualism in the LL could be seen as 
interconnected modes of meaning. She examines the commodification of visual language in 
contemporary consumer culture to determine their sociolinguistic implications. In an example of 
foreign language as visual in a French beer advertisement, she shows how linguistic fetish entails an 
understanding of foreignness from the point of view of one’s own habitus. She explains that the 
foreign words used in such texts are arranged from the point of view of another language that is 
considered as the norm; in this case it is English (Kelly-Holmes 2014:141). She therefore suggests 
that English serves as “the blank canvas on which a little French is painted” (Kelly-Holmes 2014:141). 
Furthermore, she explains that this type advertisement relies on a common practice in foreign 
language fetish, whereby the name of the product is given in the language of the country of origin. 
She offers examples of the use of the word “bier”, for German beer; “auto”, for German cars; “technik”, 
for German technology and “kaas”, for Dutch cheese (2014:141). Therefore, the sign in Fig. 26.1 is an 
example of how the language on the sign is valued based on its ethnicity and aesthetic qualities as 
opposed to its semantic content. Thus, the success of the ‘Vida e Caffè’ brand in South Africa could 
be attributed to what Leeman and Modan (2010:192) explain as the language that is being sold, as 
opposed to language being used to sell commodities. In addition, in his study of signs in Tokyo, 
Backhaus (2007; 2009) explains that the language used on private signs in the LL may reflect the 
influence of globalisation and the mobility of languages across cultures in the LL, which the use of 
Portuguese on the sign in Fig. 26.1 evidently does.  
 
In the Western Cape, 109 signs were captured which accounted for 35% of the sample. Of these 
signs, 84.4% were monolingual English, 11.0% were bilingual sign combinations and 0.9% comprised 
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multilingual sign combinations. The bilingual sign combinations comprised 1.8% English-Afrikaans 
signs, 3.6% English-Arabic, 4.6% English-isiXhosa, and 0.9% English-Urdu signs, respectively. 
Interestingly, 2.8% of the signs comprised English-Spanish bilingual combinations. One multilingual 
English-Afrikaans-isiXhosa sign accounted for 0.9% of the total number of signs that were found in the 
Western Cape. The sign in Fig. 26.2 is an example of a bilingual English-Urdu sign that was captured 
at Cape Town station in the Western Cape. Urdu is the official language of Pakistan, a status which it 
shares with English. It is also spoken and understood in many other countries around the world where 
Pakistani communities have settled, such as South Africa. In keeping with Scollon and Scollon 
(2003:153) who explain that salient points consist of doorways and corners of buildings, the Urdu 
script is positioned at a more salient point than the English text on the sign. Looking at the sign from 
the perspective of visual composition as described by Kress and Van Leeuwen (2006), the Urdu 
message is coloured in bright yellow ink and takes the primary position on the sign, since it appears 
above the English text which is coloured white. Kress and Van Leeuwen (2006) explain that these 
visual framing devices are used to highlight the most important information in various types of 
designed discourses, as can be seen in the sign in Fig. 26.2. 
 

 
 

Fig. 26.2. Bilingual English-Urdu shopfront at Cape Town station 
 
Through these visual contextualisation cues (Scollon 2008), readers are cued to identify the Urdu text 
as the most significant information on the sign in Fig. 26.2. The Urdu text at the top of the sign is a 
transliteration of the English text below it which reads ‘AKI Restaurant’. Although the sign identifies 
the three brothers who own the establishment; Abid, Khalid and Imran, readers of the sign will not 
necessarily know this. In addition, the Urdu script on the far left of the sign is also a transliteration of 
the English text ‘open 24 hours’. Thus, the sign should appeal to readers who identify with the Urdu 
script. However, the target audience is perceived to be Muslim commuters by readers of the sign in 
the area. The rationale for this observation is that the Urdu script is similar to Arabic script which is 
recognised by readers of the sign in this particular area. Also, it is common knowledge to local 
commuters travelling through this area and other parts of the city, that the Arabic script and language 
are associated with Muslim people and the Islamic faith. Banda, Jimaima and Mokwena (2018) 
explore the role of social actors in sign-making and consumption as a way to theorise and 
characterise the materiality of the duality of sign and object in the LL. They consider the extent to 
which social actors read and recognise signs as per the original producer’s intentions. Considering 
that the signs used in their study were emplaced by the Chinese, and are mostly in Chinese script, 
with little or no translation into English or local Zambian languages, both of which use the Roman 
alphabet; they highlight the senses and meanings local social actors produce and consume from the 
physical attributes of the Chinese signs in the narrations of place (Banda, Jimaima and Mokwena 
2018). Thus, they draw on the notion of semiotic remediation as repurposing to contribute to social 
semiotic theory of multimodality, and to account for the transformation of semiotic material and 
discursive regimes during narration of place. Furthermore, Banda, Jimaima and Mokwena (2018) use 
the notion of translocality to account for the localised nature of sign consumption and meaning-
making, despite where the sign was originally produced. Translocality in this sense refers to the 
movement of people and cultural objects such as food, language, scripts and clothing within and 
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across national boundaries. The sign in Fig. 26.2 therefore serves as a good example of the global 
cultural flows, in this case it is Urdu cuisine, from its origins in Pakistan to Cape Town station in the 
Western Cape (Banda, Jimaima and Mokwena 2018). Although the Urdu script is a slight variation of 
Arabic script, the sign in Fig. 26.2 does not necessarily serve to index the presence of Arabic people 
in the area neither does it index an Urdu community. Instead, the owners of the restaurant point out 
that the use of the Urdu script is perceived by readers of the sign to symbolise a Muslim/Islamic 
identity because of what is perceived to be Arabic script on the sign. Consequently, the establishment 
is perceived to serve ‘halaal’ food that is permissible for consumption by Muslims. The sign is also an 
example of what Ben-Rafael et al. (2006) explains about how signs in the LL could reveal identity 
markers of communities which differed in attractiveness to various readers of signs. This is because 
the perceived Arabic script on the sign makes this particular establishment attractive to Muslim 
commuters who may want to buy a meal, for instance. Moreover, the sign’s perceived function is to 
index the presence of Muslim people in this area which is in fact accurate. Another interesting sign is 
that of a bilingual English-Arabic sign displayed at the entrance to a store that is owned by Somali 
immigrants at Bellville station in the Western Cape in Fig. 26.3. 
 

 
 

Fig. 26.3. Bilingual Jubba Arabic-English shopfront at Bellville station 
 
Unlike the previous sign in Fig. 26.2, the Arabic script is not used on the sign in Fig. 26.3. Instead, the 
Arabic word ‘Jubba’ (also spelt Juba) is printed using the Roman alphabet, followed by the English 
text on the sign. In this sign, it can be observed that ‘Jubba’ appears above the English text ‘womens 
and mens clothing and shoes’. The word ‘fashions’ appears in bold, red capital font below this text. 
Once again, drawing on Scollon and Scollon’s (2003) system of geosemiotics, and more specifically in 
terms of the placement of the Arabic text, the word ‘Jubba’ can clearly be seen to take the primary 
position, since it is positioned above the English text. Furthermore, the text is printed in bold, black, 
easily identifiable font. In this way, the authors of the sign draw the attention of readers of the sign to 
the word ‘Jubba’ on the sign (Kress and Van Leeuwen 2006). Juba is the name of the capital city of 
South Sudan. In addition, Juba is a speech variety of the Arabic language which serves as a lingua 
franca that is spoken mainly in Equatoria Province in South Sudan and Somalia. It derives its name 
from the town of Juba which is located in South Sudan. Juba is spoken among communities of people 
from South Sudan living in peripheral towns within South Sudan. Furthermore, the Juba language 
derives from a pidgin based in Sudanese Arabic, although it has a much simplified grammar. Thus, 
the presence of the word ‘Jubba’ on the sign in Fig. 26.3 is used in reference to not only Juba, the 
capital of South Sudan but also to Jubaland, an administrative region in Somalia. It is also a reference 
to the Juba River which lends its name to the Somali administrative regions of Middle Juba and Lower 
Juba, as well as to the region of Jubaland (Brudvig 2014).  
 

The sign in Fig. 26.3 serves as another good example of global cultural flows as explained in Banda, 
Jimaima and Mokwena (2018). Moreover, there are many formal and informal traders with a notable 
presence in the LL of the railways throughout South Africa. Many of these traders are transnational 
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migrants from various other African countries, such as Zimbabwe, Nigeria, Sudan, Ethiopia, and 
Somalia for example, who develop transnational links through the sale of goods and services, and use 
multilingual communication on a daily basis (Brudvig 2014). These transnational migrants have 
transformed Bellville station, particularly the adjacent Bellstar Junction, and saturated its spaces and 
places. One of the largest such transnational migrant groups in Bellville is particularly the Somali 
migrant community (Gastrow and Amit 2012; Williams and Lanza 2016). Thus, the sign in Fig. 26.3 
displaying the name ‘Jubba’ is an expression of the global trajectories and mobility of languages in the 
LL across linguistic and sociocultural boundaries. In particular, it serves to reflect the relocalisation 
and translocation of Somali culture in the LL of the public railways in Bellville, Western Cape (Williams 
and Lanza 2016; Banda, Jimaima and Mokwena 2018). 
 

In Fig. 26.4, the term ‘Chicanos’ on the sign illustrates the translocation of the Spanish language and 
culture in the LL of the railways at Bellville station in the Western Cape (Banda, Jimaima and 
Mokwena 2018). The Spanish text ‘Chicanos’ takes the primary position on the sign (Scollon and 
Scollon 2003) which is printed in bold, red capital letters in the centre of the sign (Kress and Van 
Leeuwen 2006) and is positioned above the English text ‘living in fashion’. The text is framed by a 
blue, red and white background. As Kress and Van Leeuwen (2006:57) explain, the language that is 
placed at the top of a bilingual sign could be regarded as the most salient by readers of the sign. 
Thus, in this way, the placement of the Spanish text ‘Chicanos’ on the sign in Fig. 26.4 would make it 
most salient to readers of the sign. Furthermore, Kress and Van Leeuwen (2006:56) explain that an 
author of a sign “colours in and makes specific the abstract meanings that derive from the inherent 
properties of shapes and from the histories of their cultural uses”. Signs could therefore reflect the 
social histories of both the sign makers and sign users, which would also likely reflect their language 
choices on signs in a transformative way (Jimaima 2016:94). For this reason, the choices of the 
languages and the specific colours blue, red and white, which are also the colours of the American 
flag on the sign in Fig. 26.4, could be interpreted as reflective of the dichotomy between the Spanish-
American (Chicano) identity and that of newly graduated isiXhosa male initiates. Also, the material 
culture of Chicanos resonates with the local materiality of newly graduated isiXhosa male initiates, 
known as ‘Amakrwala’ (Aronin and Ơ Laoire 2012:2). In a variation of this sign as seen in Fig. 26.5, 
the isiXhosa text on the sign translates to ‘we sell clothes for graduate initiates’. Thus, this store 
primarily sells men’s clothing and apparel specialising in ‘Amakrwala’ clothing. ‘Amakrwala’ is an 
isiXhosa term which means ‘new initiate’. Essentially, it refers to young men who have undergone a 
traditional rite of passage from boyhood to manhood. During this stage, an individual is no longer 
deemed a boy but is considered an adult (Mhlahlo 2009). Thus, upon returning home from the 
initiation ritual, a graduate acquires inter alia, a new status, new name, new rights, new duties and 
new clothes. 
 

 
 

Fig. 26.4. Bilingual Spanish- English shopfront at Bellville station 
 
In the context of the signs in Figs. 26.4 and 26.5, the term ‘Chicanos’ refers to a chosen identity of 
some Mexican Americans living in the United States of America (USA). The blue, red and white 
colours which frame the text are synonymous with the American national flag (Kress and Van 
Leeuwen 2006). The term ‘Chicano’ is sometimes used interchangeably with the term ‘Mexican-
American’. Both terms are preferred identities within some Mexican-American communities. 
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Moreover, the term ‘Chicano’ originally became widely used by the ‘Chicano Movement’ during the 
mid-1960s which coincided with the ‘Black Power’ movement in the USA. Essentially, this period in 
history was a time of global struggles against colonisation and oppression which also manifested in 
increasing resistance to apartheid in South Africa. Thus, ‘Chicano’ became a term that was used by 
Mexican Americans to express pride in a shared ethnocultural identity. However, the term also had 
many negative connotations and it presently continues to be viewed negatively within some of the 
local American communities. When viewed in its positive context, the ‘Chicano’ culture is a fusion of 
indigenous, European and other ethnocultural groups, mainly Spanish, which originated as a result of 
colonisation and migration over time. As mentioned previously, the term ‘Chicano’ first became widely 
visible during the American civil rights movement and was used by to assert their civil rights. 
Moreover, these Mexican-American activists asserted their unique ethnocultural identity and political 
consciousness by proudly identifying themselves as Chicanos. The use of the term ‘Chicanos’ on the 
sign serves to index a unique ethnocultural identity and consciousness among newly graduated 
AmaXhosa initiates, who proudly identify themselves not as ‘Chicanos’ but as ‘Amakrwala’. 
Accordingly, Chicanos is the men’s clothing store of choice in the area for the Amakrwala, offering the 
style of clothing and accessories which symbolise the successful transition to manhood. The use of 
the term ‘Chicanos’ on the signs is therefore interesting, not only for its rich linguistic and sociocultural 
value in the LL of the railways but also for its historical significance.  
 

 
 

Fig. 25.5. Bilingual Spanish-English shopfront at Bellville station 
 

 
 

Fig. 25.6. Bilingual English-isiZulu shopfront at Durban station 
 

In KwaZulu-Natal, 34 signs were included in the study which accounted for 11% of the sample 
population. Of these signs, 91.2% were monolingual English, the rest of the signs comprised bilingual 
and multilingual combinations, respectively. The bilingual signs included 2.9% English-Afrikaans signs 
and 5.9% English-Zulu signs, respectively. Thus, the results revealed that the LL in KwaZulu-Natal 
had a limited incidence of bilingual and multilingual signs compared to that of the Western Cape.             



 
 
 

Proceedings of the 6th International Conference on Business and Management Dynamics 
Social Structuring of Languages on Commercial Advertising Signs at the Railways in South Africa 

 
 

 
390 

 

Fig. 25.6 depicts a bilingual English-isiZulu sign, ‘Krispy nKukhu’ that was displayed at a fast foods 
business at Durban station in KwaZulu-Natal.  
 
The term ‘Krispy nKukhu’ on the sign translates to ‘Crispy Chicken’ in English. The isiZulu word 
‘nkukhu’ is a well-known word which means ‘chicken’ that is used in most other African languages 
also. In the context of the sign, it is the name of a well-known food franchise brand in the area that 
sells grilled and fried chicken. According to their website, the owners of the store claim to embrace 
‘Kasi’ (township) flavours and lifestyle in their menu, offering food and flavours that are inspired by the 
various cultural traditions emanating from the many Black townships in the area. Essentially, ‘Krispy 
nKukhu’ is a fast food franchise brand that originated from the local Black townships offering their 
customers authentic township taste. Regarding the name of the business, the authors of the sign 
deliberately spelt the word ‘Crispy’ incorrectly, as starting with a ‘K’, probably for the effects of both 
alliteration and onomatopoeia in the pronunciation of the name of the business in reference to the 
crispy fried chicken that is sold there. Drawing on Banda and Mokwena (2019) who illustrate how 
indigenous African languages and localised English are entangled as commodities, the sign in  Fig. 
25.6 could be seen as one such example. Also, the bilingual English-isiZulu text on the sign 
corroborates their assertion that new forms of commodification do not necessarily involve ‘standard’ 
English. In fact, the text on the sign illustrates that these new forms of commodification are not 
reserved for modern, urbanised landscapes which are intended solely for consumption by the wealthy 
or tourists. Instead, the text on the sign shows how rural and traditional modes of production are also 
capable of influencing commodification in the LL in terms of their various offerings (Banda and 
Mokwena 2019).  
 
Thus, as the authors assert, local languages are also commodified and the symbolic value of English 
as the absolute language of commodification is not necessarily universal. Furthermore, they argue 
that English competes with the other local languages which can be seen on the sign. Although the 
English text compliments the isiZulu, the two languages compete for space on the sign and for the 
attention of readers of the sign. The sign corroborates the assertion that the local languages are 
valuable commodities in the LL since the presence of English and isiZulu on the sign serve as 
languages of marketisation. In addition, the text on the sign shows that English is often localised to 
assume Bantu language morphophonology and that it is also often blended with the local languages 
for aesthetic and marketisation purposes in commercial advertising (Banda and Mokwena 2019). 
Moreover, the sign confirms the assertion that the commodification of languages and the 
accompanying hybridised forms entail consideration of the semiotic choices of the local authorship of 
signs. It also entails consideration of the influence of local communities’ language practices in the LL. 
The sign in Fig. 25.6 supports the argument that local languages probably share a similar commodity 
status with English in the LL. Therefore, local languages and localised English become signs of 
commodification in the LL (Banda and Mowkena 2018:185). 
 

26.5 CONCLUSION 
 

During the past decade, many railway stations in South Africa were upgraded and have become 
nodes where numerous modes of transport and masses of commuters converge daily. In terms of 
commercial advertising, these commuters are a captive audience. Public railway sites are regarded as 
a perfect fit for advertisers wishing to attract customers. Considering that most commuters travel twice 
a day in these high dwell time environments, railway sites are ideal in terms of providing opportunities 
for focussed commercial messages. Furthermore, the amount of time commuters spend on platforms 
and in trains on a daily basis, enable brands to engage meaningfully to maximise their brand 
exposure with this highly sought after market segment (PRASA 2018). It is therefore not surprising 
that texts displayed on signs at the railways are mostly commercial in nature. As anticipated, the 
findings revealed that most of the signs at the railways in South Africa were monolingual English. 
Many possible reasons could explain this dominance of English. For instance, English may be used to 
address not only native speakers of the language but also tourists from other countries or immigrants 
from other African countries and further afield. In addition, English serves as a lingua franca in 
multilingual environments which may be used for its perceived prestige and positive connotations on 
signs. However, this view is not necessarily universal as explained by Banda, Jimaima and Mokwena 
(2018) who argue that most messages in English are probably addressed to non-native speakers of 
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the language. Evidence in support of this argument is that Census (2011) data reveal that the number 
of people with English as their mother-tongue is limited when compared to the other official languages 
of South Africa, comprising mostly indigenous African languages. Although the findings revealed that 
English is the preferred language on signage, many of the indigenous African languages are widely 
spoken by most rail commuters as observed during ethnographic fieldwork. A notable number of the 
signs were bilingual and displayed combinations of English and another language on the signs. The 
proliferation of foreign languages on signs, such as Juba, Urdu, Spanish and Portuguese could be 
attributed to translocal and transnational mobility of speakers of these languages in a post-apartheid 
South African context. A recommendation of this paper is that railway authorities should encourage 
advertisers to comply with the relevant language policies as outlined in the South African Constitution 
(RSA, 1996), as far as it is practical to do so on commercial advertising signage. Essentially, this 
would entail promoting multilingualism in the messages displayed on signs at the railways. In this way, 
the multicultural, multilingual nature of commuters, especially those who speak languages other than 
English, could be accommodated and acknowledged in the social structuring of languages at the 
railways in South Africa. 
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