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ABSTRACT 

Business incubators have emerged as crucial mechanisms for fostering 

entrepreneurship and propelling global economic growth. These programmes provide 

aspiring entrepreneurs with essential resources, mentoring, and support services in 

order to facilitate the creation and launch of successful businesses. As a consequence, 

business incubators have become essential components of government agencies, 

particularly those with a primary focus on entrepreneurship. 

The study aims to assess the quality of service provided by the Durban University of 

Technology Centre for Social Entrepreneurship Rapid Incubator (DUT CSERI). The 

SERVQUAL questionnaire was used to assess the expectations and perceptions of 

SMMEs in relation to five quality dimensions. Non-probability sampling and 

convenience sampling were utilised to select 330 SMMEs affiliated with the DUT 

CSERI. Inferential and descriptive statistical analyses were utilised to assess the 

quality provided by the DUT CSERI. 

This study revealed that the DUT CSERI provides SMMEs with exceptional service 

quality. This is evidenced by the fact that SMME’s perceptions of service quality 

exceeded their expectations. However, there is room for continuous improvement, as 

five out of twenty-two service quality gaps were successfully identified. It is 

recommended that CSERI improve its tangibility and reliability service quality 

dimensions. 

Keywords: Service, Service quality, Business incubation, Business development 

services, SMMEs 
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Chapter 1: Overview 

1.1 Introduction  

Business incubators have emerged as crucial tools for fostering entrepreneurship and 

driving global economic development. These programmes provide vital tools, 

mentorship, and support services to aspiring entrepreneurs in order to enable the 

creation and launch of successful firms. As a result, business incubators have become 

essential components of educational institutions, especially those that place a 

significant focus on entrepreneurship. 

The purpose of this study is to investigate the service quality at DUT CSERI. The 

primary objectives include evaluating the quality of CSERI's services and identifying 

areas for improvement and strength in their service delivery. The results of this study 

will contribute to the current body of knowledge on service quality in business 

incubators and provide significant insights for improving CSERI's offerings. 

This chapter contextualises the research, explicates the problem statement, details the 

aim and objectives, and presents the rationale for the study. A summary of the 

methodology, limitations and delimitations follows, concluding the chapter with the 

structure of this study. 

1.2 Context of the research 

The Durban University of Technology (DUT) is a premier institution in South Africa, 

offering entrepreneurship programmes to its students and the greater community. The 

Centre for Social Entrepreneurship Rapid Incubator (CSERI), one of its products, was 

founded in April 2015 to encourage the development of social and non-social 

businesses in the Durban area. CSERI provides entrepreneurs with a variety of 

services, including business development support, mentorship, business coaching, 

office space, and networking opportunities. 

While business incubators play an important role in the development of start-ups, there 

have been questions raised about the quality of services given by these incubators 

(Torun et al. 2018). The effectiveness of these programmes is dependent on the quality 
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of services provided, which has a substantial impact on the incubation process's 

outcomes (Sultana and Gupta 2020). As a result, it is critical to evaluate the service 

quality provided by business incubators, with a focus on the South African setting. 

The purpose of this research study is to evaluate the service quality at the DUT CSERI. 

Business incubators play an important role in fostering entrepreneurship and 

enhancing economic growth. It is, therefore, essential to assess the quality of the 

services they provide. The aim is to identify the SMMEs' service quality expectations 

and compare them with their service quality perceptions after they have used CSERI 

services. Service quality gaps that will be identified will aid in improving CSERI service 

offerings, thereby improving the sustainability of both the incubator and SMMEs. The 

study aims to propose recommendations for improving CSERI's service quality and, 

ultimately, the overall service quality of South African business incubators, thereby 

promoting the success of entrepreneurial initiatives in the South African 

entrepreneurial ecosystem. 

1.3 Problem statement  

Business incubators have attracted considerable attention in recent years as a tool for 

enhancing entrepreneurship and economic growth (Madlala 2018), but there has been 

little research into service quality in the context of these programmes, particularly in 

the South African setting. This concurs with what Lose (2019) discovered in his study 

entitled: Framework for the Effective Creation of Business Incubators in South Africa. 

Service quality is crucial to the success of incubation programmes and can have a 

substantial impact on business start-up prospects. 

The DUT CSERI is a business development programme that promotes the 

development of socially conscious and ethically responsible entrepreneurs in the 

Durban area. However, no empirical research has been undertaken to date to 

investigate the quality of services provided by CSERI, and there is a need to identify 

their service quality gaps.    

Thus, the problem statement for this study arises from the lack of empirical evidence 

pertaining to the service quality of business incubators in South Africa in general and 

more specifically with reference to the DUT CSERI. 
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1.4 Aim and objectives 

1.4.1 Aim of the study 

The aim of this research study is to assess the service quality of DUT CSERI. 

1.4.2 Objectives of the study 

The following objectives have been set to achieve the study's aim: 

i. To determine SMMEs' expectations of service quality, 

ii. To determine SMMEs' perceptions of service quality, 

iii. To identify gaps in service quality at DUT CSERI. 

1.4.3 Research Questions  

The study aims to answer the following research questions: 

i. What are the service quality expectations of SMMEs? 

ii. What are the perceptions of service quality among SMMEs? 

iii. What are the service quality gaps at DUT CSERI? 

1.5 Rationale for the study 

Over the last eight years, DUT CSERI has experienced remarkable success and 

growth as a rapid business incubator. It has established 187 SMMEs, created 423 jobs, 

supported 924 SMMEs, trained 5 268 youth, raised more than R13 million in funds for 

SMMEs, and generated nearly 400 million rands in turnover (CSERI, 2023). However, 

as the business incubation sector grows and competition intensifies, it is critical to 

analyse and assess the quality of services provided by DUT CSERI. 

The growing number of business incubators, the high failure rate of startup businesses, 

limited financial resources, COVID-19 challenges, and technological advancements 

have put significant pressure on business incubators to deliver superior service quality 

in order to remain relevant and effective (Hausberg and Korreck 2021). As a result, it 

is critical to examine the degree of service quality at DUT CSERI in order to identify 

any shortcomings and improve overall service delivery. 
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This research is critical in assisting incubators to adapt their value proposition to fit in 

with developing entrepreneurial ecosystem paradigms. DUT CSERI can improve 

customer satisfaction and loyalty while enhancing its competitiveness in the industry 

by constantly monitoring service quality and utilising incubatee feedback. The research 

will help to advance scholarly scientific knowledge of service quality and customer 

service, ultimately ensuring service quality assurance in business incubators. 

Overall, the purpose of this research is to provide valuable insights to DUT CSERI and 

other incubators, allowing them to improve their service quality and satisfy the 

changing demands of entrepreneurs in an increasingly competitive and dynamic 

business climate.  

1.6 Research methodology 

1.6.1 Research design 

The current study is a quantitative and descriptive study that assesses the quality of 

service at DUT CSERI. The study employed a cross-sectional methodology, which 

involved gathering data from any specified sample of population elements at roughly 

the same time (Godeiro et al. 2018). The research study used a quantitative research 

method because the questions focused on measuring the level of service quality 

provided by DUT CSERI. For example, the study attempted to assess SMMEs' 

satisfaction with various dimensions of the service quality provided, such as 

responsiveness, reliability, empathy, assurance, and tangibility.  

1.6.2 Target population 

DUT CSERI has a population of 924 SMMEs in its database. These SMMEs include 

all businesses, in incubation regardless of stage or level. The target population was 

defined as all current SMMEs enrolled at DUT CSERI. The inclusion criteria for the 

study population included SMMEs who are currently enrolled at DUT CSERI and 

SMMEs who have used the services provided by DUT CSERI. The exclusion criteria 

included SMMEs who had not used the services provided by DUT CSERI. 
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1.6.3 Sampling method 

The researcher employed non-probability sampling despite the availability of a 

sampling framework. The choice was made because of the anticipated difficulties in 

locating individual responses. The use of non-probability sampling has the benefit of 

being more straightforward in terms of time and more affordable (Buelens, Burger and 

van den Brakel 2018). Non-probability sampling, like convenience sampling, can be 

conducted on a spontaneous basis to make use of reachable respondents while 

avoiding the statistical complexity of a probability sample. It is also the best approach 

to use for the survey method. Convenience sampling is based on factors that are 

convenient to the researcher, such as respondents who are existing contacts, are 

easily accessible are geographically nearby, and are prepared to take part in the 

study (Govender 2017). This study's sample size was determined using a power 

analysis, which took into account aspects such as effect size, level of significance, and 

desired level of statistical power.  

The DUT CSERI has approximately 200 SMMEs in incubation plus 724 in post-

incubation, which is equal to 924 SMMEs in the total population. An ideal sample size 

of 272 SMMEs with an expected response rate of 80% was calculated using the power 

analysis formula, and 340 SMMEs were targeted. 

1.6.4 Measuring instrument 

This study will use a self-administered survey that will be disseminated to all individuals 

affiliated with the DUT CSERI. A questionnaire containing the SERVQUAL metrics 

measurements is an existing instrument that will be utilised to capture the information 

(Kumar and Mahajan 2019). 

1.6.5 Data collection method 

A Survey Monkey was used to collect data from the respondents. This is a cloud-based 

survey tool that assists academics in the creation, distribution, and analysis of surveys. 

A non-probability sampling technique was used to recruit and select SMMEs who 

participated in the research study. Emails were sent to respondents in the DUT CSERI 

database. The SERVQUAL questionnaire was uploaded onto Survey Monkey in order 
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to be distributed to the respondents. It took no more than 10 minutes to complete the 

SERVQUAL questionnaire. The respondents were reminded on a regular basis to 

return the questionnaire. 

1.6.6 Data analysis 

This is a quantitative study, and the data will be analysed using the SPSS statistical 

tool (version 29), as well as the relevant statistical tests. An analysis of the content will 

be carried out to derive meaning from the collected data. 

1.6.7 Pretesting 

The researcher pre-tested the instruments that were utilised to collect data to ensure 

that they were clear and concise and did not have any irregularities. This strengthened 

the validity and reliability of all instruments utilised. Approximately 10% of the sample 

size of respondents participated in the Pre-test. These respondents did not take part 

in the main study in order to avoid contamination of the results. 

1.6.8 Validity and reliability 

According to Flake et al. (2022), validity measurement is a starting point for insight into 

the complex issues of investigation in research. Validity in research is important as it 

is associated with the generalisation of the research findings (Lomendra et al. 2019; 

Maxwell 2021). An academic in the field, a practitioner, and a statistician were used to 

ensure validity was achieved. Forero et al. (2018) assert that reliability is centred on 

the consistency of the research study’s measure and the standardisation of the study 

administration in order to minimise measurement error. The reliability of this study was 

ensured by targeting a minimum Cronbach's Alpha value of 0.8 (Shorfuzzaman et al. 

2019). 

1.7 Delimitation of the study 

The scope of this research study is restricted to the DUT CSERI. The study will 

evaluate the quality of CSERI's services from the perspective of its associated 

entrepreneurs. The following areas will be explicitly investigated in the study: 
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i. The elements of service quality that are relevant to CSERI as defined by the 

literature review. 

ii. The incubator's affiliated entrepreneurs' perceptions of the quality of services 

supplied. 

iii. The data-driven identification of CSERI's service quality gaps. 

iv. Recommendations aimed at improving the quality of CSERI services based on 

the findings of the study. 

The study did not consider other business incubators in South Africa or elsewhere. It 

also did not consider CSERI's broader socioeconomic factors. The focus of the study 

was to evaluate the quality of services provided by CSERI and make recommendations 

for improving service delivery at the incubator.  

1.8 Limitations of the study 

The following limitations may have an impact on the generalisability and reliability of 

the findings in this study: 

i. This study will focus on SMMEs affiliated with CSERI. Thus, the sample size 

may be limited. As a result, the findings may not be indicative of other South 

African or international business incubators. 

ii. The study is based on information provided by entrepreneurs. As a result, there 

could be bias or discrepancies in the responses, affecting the dependability of 

the conclusions. 

iii. The study is limited to a single case study of the CSERI. As a result, the findings 

may not be applicable to other South African or international business 

incubators. 

iv. The study is cross-sectional in nature; data will be collected at a particular 

moment in time. As a result, the study cannot analyse changes in the quality of 

CSERI's services over time. 

v. The study will rely on subjective opinions and perceptions of CSERI's service 

quality. These perceptions may differ based on individual experiences and 

expectations, which might impact the findings' reliability. 
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Notwithstanding these limitations, this study provides valuable insights into the quality 

of services given by CSERI and can contribute to the current literature on service 

quality in business incubators. 

1.9 Ethical considerations 

To avoid any potential conflicts of interest, the researcher signed papers declaring 

economic interests prior to the start of this project. A consent form in basic English was 

created for the questionnaire. The aim of the study and why the respondents were 

chosen to participate were also discussed, providing them with a clear sense of what 

to expect, as well as any benefits to them. Respondents were guaranteed the findings' 

confidentiality. The right of respondents to withdraw from the study at any moment was 

clarified and highlighted. All dangers associated with this study, whether financial, 

psychological, or social in origin, were highlighted in advance. All precautions were 

taken to guarantee that no one suffers bodily injury as a result of this research. 

Data Storage 

Data captured during the research will be safeguarded and destroyed in a way 

that ensures the respondent's confidentiality. Questionnaires will be retained in secure 

storage for five years before being shredded, and electronic information will be kept for 

five years before being removed. Electronic data will be saved on password-protected 

drives that will be locked in a safe location to which only approved individuals will have 

access. 

1.10 Structure of the study chapters 

Chapter 1: This chapter introduces and contextualises the research. This part outlines 

the study's objectives and goals, as well as questions about the study. This chapter 

also contains a brief summary and contextual analysis of the research, as well as its 

context and background. 

Chapter 2: The literature review covers the conceptual and theoretical framework of 

the study. This provides an in-depth review of the literature on service quality in 

business incubators. It emphasises the essential concepts, theories, and frameworks 

associated with service quality and all of its components. The chapter also examines 



9 

 

the available research on business incubators and their role in entrepreneurship 

support. 

Chapter 3: The research methodology describes how the data for the study will be 

collected using SERVQUAL questionnaires. This chapter covers the study's strategy, 

data collection methods, data analysis, and ethical considerations. It also justifies the 

approach used and discusses the sample selection and data analysis techniques. 

Chapter 4: The data analysis and findings presentation chapter covers the descriptive 

analysis of the survey and interview data. The findings are presented with respect to 

the research objectives and questions. This chapter also interprets the findings, 

connecting them to the literature review and the study objectives. The discussion 

critically assesses the findings and emphasises the strengths and flaws of CSERI's 

service quality. 

Chapter 5: The recommendations and conclusions chapter summarises the important 

results, limitations, and implications for practice and future research from the study. 

Based on the findings of the study, it also presents actionable recommendations for 

increasing the quality of services provided by CSERI. 

1.11 Conclusion 

Business incubators have emerged as crucial tools for fostering entrepreneurship and 

driving global economic development. These incubators provided vital tools, 

mentorship, and support services to aspiring entrepreneurs in order to enable the 

creation and launch of successful firms. As a result, business incubators have become 

essential components of educational institutions, especially those that place a 

significant focus on entrepreneurship. This chapter contextualised the research, 

clarified the problem statement, the aim and objectives, and presented the rationale 

for the study. Chapter 2 will continue with a comprehensive literature review on service 

quality and investigate existing studies, theories, and models on service quality in the 

context of business incubators. 
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Chapter 2: Literature Review 

2.1 Introduction 

The preceding chapter provided an overview of the research study's purpose in 

investigating service quality at DUT CSERI. This chapter provides an in-

depth literature review covering several aspects of the research problem. The literature 

review will explore the role of government in SMME development, the concept of 

business incubation, and a brief history of DUT CSERI. It will also look at the concept 

of service quality, the dimensions and measurement of service quality, and key models 

like SERVQUAL and the quality gap model. The chapter concludes by emphasising 

the benefits of service quality and how it contributes to customer satisfaction. This 

comprehensive review of the literature serves as a foundation for future chapters and 

leads to a deeper comprehension of service quality at DUT CSERI. 

2.2 Government role in SMME development 

Governments around the world have adopted a variety of policies and incentives to 

encourage the growth and sustainability of small businesses (Songling et al. 2018). 

Similarly, particular organisations are established in countries such as Pakistan to 

stimulate entrepreneurship through the design of policies related to SMMEs and the 

facilitation of access to funding (Ali 2018). While governments are not directly 

responsible for the creation and operation of businesses, they do have a responsibility 

to provide an optimal environment for entrepreneurial activity (Surana, Singh and 

Sagar 2020). This entails enacting legislation and rules that streamline the process of 

starting and running a business while reducing bureaucratic barriers (Urbano, Aparicio 

and Audretsch 2019; Thurik et al. 2023). 

Tax policies that affect the profitability of small businesses through income exemptions, 

for example, can have a considerable impact on market concentration (Hall and 

Woodward 2010). Furthermore, selective subsidies have the ability to modify 

the market structure, which could contribute to the elimination of efficient businesses 

that do not get subsidies (Aghion et al. 2019). As a result, government assistance 

programmes must be well-informed and context-specific in order to improve the 
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performance of small businesses without negatively impacting other market 

participants (Hall and Woodward 2010). 

SMMEs' growth or collapse is influenced by a country's governance and its legislative 

systems (Wen et al. 2023). SMMEs frequently require government interventions to 

solve social ills such as fraud, exploitation, lack of know-how and critical expertise 

(Afolabi et al. 2022). Several countries have developed incubation centres that provide 

entrepreneurs with tailored business development services like administrative and 

financial assistance (Ahmed et al. 2020). However, such support can cause market 

distortions, which can be beneficial if the supported businesses are efficient or 

detrimental if they are not (Aghion et al. 2019). The aforementioned scenario might be 

harmful in the long run since aided SMMEs may temporarily boost their prospective 

efficiency, displacing efficient firms that are not receiving similar support and lowering 

overall productivity. 

To address these issues, government assistance should be evidence-based and take 

into account the diversity and complexity of the small business sector (Urbano, Aparicio 

and Audretsch 2019; Thurik et al. 2023). Recognising that various businesses have 

diverse needs, government interventions and policies should avoid a "one-size-fits-all" 

approach and instead cater to the diversity of small businesses (Thurik et al. 2023). It 

is essential to provide assistance in a way that avoids creating undesirable externalities 

and jeopardising the future of other businesses that do not have access to the same 

assistance (Hall and Woodward 2010). Surprisingly, research indicates that 

businesses that are self-funded are more profitable and sustainable than those relying 

on government grants, implying that financial grants may create dependence 

syndrome by deterring innovation and encouraging reliance on government support for 

operations (Aghion et al. 2019). 

Thus, effective government support programmes for small businesses require a 

nuanced understanding of the sector, tailored interventions that account for business 

diversity, and a careful balance to avoid unintended negative consequences (Hall and 

Woodward 2010; Urbano, Aparicio and Audretsch 2019; Thurik et al. 2023). 
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2.3 South African Government policy initiatives 

The government of South Africa implemented a variety of policies, strategies, and 

programmes to promote the growth and success of SMMEs (Ouma-Mugabe, Chan 

and Marais 2021). These efforts seek to stimulate economic growth, create jobs, and 

alleviate poverty (Abrahams 2018). Despite these efforts, SMMEs have yet to realise 

their full development potential (Yu 2017). 

The Small Enterprise Development Agency (SEDA) was established by 

the government in 2004 under the National Business Amendment Act (Hewitt and Van 

Rensburg 2020). SEDA was established to give non-financial assistance to SMMEs, 

such as assistance with crafting business strategies, and the creation and 

implementation of development plans (Botha et al. 2021). Other organisations that 

assist SMME owners include the Technology Innovation Agency (TIA), the National 

Youth Development Agency (NYDA), and the Micro-Agricultural Financial Institution of 

South Africa (Ndayizigamiye and Khoase 2018). 

The government further established the Small Enterprise Finance Agency (SEFA) in 

2012 to facilitate small business lending by combining numerous existing financial 

institutions (Tala 2021). In addition, in 2014, the Department of Small Business 

Development (DSBD) was established, which combined multiple entities to create a 

comprehensive strategy for the growth and development of SMMEs and cooperatives 

(Mnguni 2018). Through legislative and economic policies, the ministry was tasked with 

improving SMMEs' access to infrastructure, energy, and related assistance initiatives 

(Mnguni 2018). 

According to Chandra, Paul and Chavan (2020), the survival rate of SMMEs in South 

Africa remains low despite these government efforts. South Africans are hopeful about 

beginning their own enterprises and believe they have the requisite skills and 

experience (Chandra, Paul and Chavan 2020). Nonetheless, hurdles remain in the 

development of an effective entrepreneurial ecosystem (Neumeyer, Santos and Morris 

2019). 

This current study investigated service quality at DUT CSERI in the context of 

government initiatives and challenges faced by SMMEs. Understanding the quality of 
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services given by business incubators such as CSERI is critical for addressing 

high SMME failure rates and enhancing the support system (Neumeyer, Santos and 

Morris 2019). Policymakers and stakeholders can acquire significant insights from this 

study in order to improve the support ecosystem and promote the development and 

prosperity of SMMEs in South Africa. 

Furthermore, investigating service quality at DUT CSERI will add to the existing 

literature on business incubators and their role in assisting SMMEs. Entrepreneurs 

benefit from a variety of services provided by business incubators, including coaching, 

networking opportunities, and access to capital (A'Aqoulah, Kuyini and Albalas 2022). 

The quality of these incubators' services can have a major impact on the success and 

survival of SMMEs (Akpoviroro, Oba-Adenuga and Akanmu 2021). 

Prior research has emphasised the relevance of service quality in business incubators 

and its impact on incubated business success and growth (Akpoviroro, Oba-Adenuga 

and Akanmu 2021). High-quality services, such as effective mentorship, access to 

resources, and networking support, have been shown to positively influence the 

development and success of SMMEs (Akpoviroro, Oba-Adenuga and Akanmu 2021). 

This study intends to provide insights into the effectiveness and impact of services 

offered to incubate SMMEs by analysing service quality at DUT CSERI. This evaluation 

will look at many aspects of service quality, such as responsiveness, reliability, 

tangibility, assurance, and empathy (Pakurár et al. 2019). Understanding the strengths 

and shortcomings of DUT CSERI's services can aid in identifying areas for 

improvement and informing policy decisions targeted at improving the support 

ecosystem for SMMEs. 

Furthermore, this study explores the broader context of government initiatives and the 

issues that SMMEs face in South Africa. SMME success is determined not just by 

business incubator support, but also by external variables and policies that create the 

business environment (Chandra, Paul and Chavan 2020). As a result, it is critical to 

assess the service quality at DUT CSERI in relation to the government's initiatives to 

foster SMME growth and solve the constraints and challenges that these businesses 

encounter. 
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Finally, this study aims to contribute to a better understanding of service quality and its 

impact on the success of incubated SMMEs. This research intends to give significant 

insights for policymakers, incubator managers, and entrepreneurs to improve the 

support ecosystem and nurture the growth and development of small enterprises in 

South Africa by taking into account government initiatives and obstacles faced by 

SMMEs. 

2.4 Business Incubation in South Africa 

The key objective of business incubators (BIs) is to facilitate the development and 

growth of businesses in order to foster economic growth and create job opportunities, 

thereby increasing the general standard of living for local communities (Zouari and 

Abdelhedi 2021). BIs are essential in nurturing and accelerating the development of 

new businesses, as well as offering critical support services to developing 

organisations (Sanyal and Hisam 2018). 

Scholars and researchers have recognised BIs' primary responsibilities and objectives, 

which involve promoting start-up developments and contributing to economic 

growth through the provision of comprehensive business development services 

(A'Aqoulah, Kuyini and Albalas 2022). BIs' efficacy is frequently determined by their 

specific goals and objectives. According to Shehada et al. (2020), it is widely agreed 

that BIs should strive to achieve the following goals: 

i. Create a considerable number of jobs within a short period of time. 

ii. Foster the formation and sustainable development of SMMEs in order to 

improve the survival and success rates of both old and new businesses. 

iii. Help newly graduated students generate innovative ideas, goods, and services, 

and launch their personal businesses with the help of private and institutional 

capital. 

iv. Accelerate the development of new businesses and diversify economic 

activities by facilitating university-based research and commercialization 

through firms born in incubators. 

v. Facilitate networking opportunities for businesses and find export and import 

prospects. 
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vi. Support SMMEs and start-up accelerators to foster innovation and creativity-

driven entrepreneurship. 

Given the significance of BIs, it is critical to investigate the landscape of these 

organisations in South Africa. Understanding the distinctive features and dynamics of 

the country's BIs can help policymakers and stakeholders successfully harness their 

full potential for stimulating entrepreneurship, driving economic development, and 

attaining desired goals (Zariman, Humaidi and Abd Rashid 2022). 

2.4.1 Definition of business incubator (BI) 

A business incubator (BI) is defined as "a programme designed to accelerate the 

successful development of startups through an array of business support resources 

and services, developed and orchestrated by incubator management and offered in 

the incubator and through its network of contacts" (Shehada et al. 2020). This 

description emphasises the core purpose of a BI, which is to help entrepreneurs 

overcome common barriers to success, such as access to cash, networks, and 

business skills. 

The concept of a BI has evolved over time to reflect the changing demands and 

dynamics of entrepreneurs (Sanyal and Hisam 2018). For example, there is a growing 

emphasis on social entrepreneurship, which has resulted in the establishment of 

incubators that particularly promote enterprises with a social or environmental 

objective. These incubators provide customised tools and support, such as access to 

impact investors, legal and regulatory expertise, and mentorship from established 

social entrepreneurs (Lose 2019). 

Furthermore, certain incubators may specialise in particular industries or technologies, 

such as biotechnology, financial technology, or renewable energy (Lose 2016). These 

industry-focused incubators connect entrepreneurs to industry-specific resources, 

networks, and knowledge, allowing them to overcome industry-specific problems and 

succeed in their chosen sector. 

In essence, a BI is a broad and flexible term that reflects the diversity of programmes, 

resources, and services available to support new companies. Regardless, the primary 
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goal of a BI remains the same: to provide entrepreneurs with the resources, support, 

and knowledge they need to prosper in their particular industries and contribute to the 

local economy (Godeiro et al. 2018). 

BIs have emerged as critical players in fostering entrepreneurship and economic 

development (Harper-Anderson and Lewis 2018). Their role extends beyond physical 

space; they provide a variety of services and resources to nurture and accelerate the 

growth of entrepreneurial initiatives (Sanyal and Hisam 2018). Mentorship, networking 

opportunities, access to funding, marketing help, and company planning aid are 

examples of these services (Alpenidze, Pauceanu and Sanyal 2019). Incubators strive 

to boost the likelihood of success for companies and contribute to local economic 

growth by providing such complete support. 

According to research, business incubators have a beneficial impact on the success of 

entrepreneurs (Shehada et al. 2020). Research has also shown that incubator-

assisted businesses are more likely to survive and flourish than non-incubated 

competitors (Hausberg and Korreck 2021). Incubators foster the development of 

entrepreneurial skills and provide access to critical resources that can assist 

businesses in overcoming early-stage hurdles and increasing their prospects of long-

term viability (Lose 2016). 

Furthermore, the influence of business incubators goes beyond the specific ventures 

they sponsor. By encouraging information exchange, collaboration, and the 

establishment of social networks among entrepreneurs, investors, and other 

ecosystem stakeholders, incubators play an important role in creating regional 

innovation ecosystems (Shehada et al. 2020). Incubators aid in the construction of a 

conducive entrepreneurial environment and encourage economic development at the 

local level by encouraging such contacts. 

It is important to note, however, that the effectiveness of BIs can vary depending on a 

number of factors, including the quality of their support services, the selection and 

screening process for participating ventures, and the alignment between the 

incubator's offerings and the needs of the startups (Alpenidze, Pauceanu and Sanyal 

2019). Continuous review and customization of incubator programmes are critical to 

ensuring their relevance and impact (Godeiro et al. 2018). 
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Finally, BIs play an important role in fostering entrepreneurship and driving economic 

growth. Incubators strive to improve startup success rates and help to the creation of 

thriving innovation ecosystems by providing a variety of tools and services. More 

empirical studies and evaluations are required to better understand the aspects that 

contribute to incubator efficacy and to continuously improve their impact on startup 

success and regional economic development. 

2.4.2 Types of business incubators 

A number of factors influence the classification of BIs, including their growth stage, 

service offerings, and industry focus (Lukeš, Longo and Zouhar 2019). Technology 

incubators are among the most prominent types, specialising in assisting companies 

in the technology industry by providing resources such as networking opportunities, 

access to laboratories, technology transfer offices, and mentorship (Xiao and North 

2018). Social incubators, on the other hand, help social entrepreneurs that want to 

address environmental or social issues by providing services such as impact 

measurement tools, access to capital, and mentorship (Sansone et al. 2020). 

Corporate incubators, which are founded by large corporations, are aimed at promoting 

startups that are aligned with the corporation's long-term objectives by providing 

access to assets such as knowledge, technology, and distribution networks (Kötting 

2020). Government incubators, as the name implies, are established by governmental 

agencies to stimulate the creation of new businesses by offering services such as 

networking, financial access, and business development support (Lamine et al. 2018). 

Mixed-use incubators that span many industries provide a variety of services such as 

networking, mentoring, and shared office space (Le Tellier et al. 2019). 

Regional incubators are geographically focused and seek to promote the local 

economy by developing local entrepreneurs (Roundy 2021). Finally, academic 

incubators, which are associated with universities or academic institutions, give 

businesses valuable resources such as knowledge, research facilities, and 

opportunities for networking (Lose 2019). 

The existence of several types of BIs demonstrates these institutions' flexibility and 

adaptability in serving the specific demands of various sectors and regions. These 
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incubators support the establishment and growth of entrepreneurial attempts in a 

variety of sectors by adapting their services to the specific needs of entrepreneurs. 

2.4.3 Rapid Incubators  

Rapid incubators, also known as accelerated or virtual incubators, are a type of 

business incubator that focuses on supporting the creation and development of 

businesses through a faster and more flexible process (Zhang, Jun and Palacios 

2021). Unlike traditional incubators, which provide physical space and resources to 

start-ups over a longer period, rapid incubators offer a streamlined process that 

leverages technology and online platforms to connect entrepreneurs with resources 

and support in a shorter timeframe (Lamine et al. 2018; Surana, Singh and Sagar 

2020). 

Rapid incubators are designed to be more agile and adaptable to the changing needs 

of start-ups, with a focus on developing viable businesses quickly (Guillén Perales et 

al. 2020). By providing access to a wide range of resources and services, including 

mentorship, funding, and training, rapid incubators aim to help start-ups reach key 

milestones and achieve success in a shorter period of time. 

One of the key advantages of rapid incubators is their ability to leverage technology to 

connect entrepreneurs with mentors, advisors, and other resources that can help them 

grow their businesses more quickly (Baldassarre et al. 2017). Rapid incubators also 

provide access to funding and investment opportunities, which can be critical for start-

ups that are looking to scale their operations rapidly (Ghosh, Mehta and Avittathur 

2021). 

However, rapid incubators also face several challenges, including the need to balance 

speed and agility with quality and effectiveness (Zutshi et al. 2021). There is also a risk 

that rapid incubators may overlook some of the critical components of successful 

incubation, such as building strong networks and relationships with investors and 

mentors (Zun, Ibrahim and Hamid 2018). 

Overall, rapid incubators represent a promising approach to supporting the creation 

and launch of businesses, particularly in industries that are characterised by fast-paced 
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innovation and disruption. However, continuous empirical study is required to better 

comprehend the effectiveness of rapid incubators and the optimal strategies for 

supporting start-ups through these programmes. 

2.4.4 Key success factors for business incubation 

According to Torun et al. (2018), multiple factors contribute to the success of BIs. 

These factors include location and facilities, governance, business development 

services (BDS), networking opportunities, BI culture, incubatee quality, and financial 

resources (Akpoviroro, Oba-Adenuga and Akanmu 2021). Other researchers agree 

that a shortage of each of the factors listed above can destroy an incubator (Alpenidze, 

Pauceanu and Sanyal 2019). 

BI's success, according to Lose (2019), heavily depends on its location and the 

aesthetic value of its facilities. Entrepreneurs should benefit from easy accessibility 

because they will not be willing to drive vast distances to receive assistance. The 

ecstatic value of the facilities, on the other hand, will impact the entrepreneur's decision 

to visit the BI or not. Lose et al. (2016) concur that both of these factors will have a 

direct impact on SMME service quality expectations. A well-constructed BI close to 

where entrepreneurs are will be perceived as well-organised and providing superior 

service quality (Kötting 2020). 

On the other hand, the BI's governance and leadership style have a direct impact on 

its operations. A well-managed and governed incubator will have satisfied staff who, in 

turn, will treat SMMEs properly, making the BI sustainable (Aziz and Alluhaidan 2022). 

An incubator's management should also foster an organisational culture that values 

and respects diversity. The BI's culture should be fair and open, allowing employees 

and clients to freely contribute to the BI's long-term viability (Akkermans et al. 2019). 

The BI culture will include the overall operation of the BI, including policies and 

processes, compliance, and overall well-being (Chandra, Paul and Chavan 2020).  

All of these critical success variables, according to Alpenidze, Pauceanu and Sanyal 

(2019), are interconnected. The successful implementation of one or both will have an 

impact on the other element, either positively or negatively. For example, if qualified 

incubatees are recruited into the BI in a fair and transparent manner, the SMMEs and 
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the BI will see significant progress. Shared resources (equipment, human capital, office 

space, and cash) will not be abused (Harper-Anderson and Lewis 2018). Instead of 

being handed pre-packaged BDS that do not solve their concerns, SMMEs will be able 

to get what they are expecting from the BI (Cao and Zhang 2022).  

It is critical for incubators to conduct market feasibility studies in order to fully 

understand the demands of SMMEs. Business development services will be packaged 

to satisfy these requirements. BI leaders should also keep in mind that the needs of 

SMMEs are dynamic and evolve all the time. As a result, management must be 

adaptable enough to market changes in order to remain relevant and thus increase 

sustainability (Borishade et al. 2021). 

All of these key success factors, which may be summarised as location and facilities, 

governance, BDS, networking opportunities, BI culture, incubatee quality, and financial 

resource availability, are the ingredients for creating outstanding customer service at 

the incubator. As a result, some of these factors will be evaluated and findings will 

come out of this study. 

2.4.5 Benefits accrued from business incubators 

BIs provide several benefits to their customers, allowing them to build their businesses 

successfully (Torun et al. 2018). Access to financial and investment options, 

mentorship and networking programmes, shared resources, market access, access to 

research and development facilities, and branding and marketing support are among 

the benefits (Roundy 2021). 

Access to capital is a crucial benefit provided by BIs. Incubators connect SMMEs with 

possible funding sources such as seed investment, venture capital, and angel 

investors, allowing them to access the financial resources needed to begin and build 

their enterprises (Le Tellier et al. 2019). 

Mentorship and networking are also some of the benefits. BIs assist SMMEs with 

mentorship programmes that help them with many parts of their company, such as 

strategic planning, operations, and growth strategies (Lamine et al. 2018). 

Furthermore, incubators encourage networking with industry experts, investors, and 
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other entrepreneurs, allowing SMMEs to form vital contacts and partnerships (Kötting 

2020). 

The shared resources given by BIs help SMMEs save money. These resources may 

include office space, equipment, administrative support, and legal services, allowing 

businesses to gain access to critical resources without incurring large upfront fees 

(Sansone et al. 2020). 

Another advantage that incubators provide is market access. Incubators assist SMMEs 

in connecting with potential consumers and partners, expanding their market reach 

and revenue-generating opportunities (Xiao and North 2018). They also assist start-

ups in developing their brand identity and implementing efficient marketing strategies 

to market their products or services. 

BIs also provide access to resources for research and development (R&D). This 

includes access to R&D facilities and knowledge, which helps SMMEs create and 

commercialise innovative products and services (Lukeš, Longo and Zouhar 2019). 

Overall, BIs foster a welcoming environment for start-ups and entrepreneurs, tackling 

the problems of launching and growing a successful firm (Shehada et al. 2020). 

Incubators greatly contribute to the success and growth of SMMEs by offering access 

to capital, mentorship, shared resources, markets, R&D, and branding support. 

2.4.6 Challenges faced by business incubators 

According to Lose (2016) and Lose (2019), the ability of BIs to provide high-quality 

services to their SMMEs may be compromised by a number of obstacles. Sanyal and 

Hisam (2018) and Akpoviroro, Oba-Adenuga and Akanmu (2021) identified the 

following challenges faced by BIs: 

i. Many BIs struggle with financial sustainability as a result of their dependence 

on external funding sources. This may restrict their capacity to provide ongoing 

support for their consumers and the scope of their activities. 

ii. Frequently, BIs operate with limited personnel, equipment, and infrastructure. 

This can hinder their ability to provide SMMEs with comprehensive support 

services. 
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iii. It is crucial to the success of the BIs to choose the appropriate incubatees. 

Nevertheless, identifying and selecting the appropriate incubatees can be 

difficult, as the selection process can be subjective and may not always 

correspond with the incubator's objectives. 

iv. Measuring the performance of a BI can be difficult due to the lack of a clear 

definition of success. These metrics may not be universally acknowledged or 

relevant for all clients. 

v. BIs are intended to offer networking opportunities to their SMMEs, but they may 

encounter difficulties in establishing and maintaining these networks. SMMEs' 

ability to communicate with potential customers, investors, and partners may be 

hampered by a lack of networking opportunities. 

vi. BIs may find it difficult to adapt to changing market conditions, which may hinder 

their ability to provide effective and pertinent support services to their SMMEs. 

vii. Some BIs may struggle with the lack of diversity among their SMMEs. This can 

restrict the diversity of ideas and perspectives within the incubator, thereby 

limiting its capacity to support a variety of enterprises. 

viii. The availability of funding is a crucial element for the success of new 

enterprises. However, many BIs struggle to provide their SMMEs with access 

to capital, which can restrict their capacity for growth and expansion. 

ix. BIs may have difficulty providing support for scaling and growth. This can hinder 

businesses' ability to transition from the incubator to the larger market. 

x. BIs may find it difficult to engage with other players in the entrepreneurial 

ecosystem, like funders, investors, potential clients, and state organs. The 

visibility and reach of the incubator and its customers can be hampered by a 

lack of engagement with external parties. 

Overall, BIs encounter numerous obstacles when it comes to providing effective SMME 

support services. However, by identifying and addressing these obstacles, they can 

continue to support the development and success of new businesses. 
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2.5 DUT CSERI 

2.5.1 Background  

The DUT CSERI is a rapid business incubator that was established at the DUT-ML 

Sultan campus, funded by the DSBD through SEDA in order to develop and support 

SMMEs within the province of KwaZulu-Natal. The purpose of the CSERI is to infuse 

creativity into the entrepreneurial mindset of DUT students, alumni, and community 

businesses by identifying problems that could be addressed using creative solutions 

for key socio-economic challenges such as high levels of unemployment, inequality 

and poverty.  

Since inception the incubator has seen a steady growth in the number of SMMEs 

graduating out of the incubation programme. Those SMMEs graduating out of the 

incubator would have met their milestones. These milestones are measured in terms 

of turnover generated, jobs created and sustained, funds raised, and number of IPs 

commercialised. The SMMEs should be able to operate sustainably without depending 

on grants and handouts. Its envisaged that the feedback from this study will assist 

management to acquire more insights into SMMEs’ buying behaviour and how they 

are satisfied with the services they acquire from the BIs. Any service gap service will 

be addressed. 

2.5.2 Vision, mission and values  

According to the CSERI (2023), the incubator vision is to ignite entrepreneurship using 

innovative strategies in order to address socioeconomic challenges and create a fair 

and just society. This vision will be achieved through developing and promoting 

sustainable entrepreneurship through mentorship and strategic partnerships with 

industry, government, community and other entrepreneurial ecosystem stakeholders. 

CSERI conforms to these values: ethics, teamwork, transparency, accountability, 

collaboration and respect. 

2.5.3 CSERI service offerings 

According to the CSERI (2023), the rapid incubator should provide a range of services 

to entrepreneurs and social innovators as depicted in Figure 2.1. Its goal is to help 
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these entrepreneurs develop and grow their businesses and initiatives in a responsible 

and sustainable way. 

 

FIGURE 2. 1: CSERI SERVICE OFFERINGS 
Source: adapted from CSERI (2023). 

CSERI offers a diverse range of services to support entrepreneurs and startups in their 

journey toward success. As indicated in Figure 2.1 above these services include 

comprehensive incubation programmes that provide entrepreneurs with access to 

workspace facilities, infrastructure, business development support, mentorship, and 

networking opportunities. It also offers business development services like providing 

expert guidance on market research, business modeling, financial management, 

marketing strategies, and go-to-market planning. Through these services, CSERI aims 

to empower entrepreneurs, nurture their ideas, and create an enabling entrepreneurial 

ecosystem. 

2.5.4 CSERI service flow 

According to the CSERI (2023), the CSERI service flow model is designed to help 

entrepreneurs develop and grow their businesses from ideation to post-incubation as 
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depicted in Figure 2.2 below. CSERI provides entrepreneurs with the support and 

resources they need to succeed throughout their journey. 

 

FIGURE 2. 2: THE CSERI SERVICE FLOW 
Source: adapted from CSERI (2023) 

The CSERI service flow model as shown in Figure 2.2 above starts with the recruitment 

and selection process of the ideal SMMEs for the incubator followed by placing these 

SMMEs in the stage of growth. These stages of growth include ideation, pre-

incubation, incubation and post-incubation. Under each stage there are various 

interventions that are offered to SMMEs in order to grow their businesses and scale 

up their operations. 

2.6 Business development service 

Business development services (BDS) are a variety of support services offered to 

SMMEs in an effort to boost their growth, competitiveness, and overall development 

(Lose 2019; Garatsa and Dlamini 2021). These services seek to address the unique 

needs and obstacles faced by SMMEs and assist them in achieving sustainable market 

success (Ziyad et al. 2020).  
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According to Ziyad et al. (2020), Lose (2019) and Garatsa and Dlamini (2021) identified 

business development services include the following: 

i. Training and capability development: Training programmes and seminars are 

provided for the purpose of enhancing the skills and knowledge of the owners 

and employees of SMMEs. These programmes address numerous facets of 

business management, such as financial literacy, marketing and sales, 

operations management, and leadership development. The objective is to equip 

SMMEs with the skills necessary to effectively manage and expand their 

enterprises. 

ii. Assistance is provided to SMMEs in gaining access to financial resources and 

capital. This includes guiding them through the process of obtaining loans, 

grants, and other forms of funding. To attract potential investors or financiers, 

BDS providers may aid in the creation of business plans, financial forecasts, 

and investment pitches. 

iii. Market research and marketing assistance: BDS providers conduct market 

research and analysis to assist SMMEs in comprehending their target market, 

identifying customer requirements, and developing effective marketing 

strategies. They may also provide assistance in branding, digital marketing, and 

customer relationship management to assist SMMEs in reaching and engaging 

their target market. 

iv. Technology adoption and innovation assistance: BDS providers aid SMMEs in 

implementing and integrating technology solutions to enhance their operational 

efficiency and competitiveness. This may include advice on incorporating digital 

tools, e-commerce platforms, cloud computing, and other relevant technological 

innovations. The objective is to assist SMMEs in leveraging technology to 

increase their productivity, expand their reach, and maintain market 

competitiveness. 

v. Networking and business connections: BDS providers facilitate opportunities for 

networking and business connections for SMMEs. This includes organising 

networking events, business matchmaking sessions, and trade exhibitions to 

facilitate connections between SMMEs and potential clients, suppliers, partners, 
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and other stakeholders. These connections can provide SMEs with access to 

new business opportunities and collaborations.  

2.6.1 Definition of a service 

Scholars have debated the definition of services, resulting in divergent perspectives 

despite an underlying consensus on their characteristics and attributes. Scholars have 

defined services as including deeds, processes, and performances (Kadirov, Tjiptono 

and Fam 2020). In the context of commerce, services are enterprises that produce 

immaterial goods that are concurrently produced and consumed (Fasnacht and 

Fasnacht 2018). 

An alternative viewpoint proposes categorising services into four distinct categories, 

imploring organisations to carefully consider these classifications due to the possibility 

of overlap between service characteristics and implications (Abd 2019; A'Aqoulah, 

Kuyini and Albalas 2022). A key characteristic of services is that they cannot be 

provided in the recipient's absence, highlighting the need for employees to provide 

customers with adequate information and ensure the fulfilment of specific conditions 

(Afthanorhan et al. 2019a; Adebiyi, Akinrinmade and Amole 2022). Services may also 

be directed towards people's tangible possessions, allowing execution in the 

customer's absence (Akbaba 2006). However, the customer's presence is required at 

the beginning and end of the transaction. Services are also aimed at the mental 

faculties of individuals, wherein digital recording permits storage for subsequent 

presentation or performance (Akhlaghi, Amini and Akhlaghi 2012; Akkermans et al. 

2019). Lastly, services may be directed towards people's intangible assets, facilitating 

execution with minimal transaction party involvement (Al Khayari and Kassim 2019). 

Business incubators like DUT CSERI are advised to consider these classifications in 

order to better comprehend the distinct characteristics and requirements of various 

categories of services, thereby enabling the effective design and delivery of services 

that align with customer needs and expectations (Hausberg and Korreck 2021; Amoah 

et al. 2022). 
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2.6.2 Characteristics of Service 

Business development services are highly demanded solutions earmarked to provide 

solutions to high failure rate of start-up companies and businesses (Surana, Singh and 

Sagar 2020). The quality of these business development services is a new area of 

concern (Edvardsson 1998), with a focus on service quality and SMME satisfaction 

(Famiyeh, Asante-Darko and Kwarteng 2018). Services and products can be 

distinguished from one another in terms of tangibility (Farooq et al. 2019). BDS is 

classified as a service since it embodies the typical characteristics of a service (Hamari, 

Hanner and Koivisto 2017). The following characteristics of services, shown succinctly 

in Figure 2.3 below. distinguish them from products.   

 

FIGURE 2. 3: CHARACTERISTICS OF A SERVICE  
Source: adapted from Devnarrian (2011) 

The characteristics of services are depicted clearly in Figure 2.3. They demonstrate 

the distinction between services and products. Business development services 

are intangible, as they cannot be seen, tasted, felt, heard, or smelled prior to purchase 

(Neumeyer, Santos and Morris 2019). This characteristic raises significant concern 

because SMMEs are unable to determine what they are acquiring before making a 

purchase. Consequently, SMMEs as consumers are overburdened with assumptions 

and expectations regarding the products they will purchase (Zhou et al. 2022). When 

submitting bids, SMMEs rely on information provided by incubators or other SMMEs 
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regarding the services they wish to acquire (Zhang et al. 2022a). Examining tangible 

evidence such as BI equipment, facilities, and physical appearance is another method 

SMMEs make informed decisions regarding the purchase of BDSs (Zhang et al. 

2022b). This tangible evidence is only indicative of the quality of the BDSs provided 

(Chandra, Paul and Chavan 2020). 

According to Ndayizigamiye and Khoase (2018), BDSs are extremely perishable 

because they cannot be stored and consumed later; they are consumed during 

processing. Prior to SMMEs utilising the service, it is neither stored nor pre-sampled. 

Consequently, BIs must deliver the correct service the first time. Due to the 

inseparability of DBSs, business knowledge is transferred when an SMME interacts 

with an employee of a BI, typically a business development officer (Aghion et al. 2019). 

The manner in which the business development officer provides the service also 

compromises its quality. Additionally, the service will vary because the same advice 

from the BIs' employees will be delivered differently based on the individual's 

approach. This characteristic of service variability highlights the significance of 

employee training, motivation, establishing quality assurance programmes, and 

standardising service delivery (Kirzner 1997). It also raises the issue of subjectivity 

among customers (SMMEs), as each SMME will have a unique experience with the 

same service. 

Business incubators must effectively market themselves in order to become preferred 

suppliers. Effective marketing campaigns will go a long way towards establishing the 

BI's niche market position (Torun et al. 2018). BIs also necessitate a better 

understanding of the service-profit chain, which places employee satisfaction at the 

centre of customer service. BIs must look after those who look after SMMEs. 

2.6.3 The service triangle 

The service marketing triangle depicted in Figure 2.4 below illustrates the three 

marketing channels that will ensure customer satisfaction and sustainable business 

growth. 
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FIGURE 2. 4: THE SERVICE MARKETING TRIANGLE 
Source: adapted from Devnarrian (2011) 

The left side of the triangle in Figure 2.4 clearly demonstrates the significance of 

internal marketing. To fulfil its promises to customers, a BI such as CSERI must regard 

its employees as it would its SMMEs. It is essential to recruit, train, and reward 

employees for exceptional service in order to fulfil promises (Roundy 2021). The right 

side of the triangle represents the company's emphasis on external marketing 

initiatives. These initiatives increase consumer expectations and fulfilment assurances. 

All of the company's physical assets and personnel are included here. At the base of 

the triangle, service delivery occurs. This form of promotion is referred to as 

"interactive." It is the point at which a company's employees make initial contact with 

customers and meet their expectations. This is the time when employees are most 

likely to fulfil their service obligations. For the effective promotion of BDSs by BIs, all 

three stakeholders must participate. Marketing efforts must include all three pillars of 

the service marketing triangle to be successful (Le Tellier et al. 2019). 

2.7 Service quality in business incubation 

BIs must improve the quality of their services (Nunkoo et al. 2020). Service quality 

increases client satisfaction, loyalty, and referrals (Rita, Oliveira and Farisa 2019). The 
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business development area can compete on par with other industries owing to quality 

management. As a competitive advantage, business incubators should prioritise 

enhancements to services (Afthanorhan et al. 2019b). SMMES have been marketed 

as business incubators' target market. In order to satisfy the need for a sustainable 

market share, business incubators have been aggressive in implementing competitive 

strategies. The quality of their business development services will determine their 

success and competitive advantage over other business incubators (Peitzika, Chatzi 

and Kissa 2020). BIs promote themselves through their customers, the SMMEs. 

Business incubators' products and services have been endorsed by SMMEs as 

customers. As customer opinions with regard to service quality differ, CSERI must first 

determine these SMMEs' quality expectations in order to meet their needs. 

The development of SMMEs would be beneficial to the government, communities, 

entrepreneurial ecosystem stakeholders, and society (Yousapronpaiboon 2014). In 

response to the social demand for quality evaluation in business development, 

business incubators are placing a greater emphasis on service quality (Borishade et 

al. 2021). BIs prioritise service excellence. In order to compete for customers, 

participants in the entrepreneurial ecosystem strive to provide superior services. The 

increased consumer power and awareness of new-generation SMMEs make it more 

difficult to recruit exceptional customers. SMMEs choose business incubators on the 

basis of the quality of their services. To gain a competitive advantage, Business 

Incubators that provide superior input must evaluate service quality (Mosimanegape et 

al. 2020b).  

According to Kumar and Mahajan (2019), BIs monitor the quality of their services to 

adhere to the principle of continuous improvement. Similarly, DUT CSERI must 

routinely evaluate the quality of its services in order to remain competitive and grow. 

2.7.1 Definition of service quality 

Service quality refers to the customers' perception of the extent to which the service 

meets their expectations (Farooq et al. 2018). Throughout the years, the concept of 

service quality has been extensively researched and debated, with numerous 

researchers identifying its various dimensions (Klasen 1997; Khoo, Ha and McGregor 
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2017; Godeiro et al. 2018). Ali et al. (2016) identified two dimensions, namely functional 

quality and technical quality. 

According to Afthanorhan et al. (2019a), the service quality of service entities, such as 

business incubators, is crucial to their success. A high level of service quality can 

increase customer satisfaction, loyalty, and retention. Poor service quality, on the other 

hand, can result in customer dissatisfaction, complaints, and ultimately customer loss 

(Mackay and Major 2017; Serumaga-Zake 2017; Zhang et al. 2022a). 

Entrepreneurs rely on the incubator's support services to grow their enterprises. Thus, 

a high level of service quality can result in the success of the incubated businesses, 

whereas a low level of service quality can result in their failure (Mantey and Naidoo 

2017; Galanakis and Goula 2022). 

2.7.2 Service quality measurement 

Service quality measurement is an essential aspect of managing service quality 

because it identifies areas where service enhancements are required (Bobocea et al. 

2016; WĘGŁOwski et al. 2016). Many different tools and techniques have been 

developed for measuring service quality, including surveys, focus groups, interviews, 

mystery shopping, and objective measures such as service delivery times or error rates 

(Brown and Mazzarol 2009; Feng et al. 2022). 

The SERVQUAL scale, created by Parasuraman et al. in 1985, is one of the most 

extensively used instruments for measuring service quality. This 22-item scale 

measures five dimensions of service quality: tangibles, dependability, responsiveness, 

assurance, and empathy. Each item is rated on a 5-point Likert scale, and the scores 

for each dimension are averaged to determine the overall service quality rating (Vojtek 

and Smudja 2019; Ziyad et al. 2020). 

Several studies have employed the SERVQUAL scale to assess the quality of services 

in business incubators. Yong-Sik and Yung Kyun (2019) investigated the perception of 

service quality in a UK-based business incubator using the SERVQUAL scale, while 

Kassim, Bogari and Zain (2015) assessed service quality in a university-based 

business incubator in Pakistan. 



33 

 

The SERVPERF scale, devised by Cronin and Taylor in 1992, is a widely used 

instrument for measuring service quality. This scale evaluates service quality based 

on consumers' perceptions of the service they received as opposed to their 

expectations. Similar to the SERVQUAL scale, the SERVPERF scale evaluates 

service quality using five dimensions: tangibles, reliability, responsiveness, assurance, 

and empathy (Konerding et al. 2019; Amoah et al. 2022). 

In addition to these methodologies, the importance-performance analysis (IPA) and 

gap analysis models can be used to measure service quality. The IPA method is 

utilised to determine the customer's most essential service quality attributes and the 

performance level of these attributes. On the other hand, the gap analysis model is 

used to identify the gaps between customer expectations and perceptions of service 

quality (Resnick and Griffiths 2012). 

According to Matthews and Daigle (2019), the appropriate method for measuring 

service quality depends on the research objectives, the type of service, and the 

consumer characteristics. Therefore, it is crucial to choose a measurement method 

that is appropriate for the research context and objectives. 

2.7.4 The SERVQUAL model 

SERVQUAL is widely adopted to measure service quality. It was developed by 

Parasuraman, Zeithaml, and Berry (1985) and is based on the concept of comparing 

customers' expectations and perceptions of service quality (Hooda and Jain 2018). 

SERVQUAL assesses service quality across five dimensions: tangibles, dependability, 

responsiveness, assurance, and empathy. Physical facilities, equipment, and 

personnel appearance are examples of tangibles (Golshan et al. 2019). Makoe and 

Nsamba (2019) define reliability as the capacity to provide the promised service 

dependably and accurately. According to Suting, Lal and Varaprasad (2020), 

responsiveness is the willingness to assist consumers and provide prompt service. 

Assurance refers to employees' knowledge, courtesy, and ability to inspire trust and 

confidence (Borishade et al. 2021). According to Ullah (2019), empathy is the caring, 

individualised attention a company gives its consumers. 
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Each of these dimensions is measured by a series of questions designed to assess 

both customer expectations and perceptions of service quality. Raza et al. (2019) 

assert a firm's service quality is determined by the gap between consumer 

expectations and perceptions. 

Several studies, including those on business incubators, have utilised SERVQUAL to 

measure service quality in various industries. In a study by Sultana and Gupta (2020), 

for instance, SERVQUAL was used to evaluate service quality in India's technology 

business incubators. The study revealed that the overall service quality failed to 

meet customer expectations and stressed the need for improvements to the tangibles, 

reliability, and responsiveness dimensions. 

Golshan et al. (2019) assessed the service quality in a Malaysian university-based 

business incubator using SERVQUAL in another study. The study revealed that 

customers rated the overall service quality as "moderate" and identified the assurance 

and empathy dimensions as requiring improvement. 

Zhang et al. (2022a) utilised SERVQUAL to investigate service quality in Chinese 

business incubators, whereas Modise, Taylor and Raga (2020) employed SERVQUAL 

to assess service quality in African business incubators. Similarly, Mushunje and Beer 

(2021) examined service quality in Saudi Arabian business incubators using 

SERVQUAL. 

Overall, SERVQUAL has proven to be a valuable instrument for measuring service 

quality in a variety of contexts, including business incubators. However, there have 

been criticisms of the SERVQUAL measurement theory, including its reliance on 

customer expectations as a measure of service quality and lack of consideration of the 

social and emotional aspects of service encounters (Chihwai 2019; Letsoalo and 

Mpwanya 2019; Ledwaba 2020). Some researchers have therefore proposed 

alternative measurement approaches, such as the SERVPERF scale, which 

concentrates on customers' perceptions of service quality rather than their 

expectations (Viljoen, Gavaza and Cilliers 2019; Awara, Anyadighibe and Bassey 

2022). 



35 

 

In conclusion, service quality measurement is an essential component of business 

incubation because it provides insight into consumers' perceptions of the quality of 

incubators' services (Vardhan 2021). This current study will use the SERVQUAL 

instrument to assess the quality of their services to SMMEs. 

2.7.3 The dimensions of service quality 

SERVQUAL, a model for measuring service quality (Andrade, Moazeni and Ramirez‐

Marquez 2020), is based on the gap model of service quality, which argues that service 

quality is determined by the difference between customer expectations and 

perceptions of the quality of service (Oschman 2019). On a 5-point scale, SERVQUAL 

measures service quality by asking consumers to rate their expectations and 

perceptions of service performance. The model includes the following five dimensions 

of service quality (Carey et al. 2019): 

i. Tangibles: This refers to the facilities, equipment, and personnel of the service 

provider (Ograjenšek and Gal 2018). At CSERI, clean and well-maintained 

consultation rooms and friendly and helpful staff are examples of tangibles with 

high value. CSERI is therefore expected to positively influence the SMMEs' 

expectations and perceptions by ensuring that their facilities are spotless and 

well-maintained and that their employees are appropriately attired. 

ii. Reliability: This refers to the service provider's ability to consistently deliver the 

promised service on time (Lin, Xirasagar and Laditka 2004; Choudhury 2015). 

For instance, if CSERI consistently delivers BDSs on time and to the SMME's 

satisfaction, it would be regarded as dependable. 

iii. Responsiveness: This refers to the service provider's willingness to assist 

customers and provide prompt service (Mbise and Tuninga 2016). An example 

of responsiveness would be a business development officer who answers the 

phone promptly and politely. 

iv. Assurance: This refers to the competence and courtesy of the service provider's 

personnel, as well as their ability to instil confidence and trust (Dalati 2017). For 

instance, an employee of a business incubator who is knowledgeable about the 

SMME's needs and who explains the available assistance and aid in a clear and 

reassuring manner would be regarded as having high assurance. 
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v. Empathy: This refers to the considerate, individualised care given to consumers 

by the service provider (Vetri Selvi 2018). For instance, a CSERI business 

advisor who takes the time to fully understand the requirements of an SMME 

and offers customised solutions would be viewed as empathic. 

These five factors are significant because they can affect customer loyalty and 

satisfaction. Customers are more satisfied with a service provider that excels in all five 

dimensions. 

2.7.5 Criticisms of the SERVQUAL model 

SERVQUAL has not been without criticism, despite its prominence in the literature on 

service quality. Mpanza et al. (2019) asserted that the model lacked sufficiency and 

that the 'expectations' measure was irrelevant and perplexing (Letsoalo and Mpwanya 

2019; Viljoen, Gavaza and Cilliers 2019). SERVPERV was proposed as an alternative 

to SERVQUAL (Awara, Anyadighibe and Bassey 2022). The SERVPERV model 

utilised only 'performance' as a metric of service delivery. This model utilises only fifty 

percent of the SERVQUAL parameters. It was discovered that SERVPERF's 

'performance' model was incapable of identifying service quality shortfalls below the 

intended level (Adepoju, Opafunso and Ajayi 2018; Ngoma et al. 2020). 

According to Mufudza and Naidoo (2018), SERVQUAL concentrates solely on the 

service delivery process and does not address the outcomes of the service encounter. 

Naudé, Henrico and Staden (2022) evaluated the SERVQUAL model and criticised 

Parasuraman, Zeithaml, and Berry for failing to adequately explain the variability of the 

SERVQUAL model's outcomes. 

Regardless of their differences, academics and practitioners concur that SERVQUAL 

and SERVPERV are the most applicable frameworks for measuring service quality 

across a broad spectrum of industries and disciplines. 

2.8 The gap model 

The quality gap analysis approach depicted in Figure 2.5 is a method of inquiry utilised 

to detect and analyse gaps in service quality (Zeithaml 2018). 





38 

 

2.8.1 Gap 1 

Gap 1 results when the customer’s expectations are not in line with what the marketer 

perceives the customer’s expectations to be. Organisations might assume that they 

fully understand what the customer expects, but the customer’s quality expectations 

might be captured incorrectly. In relation to BIs, most of the BDS are pre-prepared and 

standardised without being tailored to the needs of SMMEs. Business incubators might 

assume they understand the needs of the SMMEs, such as access to business plans 

or funding. Instead, the SMMEs might actually be requiring pricing and costing 

assistance. Gap 1 can be addressed by conducting a gap analysis exercise where the 

BI identifies the expectations of the SMMEs. The business development officer must 

have good listening skills in order to capture exactly what the SMME expects to get 

from the incubator (Zhou et al. 2022). 

2.8.2 Gap 2 

Gap 2 results when the service quality standards do not match the management’s 

perception of customer expectations. This might be due to poor internal control 

systems or planning errors. If top management is not involved in the planning, 

execution, and control of quality in an organisation, service quality standards may not 

be achieved and maintained (Mukucha et al. 2020). For instance, in a business 

incubator when confronted with the burden of satisfying rising demand for BDSs, 

institutions may be unable to deal with the shortage of business advisory staff. The 

existing BDSs will be confronted with the problem of serving so many SMMEs, which 

will compromise the service quality standard. The consultation time allocated to each 

SMME will be significantly reduced, thereby compromising personalised service 

delivery to the client. In order to solve this challenge, the organisation’s priorities should 

be aimed at meeting or exceeding customer expectations of service quality (Ramya, 

Kowsalya and Dharanipriya 2019). 
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2.8.3 Gap 3 

Gap 3 results when performance in the service and its delivery process does not meet 

quality criteria. This constraint is due to requirements that are too complicated and do 

not align with the existing business culture, poor internal control systems, and 

inadequate dissemination of marketing information (Palese and Usai 2018). For 

example, BIs fail to identify adequate standards that would meet the content, 

distribution, and application demands of their SMMEs. The solution to the 

aforementioned Gap 3 is the strengthening of the client selection processes and 

procedures to prevent choosing the wrong incubatees, appointing and employing the 

right staff, and having systems in place to detect quality deviations early and rectify 

them without interfering with quality performance (Mason, Mbambo and Pillay 2018). 

2.8.4 Gap 4 

Gap 4 results when the market message differs from what a service provider promises 

to customers in their marketing materials and what they actually deliver (Matthews and 

Daigle 2019). This gap can occur for a number of reasons, including: 

i. Ineffective communication: The service provider may not be communicating 

their value proposition effectively to customers. 

ii. Unrealistic expectations: Customers may have unrealistic expectations about 

what the service provider can offer. 

iii. Poor service delivery: The service provider may not be able to deliver on their 

promises due to factors such as staff shortages, inadequate resources, or poor 

planning. 

According to Matthews and Daigle (2019) and Mbise and Tuninga (2016), the market 

communication gap has a number of negative consequences for a service provider, 

including: 

i. Loss of customers: Customers who are disappointed with the service they 

receive may choose to take their business elsewhere. 

ii. Damage to reputation: A poor service reputation can make it difficult to attract 

new customers. 
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iii. Increased costs: The service provider may have to spend more money on 

marketing and advertising to offset the loss of customers. 

The best way to close the market communication gap is to improve communication 

between the service provider and their customers (: Mosimanegape et al. (2020a). This 

can be done by: 

i. Creating clear and concise marketing materials that accurately reflect the 

service that is being offered. 

ii. Providing customers with opportunities to ask questions and get clarification 

about the service. 

iii. Delivering the service in a way that meets or exceeds customer expectations. 

iv. Actively soliciting feedback from customers and using it to improve the service. 

Business incubators and the market communication gap 

Business incubators are organisations that provide support and resources to help new 

businesses get started (Lose 2019). Incubators often promote their services as a way 

to help businesses grow and succeed. However, there is a risk that incubators may 

oversell their services and create unrealistic expectations among potential clients 

(Garatsa and Dlamini 2021). This can lead to disappointment and frustration when 

SMMEs expectations are not met. To avoid this, incubators should be careful not to 

overpromise and should make sure that their marketing materials are accurate and 

realistic. They should also be transparent about the services they offer and the level of 

support they can provide. Additionally, incubators should regularly collect feedback 

from clients and use it to improve their services. 

2.8.5 Gap 5 

Gap 5 results when the expected service is not met by the perceived service. This gap 

happens when all the preceding gaps occur. It also indicates the true service quality of 

any organisation. SMMEs expect to receive business development services that add 

value and grow their businesses. Disappointment and dissatisfaction occur when the 

service quality rendered does not meet service expectations (Ma, Yao and Yang 2021). 

According to Mason, Mbambo and Pillay (2018), Gap 5 can be addressed by managing 
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gaps that exist among all key stakeholders of a company. Businesses must aim to 

improve clients’ satisfaction and establish long-lasting relationships with their 

customers (Mosimanegape et al. 2020a).  

Msosa (2019) emphasised that service quality evaluation should be an ongoing 

exercise that is done regularly in order to identify defects early enough before they get 

to the customers. Any deviations in service quality should be rectified quickly before 

customers decide to switch suppliers. This study evaluates SMMEs' perceptions of 

service quality at DUT CSERI based on Gap 5. In light of the preceding discussion, 

DUT CSERI will utilise the SERVQUAL instrument to measure service quality. 

2.9 Benefits of exceptional service quality 

According to Adebayo (2015), Abd (2019) and Al Khayari and Kassim (2019), the 

following advantages can accrue to a business that provides exceptional customer 

service quality: customer loyalty, recurrent business, low staff turnover, reduced 

operational costs, and increased brand awareness are among the benefits.  

A high-quality service system is extremely costly, but its benefits outweigh those of a 

low-quality service system. If they wish to endure in this intensely competitive market, 

BIs would do well to prioritise service excellence (Chebat et al. 1995). As a result of 

the excellent service quality, devoted customers will enthusiastically endorse the 

business development services and promote the incubator. Repeat business will be 

guaranteed and key employees, if not all, will not quit the company because it will be 

profitable (Dursun, Oskaybaş and Gökmen 2013). Additionally, the company 

experiences decreased costs associated with service or product defects. As a result of 

the BIs incubators' high-quality service, SMMEs will be able to sustain themselves, 

thereby enhancing the community's overall well-being (Aziz and Alluhaidan 2022). 

2.10 Service quality and customer satisfaction 

Service quality and customer satisfaction are closely related concepts to which every 

aspiring entrepreneur must pay special attention to (Ali et al. 2016; Yilmaz, Ari and 

Gürbüz 2018). Service quality is the extent to which consumer expectations are met. 

If expectations are exceeded, a high-quality service is provided; if they are not met, a 



42 

 

substandard service is provided. In contrast to customer satisfaction, which evaluates 

the overall performance of the service provided, service quality focuses on the 

performance of individual components. In addition, customer satisfaction is the degree 

to which the delivered services meet the customer's needs and expectations (Zeithaml 

2018). Consequently, these two concepts are affected by distinct factors. The service 

dimensions, such as reliability, tangibility, responsiveness, assurance, and empathy, 

influence service quality. In contrast, customer satisfaction is impacted by service 

quality, product quality and price, as well as personal and situational factors (Nunkoo 

et al. 2020).  

In order for businesses to prosper, they must focus on the relationship between service 

quality and customer satisfaction. The two sides cannot afford to be ignored. In 

general, service quality correlates positively with consumer satisfaction (Rita, Oliveira 

and Farisa 2019). This is because customers are more likely to be content when they 

receive service that meets or exceeds their expectations. 

To attain customer satisfaction, BIs must be capable of providing high-quality services. 

They must exceed the expectations of SMMEs in order to charge reasonable prices 

that consumers will not complain about. Once service expectations are exceeded, 

situational and personal factors can be easily overlooked. The relationship between 

service quality and customer satisfaction is depicted in Figure 2.6. 
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FIGURE 2. 6: RELATIONSHIP BETWEEN SERVICE QUALITY AND CUSTOMER SATISFACTION 

Source: adapted from Yilmaz, Ari and Gürbüz (2018) 

Figure 2.6 above clearly highlights the relationship between service quality and 

customer satisfaction. It clearly shows the dimensions of service that needs to be 

addressed if one is to have quality service. Thereafter, it shows the other factors that 

influence customer satisfaction. Businesses are advised to start with service quality, 

which is within the company’s control. Other factors are external to the business, 

making them difficult to control and influence. 

Customer satisfaction at BIs will be determined by the quality of business development 

services offered to SMMEs, service fees for the business support services, the quality 

of the service offerings, personal factors such as the entrepreneurial personality, and 

the economic conditions they find themselves in. 

2.11 Conclusion 

This chapter covered an in-depth literature review covering several aspects of the 

research problem. The review explored the role government plays in SMME 

development, the various policy initiatives developed by the government, the concept 

of business incubation, and a brief history of DUT CSERI. It also looked at the concept 

of service quality, its dimensions and its measurement. Key models like SERVQUAL 

and the quality gap model were discussed. The chapter concluded by emphasising the 

benefits of service quality and the inter-relationship between service quality and 

customer satisfaction. This comprehensive review of the literature served as a strong 
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base for future chapters as well as providing insight as to how service quality at DUT 

CSERI can be measured. 

The following chapter 3 will discuss the methodology to be used in conducting this 

research. 
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Chapter 3: Research Methodology 

3.1 Introduction 

The previous two chapters looked at the aim of this study, followed by an in-depth 

literature review. This research methodology chapter discusses the study type, 

research design, population, sample size, sampling method, measuring instrument, 

data collection, data analysis, validity and reliability and pilot test. The main objective 

of this study is to investigate the expectations and perceptions of SMMEs supported 

by DUT CSERI and determine the service quality gap. 

3.2 Study type 

In order to collect information from the SMMEs that patronise CSERI, a survey method 

was used. A SERVQUAL questionnaire consisting of six demographic questions, 

twenty-two questions on expectations, and twenty-two questions on SMMEs' 

perceptions was distributed to all targeted participants. Similar questions were asked 

about expectations and perceptions. The SERVQUAL tool was used because it is 

widely recognised tool for assessing service quality. The instrument also offers a 

structured framework which provides a holistic view of service quality and enables the 

researcher to identify specific areas for improvement within the business incubator. 

Moreover, SERVQUAL extensive use in various industries enabled benchmarking and 

performance comparison. All five service quality dimensions, such as empathy, 

assurance, reliability, responsiveness and assurance were covered.  Nam and Lee 

(2011) and Nardi (2018) concurred that the survey method was the most popular 

method for collecting primary data and was best adapted for gathering descriptive data. 

Ndadziyira (2017) argued that surveys were used to collect information from a large 

number of respondents in a short period of time. The questions were closed-ended, 

and respondents were given a number of alternative options. According to Nardi 

(2018), closed-ended queries included all possible answers from which respondents 

could choose. 
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3.3 Research design  

This was a quantitative and descriptive study that evaluated service quality at DUT 

CSERI. The research employed a cross-sectional approach, which involved the 

capture of data from a random sample of population elements at roughly the same time 

(Godeiro et al. 2018). The research study adopted the quantitative research method 

because the research questions focused on measuring the level of service quality 

provided by DUT CSERI. For example, the study aimed at measuring the satisfaction 

level of SMMEs with various aspects of the service provided, such as responsiveness, 

reliability, empathy, assurance, and tangibles. A quantitative research method involved 

using a survey questionnaire (SERVQUAL) to collect numerical data from a 

representative sample of the population and analysing the data using statistical 

techniques such as descriptive statistics, inferential statistics, and regression analysis. 

3.4 Population 

Ziyad et al. (2020) defined population as the total number of individuals about whom 

the researcher intends to draw specific conclusions. DUT CSERI has a population of 

924 SMMEs in its database. These SMMEs included all businesses in incubation, 

regardless of stage or level. Therefore, SMMEs were selected proportionately. The 

target population was defined as all current SMMEs enrolled at DUT CSERI. The 

inclusion criteria for this study population included SMMEs who are currently enrolled 

at DUT CSERI and SMMEs who have used the services provided by DUT CSERI. The 

exclusion criteria included SMMEs who had not used the services provided by DUT 

CSERI. 

3.5 Sample size 

According to Nardi (2018), researchers draw conclusions about vast customer groups 

by investigating only a small proportion of the full audience. A sample is a small portion 

of the overall population that has been selected for research in order to represent the 

complete population. The sample size in this study was based on a power analysis, 

which takes into account factors such as the effect size, the level of significance, and 

the desired level of statistical power. A power analysis is a statistical technique that is 

used to determine the sample size needed to detect a given effect size with a certain 
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level of confidence and power (Lakens 2022). The sample size calculations were 

performed before data collection to ensure that the study had enough participants to 

detect meaningful effects. In general, a larger sample size increases the statistical 

power of the study and reduces the chance of Type II errors (false negatives) (Freiman 

et al. 2019). The formula for calculating the sample size depends on the type of 

statistical analysis being used and the research design. For example, this current study 

used a survey questionnaire, and the sample size was calculated using the following 

formula:  

n = (Z^2 * p * q) / E^2 

where: 

i. n is the sample size, 

ii. Z is the Z-score for the desired level of confidence (e.g., 1.96 for a 95% 

confidence level), 

iii. p is the estimated proportion of SMMEs who are satisfied (based on prior 

research or pilot data), 

iv. q is the complementary proportion (1 - p) and 

v. E is the desired level of precision or margin of error (e.g., 5%). 

Using the above formula, the sample size was 272 SMMEs with an estimated response 

rate of 80%. In order to meet the required sample size, 340 questionnaires were 

distributed. 

3.6 Sampling method 

The researcher employed non-probability sampling to collect data, even though a 

framework for sampling was available. The aforementioned choice was made as a 

result of predicted difficulties in finding particular interviewees. In accordance with 

Basias and Pollalis (2018), the benefit of non-probability sampling is that it is simpler 

and more cost-effective with regard to both time and money. Non-probability sampling 

methods, such as convenience sampling, can be conducted spontaneously to 

capitalise on the number of readily accessible respondents, without the statistical 

complication of a probability sample (Zouari and Abdelhedi 2021). It is also the optimal 
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technique for the questionnaire method. Convenience sampling is based on factors 

that are convenient for the researcher, such as respondents who are readily 

accessible, geographically close, have known contacts, or are interested in taking part 

in the study (Govender 2017). It is also imperative to recognise non-probability 

sampling limitations regarding generalisability. The findings derived from this sampling 

method may possess a degree of applicability solely to the sampled SMMEs within the 

DUT CSERI context. Therefore, it is crucial to acknowledge that these findings might 

not accurately represent the broader population of SMMEs. Therefore, any conclusions 

drawn from the study should be interpreted with caution and may not be universally 

representative of all SMMEs. 

3.7 Measuring instrument 

This study adopted a self-administered survey that was distributed to all the SMMEs 

affiliated with the DUT CSERI database. According to Mbise and Tuninga (2016) 

questionnaires comprising the SERVQUAL metrics measurements have been widely 

used to assess and evaluate the quality of services provided by organisations. An 

existing instrument was used as the survey instrument to collect the data in this study. 

The basic five-point Likert scale with scores ranging from strongly agree to strongly 

disagree was used to gauge the responses of the participants. The Likert scale is one 

of the psychometric tools that is frequently utilised in social science research 

(Taherdoost 2019). The Likert scale measures human attitudes towards a given 

construct (Joshi et al. 2015), and this aligns well with the aims and objectives of this 

mini dissertation, which were to measure the quality of service at DUT CSERI. 

3.8 Data collection 

To recruit the respondents, a Survey Monkey was utilised. This is a cloud-based survey 

tool that helps researchers create, send and analyse surveys. A non-probability 

sampling technique was used to recruit and select SMMEs to participate in the 

research study. Emails were sent to respondents who are currently in the DUT CSERI 

database. The SERVQUAL questionnaire was uploaded onto Survey Monkey in order 

to administer the questionnaires to the participants since all of them were in the 

database of DUT CSERI. The SERVQUAL questionnaires took no more than 10 



49 

 

minutes to complete. All electronic means of communication (Telephone, WhatsApp, 

emails) and virtual platforms were used due to their cost-effectiveness and efficiency. 

3.9 Data analysis 

This study was a quantitative one and the SPSS statistical package (version 29) was 

used to conduct statistical tests. Initially, the characterisation of the incubator was 

performed. A content analysis was also performed to extrapolate meaning from the 

gathered data. Firstly, the researcher analysed data using descriptive statistics, 

followed by inferential statistics. The writer concluded the analysis by measuring the 

validity and reliability of the study. Finally, the importance and performance matrices 

were presented (Godeiro et al. 2018). 

3.9.1 Descriptive statistics 

According to Sileyew (2019), the purpose of descriptive statistics is to identify 

and outline the general characteristics of all responses obtained. The purpose of 

descriptive research is to describe items such as demographics (Pallant 2020). This 

study employed descriptive statistics, including frequencies, mode and percentages. 

3.9.2 Frequencies and percentages 

A frequency is a numerical value that represents the aggregate number of occurrences 

for the parameter under study. According to Sileyew (2019), frequency determines 

whether the spread is uniform or inclined towards one or two categories. Frequency 

can be represented with pie charts or bar graphs. The use of percent streamlines data 

into an acceptable numeric range and transforms data into an accepted format that 

can be compared. In this study, tables, graphs, and diagrams were used to represent 

the findings. 

3.9.3 Cronbach’s alpha 

The level of homogeneity of the questionnaire's factors was determined using 

Cronbach’s alpha test. Cronbach’s alpha measures the cohesiveness of a group of 

items. Cronbach's alpha is a reliability (or consistency) coefficient and not a statistical 

test (Sileyew 2019). The value of Cronbach's alpha depends on the number of test 
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elements and their average intercorrelation. The formula for the standardised 

Cronbach's alpha is provided below. 

 

N equals the number of items, and r-bar represents the average inter-item correlation. 

This formula demonstrated that increasing the number of items increases Cronbach's 

alpha. In addition, the alpha was low when the average inter-item correlation was low. 

As the average inter-item correlation increases, so does Cronbach's alpha. A 

coefficient of reliability of 0.8 or higher is deemed acceptable (Kost and da Rosa 2018).  

3.9.4 Factor analysis 

The statistical technique of factor analysis is used to minimise sets of data (Watkins 

2018). In this study, a number of questions were represented by a small number of 

hypothetical factors using factor analysis. Individually, each question would be 

inadequate for measuring attitudes towards environmental policy, but collectively, they 

may provide a more precise assessment of attitudes. The objective of factor analysis 

is to determine if the three measures represent the same entity (Bandalos and Finney 

2018). 

3.10 Validity 

According to McConachie et al. (2018), validity measurement is a starting point for 

insight into the complex issues of investigation in research. Validity in research is 

important as it is concerned with the generalisation of the research findings (Ndlovu 

2018). In order to ensure the validity of this study, a pilot test was conducted, and a 

practitioner and statistician were consulted for advice and guidance. Patil et al. (2019) 

assert that SERVQUAL is a statistically valid instrument because it was subjected to 

intensive field testing and improvement. Therefore, SERVQUAL does not have the 

problem of being seen as a questionnaire that has been changed to get certain 
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answers from service users and service suppliers. SERVQUAL is a generic, widely 

applicable tool that can be used again and again. 

3.11 Reliability 

Mosimanegape et al. (2020a) assert that reliability is centred on the consistency of the 

research study’s measures. He further indicates that standardisation of the study 

administration in order to minimise measurement error is important in ensuring 

reliability. Reliability in this study was ensured by harnessing Cronbach’s alpha (Mbise 

and Tuninga 2016). 

3.12 Pre-test 

The researcher also pre-tested the instruments that were utilised to collect data to 

ensure that they were clear and concise and did not have any irregularities. This 

strengthened the validity and reliability of all the instruments that were used. Ten 

percent of respondents’ sample size were selected to participate in the pre-test. These 

respondents were excluded from the main study in order to avoid contamination of the 

results. The questionnaire's content and sequence were pretested by the researcher 

to ensure accuracy before being utilised to collect data. Before conducting the mini 

dissertation, adjustments were made. The instrument was fine-tuned for the last step 

of the questionnaire construction process based on the findings of the pre-test, which 

provided useful understanding for circumventing unclear questions. 

3.13 Conclusion 

This chapter discussed the research techniques that were utilised for finding out what 

SMMEs perceived about the quality of service at CSERI. The goal was to scrutinise 

the data and find out if there were significant variations between what the interviewees 

perceived and what they expected. 

In Chapter 4, the results of the study will be discussed. 
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Chapter 4: Data Analysis and Discussion of Results 

4.1 Introduction 

Chapter 3 discussed how the study was carried out. The aim of this chapter is to 

tabulate, analyse, discuss, and then present the findings of this study. The data that 

was harvested using the SERVQUAL questionnaire will be analysed using 

appropriately designed descriptive and inferential statistics. This study was set up to 

achieve three main objectives, which were discussed in the first chapter and then 

followed by an in-depth review of the literature.  

This chapter will commence with an exploration of descriptive statistics based on data 

collected from 330 SMMEs of DUT CSERI. The results of sections A and B of the 

questionnaire will be explained in depth. This will be done with the help of graphs and 

tables, and then the results will be briefly discussed. 

4.2 Response rate 

There was a total of 924 SMMEs at CSERI. The sample size of 272 was calculated 

using a power analysis that assumed an 80% response rate and a 5% error margin 

(95% confidence level). To achieve the requisite sample size of 272 respondents, 340 

SMMEs were invited to participate in the survey based on the anticipated response 

rate of 80%. The SERVQUAL questionnaires were distributed to SMMEs using Survey 

Monkey. 330 out of 340 distributed questionnaires were returned, for a 97% response 

rate and a total of 330 completed questionnaires. The CSERI survey responses are 

illustrated in Table 4.1 below. 

TABLE 4. 1: RESPONSE RATE FROM DUT CSERI 
Name of the 
Business 
Incubator 

Total 
population  

Planned 
sample size as 
per power 
analysis 

Estimated 
response rate 

Actual number 
of 
questionnaires 
distributed 

Actual 
response 
rate 

Achieved 
sample 
size 

DUT CSERI 924 272 80% 340 97% 330 

 



53 

 

4.3 Descriptive statistics 

The demographic data of the respondents consists of quantifiable statistical 

information about the participants. Such information includes the level of education, 

gender, race, marital status and many other factors. Table 4.2 below clearly shows the 

demographic information. 

TABLE 4. 2: DESCRIPTIVE STATISTICS OF THE QUANTITATIVE DATA (N = 330) 
 

Statistics
Business ownership (%) Owner (1) 98

Manager (2) 2

Business sectors (%) Manufacturing 25
Retail 13
Telecommunications 14
Finance 7
Transport 14
Other 28

Gender (%) Male 53
Female 47

Number of employees (%) less than 20 employees 97
21 to 50 employees 3
51 to 100 employees 0
101 to 150 employees 0
151 to 200 employees 0

Duration owning / managing 1 - 5 years 59
6 - 10 years 25
11 - 15 years 10
16 - 20 years 4
21 - 25 years 1
> 26 years 1

Educational qualification (%) Matric certificate 35
Diploma / Bachelors 44
Honours degree / B.Tech 16
Masters 3
Doctorate 3
Other 3
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Figure 4.1 shows that 98 percent of respondents were business owners. These 

statistics indicate that almost all of the SMMEs are managed by their owners. This also 

confirms what Garatsa (2021) discovered in the study he conducted, stating that the 

majority of SMMEs in South Africa are owner-managed.  

 

FIGURE 4. 1: DISTRIBUTION OF RESPONDENTS’ POSITION (OWNER/MANAGER) 

In Figure 4.2, the distribution of respondents’ economic sectors is shown. Five 

economic sectors: manufacturing, wholesale and retail, telecommunications, finance 

and transport account for 72%. 
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FIGURE 4. 2: DISTRIBUTION OF RESPONDENTS’ ECONOMIC SECTORS 

Figure 4.3 depicts the gender distribution of respondents: 53% were male and 47% 

were women. This also demonstrates a substantial proportion of gender equality in 

SMME ownership. 

 
 

FIGURE 4. 3: DISTRIBUTION OF RESPONDENTS BASED ON GENDER 

Figure 4.4 illustrates the distribution of respondents based on the number of 

employees the SMMEs employed. 227 SMMEs have between one and five staff 

members. This indicator indicates that 84% of respondents meet the criteria for 

SMMEs as defined by the Small Business Development Act of 2006. 
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FIGURE 4. 4: DISTRIBUTION OF RESPONDENTS BASED ON THE NUMBER OF EMPLOYEES 

The distribution of respondents by number of years in operation is depicted in Figure 

4.5. The majority of responding SMMEs (85%) have been in operation for less than ten 

years. This indicator may indicate that the majority of SMMEs have closed before 

reaching their 10-year anniversary. In contrast, it could suggest that SMEs less than 

ten years old are the ones requiring incubator services. 
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FIGURE 4. 5: DISTRIBUTION OF RESPONDENTS BASED ON THE NUMBER OF YEARS IN 
OPERATION 

 

Figure 4.6 illustrates the distribution of respondents based on their level of education. 
Consequently, 95% of these proprietors have some form of education, highlighting the 
significance of literacy among South African entrepreneurs. 

 
 

FIGURE 4. 6 DISTRIBUTION OF RESPONDENTS BASED ON THE QUALIFICATION OBTAINED  
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4.4 Responses on service quality expectations (N = 330) 

All respondents agreed or strongly agreed that all 22 questions were reliable indicators 
of their service quality expectations at CSERI, as shown in Table 4.3 below. Every 
question elicited a majority response of strongly agree, indicating that respondents had 
high service quality expectations. 

TABLE 4. 3: RESPONSES ON SERVICE QUALITY EXPECTATIONS (N = 330) 
Dimension  Question/variable SD D N A SA Modal 

response 

 
 
Tangibles (%) 

Modern equipment - 1 15 25 59 SA 

Appealing facilities 1 1 6 30 62 SA 
Professional dressing - - 10 19 71 SA 

Promotional material 0 1 7 26 66 SA 
        
 
 
 
Reliability (%) 

Promise done on time - - 4 32 65 SA 

Sincere interest - - 2 25 73 SA 

Right first time - - 3 32 64 SA 
Service at the promised time - - 3 30 67 SA 
Error-free records - 1 6 25 67 SA 

        
 
 
Responsiveness (%) 

When is service performed - - 5 32 63 SA 
Prompt service - - 6 35 59 SA 

Willingness to help - - 6 25 68 SA 
Respond to customers’ 
request 

- - 4 27 69 SA 

        

 
 
Assurance(%) 

Instil confidence in 
customers 

- - - 32 68 SA 

Customers feel safe - - 2 33 65 SA 

Consistently courteous to 
customers 

- - 5 32 64 SA 

Knowledgeable staff - - 4 26 70 SA 
        
 
 
 
Empathy(%) 

Customers get individual 
attention  

- - 4 26 70 SA 

Convenient operating hours 1 1 4 33 62 SA 

Customers get personalized 
attention  

- - 7 26 66 SA 

Best interest @ heart 1 - 4 24 72 SA 
Understand customer needs - - 6 27 66 SA 

Note: SD = Strongly disagree, D = Disagree, N = Neutral, A = Agree, SA = Strongly agree 
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4.5 Responses on service quality perceptions (N = 330) 

The responses to the CSERI service quality perception survey are displayed in 

Table 4.4 below. Respondents had positive views of CSERI service quality, as 

indicated by the model response of strongly agree.  

TABLE 4. 4: RESPONSES ON SERVICE QUALITY PERCEPTIONS (N = 330) 
Dimension  Question/variable SD D N A SA Modal 

respons
e 

 
 
Tangibles (%) 

Modern equipment - 1 7 32 60 SA 

Appealing facilities - -   6 32 62 SA 

Professional dressing - - 14 16 70 SA 

Promotional material - 1 15 21 64 SA 
        

 
 
 
Reliability (%) 

Promise done on time - - 4 33 64 SA 

Sincere interest - 1 6 29 64 SA 
Right first time - 1 3 34 63 SA 
Service at the promised time - 1 6 36 56 SA 

Error-free records - 1 5 37 56 SA 
        

 
 
Responsiveness 
(%) 

When is service performed - - 2 38 60 SA 
Prompt service - - 5 32 64 SA 

Willingness to help - - 5 33 62 SA 

Respond to customers’ request - - 2 40 58 SA 
        

 
 
Assurance(%) 

Instil confidence in customers - - 5 34 62 SA 

Customers feel safe - - 6 30 65 SA 
Consistently courteous to 
customers 

- - 5 37 58 SA 

Knowledgeable staff - - 10 25 65 SA 

        
 
 
 
Empathy(%) 

Customers get individual attention  1 - 2 35 62 SA 
Convenient operating hours - - 4 35 61 SA 
Customers get personalized 
attention  

- - 5 28 66 SA 

Best interest @ heart - 1 2 31 66 SA 

Understand customer needs - - 4 31 65 SA 
Note: SD = Strongly disagree, D = Disagree, N = Neutral, A = Agree, SA = Strongly agree 
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4.6 Service quality dimensions’ gap analysis 

Figure 4.7 below shows the SMMEs’ expectations and perceptions of each variable 

that makes up the tangibility dimension of service quality. 

Before experiencing the CSERI service After experiencing the CSERI service 

 
 

Figure 4.7a: expectations Figure 4.7b: perceptions 

FIGURE 4. 7: TANGIBILITY - LINKED-SCALE GRAPH 

 
Figure 4.7 illustrates that prior to SMMEs experiencing CSERI service quality, all 

variables were scored highly and deemed significant. The most crucial factor under 

tangibles, was determined to be visually appealing promotional materials, followed by 

visually appealing facilities, formally dressed employees, and finally modern-looking 

equipment. However, the order of importance shifted after SMMEs experienced the 

grade of service provided by CSERI. The CSERI was regarded as having visually 

appealing facilities that exceeded the SMMEs' expectations. This also applies to 

modern-looking equipment, which was expected to be rated last at 85% but moved to 

second place with a score of 92%. The variables on performance of professionally 

dressed employees and visually appealing promotional materials did not meet the 

expectations of SMMEs. CSERI should enhance employees attire and promotional 

materials so that they appear professional and visually appealing. The current values 

of these two variables are 85% and 86%, which is very acceptable, but there is room 

for improvement. 

The results of the t-test on the tangibility dimensions are displayed in Table 4.5 (a) 

below. The t-value, p-value, mean difference, and confidence interval all indicate that 

the results were not the result of random chance. They are sufficient for generalisation 

by all other incubators.  
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Figure 4.9 below shows the SMMEs’ expectations and perceptions of each variable 

that make up the responsiveness dimension of service quality. 

Before experiencing the CSERI service After experiencing the CSERI service 

  

Figure 4.9a: expectations Figure 4.9b: perceptions 

FIGURE 4. 9: RESPONSIVENESS-LINKED-SCALE GRAPH 

The classification of variables within the responsiveness dimension by SMMEs was 

identical before and after experiencing the service, as depicted in Figure 4.9. The 

perceptions of these variables by SMMEs were significantly more positive after 

experiencing the service. This indicates that CSERI's service quality exceeds the 

SMMEs' expectations for responsiveness. 

The t-test results for the responsiveness dimensions are displayed in Table 4.7 (a) 

below. The t-value, p-value, mean difference, and confidence interval all indicate that 

the results were not the result of random chance. They are significant enough for all 

other incubators to generalise. 
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correction values were greater than 0.5, demonstrating that the t-test was the most 

appropriate analysis technique. 

4.7 Reliability 

Cronbach's alpha test, developed in 1951, evaluates the reliability of a summative 

rating (Likert scale) comprising the specified variables (or items). The alpha score 

ranges from 0 to 1, where 0 represents no correlation and 1 represents extreme 

correlation. The researcher utilised Cronbach's alpha as part of the reliability test to 

determine the validity of the overall results. In the literature, a score greater than or 

equal to 0.7 is generally regarded as indicating a strong correlation, whereas a score 

less than or equal to 0.5 is generally regarded as signaling a weak correlation. Table 

4.10 displays the results of the Cronbach's alpha test for all Likert scale survey 

questions. 
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TABLE 4. 10: THE CRONBACH’S ALPHA TEST 

 

The Test scale denotes the additive scale, where 0.423 is the average inter-item 

correlation, while the alpha coefficient for a test scale based on all items is 0.970. On 

the other hand, Obs is the number of non-missing values of the items, while Sign 

indicates the direction in which each variable entered the scale. Generally, the item-

test correlations should be almost similar for all variables. It may not be sufficient to 

detect variables that fit poorly because they may distort the scale. As a result, item-

rest correlations, which show the correlation between a variable and the scale that is 

formed by all other variables is usually considered. The last column in the table 
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presents the Cronbach’s alpha, the test scale, which is made up of all but one variable. 

The overall Cronbach’s alpha of 0.970 reported in the study suggests very strong inter-

item correlations, which signifies the reliability of the summative Likert scale of the 

variables used in this study this is in line with the study by Mbise and Tuninga 2016. 

4.8 Principal component analysis (PCA) model 

The PCA model was used to establish the determinants of service quality. The PCA 

identifies three components as having a variance greater than 1 as shown in Table 

4.11 below. 

TABLE 4. 11: PRINCIPAL COMPONENT ANALYSIS FOR SMMES EXPECTATIONS 

 

As shown in Table 4.11 above, the first component contributes about 28.5% of the 

variation in the data, while the second component contributes about 26.6% of the 

variation in the sample, and the third component contributes approximately 10.6% of 

the variation. Thus, the three identified components together contribute a total variation 

of about 65.7% in the data. To understand the variables that significantly load each 

component, loadings were computed for all components against each variable. To 

eliminate less impactful variables in each component, loading values less than 0.3 

were eliminated, thus only loading values greater than 0.3 were included. The results 

are presented in Table 4.12 below. 
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TABLE 4. 12: EXPECTATIONS: COMPONENTS AGAINST EACH VARIABLE 

Dimensions Variable Component 
1 

Component 
2 

Component 
3 Unexplained 

Tangibles 

Modern-looking equipment     0.5829 0.1534 
Visually appealing physical facilities     0.5333 0.2682 
Professionally dressed employees 0.3576     0.3672 
Visually appearing promotional 
material       0.3317 

Reliability 

Promises made are certainly done 
at set time       0.4478 
Show sincere interest in solving 
customer problems       0.5657 
Performs the service right the first 
time 0.341     0.4026 
Provide services at the time they 
promise to do so       0.224 

Insists on error-free records 0.3439     0.4401 

Responsiveness 

Tell customers exactly when 
services will be performed 0.3468     0.2434 
Give prompt service to customers       0.3413 
Always be willing to help 
customers 0.3543     0.213 
Never be too busy to respond to 
customers’ requests       0.5229 

Assurance 

Employees' behaviour instils 
confidence in SMMEs       0.3533 
SMMEs feel safe in their 
transactions       0.264 
Employees are consistently 
courteous to SMMEs   0.3584   0.2577 
Employees are knowledgeable to 
answer SMMEs’ questions   0.3225   0.3282 

Empathy 

Give SMMEs' individual attention   0.339   0.3713 
Operating hours are convenient 
for all SMMEs       0.4338 
Employees give SMMEs personal 
attention   0.3482   0.2262 
Have the SMMEs’ best interests at 
heart   0.3844   0.324 
Employees understand the needs 
of their SMMEs   0.3027   0.4723 

NB: Rotated components (blanks are abs (loading) <0.3) 

As shown in Table 4.12 above, component 1, which contributes 28.5% of the variation 

in the data, has the following variables loaded in it: professionally dressed employees, 

performing the service right the first time, insisting on error-free records, telling 

customers exactly when services will be performed, and always willing to help 

customers. This component combined one variable under the tangibility dimension and 

two variables from reliability and responsiveness dimensions of service quality. These 

variables show some similarity in that they highlight the importance of an employee in 

determining the service quality given to SMMEs. Therefore, the researcher concludes 
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that employees’ soft skills and attention to detail determine the level of service quality 

SMMEs receive from CSERI. 

Component two, which contributes 26.6% variation to the data, has the following 

variables loaded in it: employees are consistently courteous to SMMEs; employees are 

knowledgeable to answer SMMEs’ questions; employees giving SMMEs' individual 

attention; employees giving SMMEs personal attention; employees having the SMMEs’ 

best interests at heart; and employees understanding the needs of their SMMEs. This 

component only combined variables from the assurance and empathy dimensions of 

service quality. This highlights the importance of employees giving SMMEs assurance 

of quality service and empathising with them. 

Component three, which contributes 10.6% variation to the data, has the following 

variables loaded in it: modern-looking equipment and visually appealing physical 

facilities. Component three has only combined two variables from the tangibility 

dimension. This indicates that physical infrastructure like incubator facilities, 

equipment, prototyping equipment, boardrooms, makerspaces, and furniture and 

fittings, has a huge impact on influencing SMMEs’ expectations of service quality. The 

other variables as shown in Table 4.12 were identified as not significantly important 

determinants of the phenomena investigated in the study. 

Table 4.13 below shows the principal component analysis for SMMEs perceptions (P). 

TABLE 4. 13: PRINCIPAL COMPONENT ANALYSIS FOR SMMES PERCEPTIONS 

 

As shown in Table 4.13, the first component contributes about 43.04% of the variation 

in the data, while the second component contributes about 16.35% of the variation in 

the sample, and the third component contributes approximately 14.42% of the 
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variation. Thus, the three identified components together contribute a total variation of 

about 73.81% in the data. To understand the variables that significantly load each 

component, loadings were computed for all components against each variable. To 

eliminate less impactful variables in each component, loading values less than 0.3 

were eliminated, thus only loading values greater than 0.3 were included. The results 

are presented in Table 4.14 below: 

TABLE 4. 14: EXPECTATIONS: COMPONENTS AGAINST EACH VARIABLE 

Dimensions Variable Component 
1 

Component 
2 

Component 
3 Unexplained 

Tangibles 

Modern-looking equipment     0.5465 0.1822 
Visually appealing physical 
facilities     0.5259 0.2003 
Professionally dressed employees       0.2603 
Visually appearing promotional 
material       0.1815 

Reliability 

Promises made are certainly 
done at set time       0.3704 
Show sincere interest in solving 
customer problems   0.3295   0.1935 
Performs the service right the 
first time   0.4089   0.1973 
Provide services at the time they 
promise to do so   0.5463   0.2507 
Insists on error-free records   0.427   0.207 

Responsiveness 

Tell customers exactly when 
services will be performed       0.3308 
Give prompt service to 
customers       0.2689 
Always be willing to help 
customers 0.3125     0.2852 
Never be too busy to respond to 
customers’ requests       0.3139 

Assurance 

Employees' behaviour instils 
confidence in SMMEs       0.2939 
SMMEs feel safe in their 
transactions       0.3366 
Employees are consistently 
courteous to SMMEs       0.3728 
Employees are knowledgeable to 
answer SMMEs’ questions 0.3816     0.3012 

Empathy 

Give SMMEs' individual attention     0.3113 0.2172 
Operating hours are convenient 
for all SMMEs       0.2482 
Employees give SMMEs personal 
attention       0.2284 
Have the SMMEs’ best interests 
at heart 0.3469     0.2457 
Employees understand the needs 
of their SMMEs       0.2769 

NB: Rotated components (blanks are abs (loading) <0.3) 

As shown in Table 4.14 above, component 1, which contributes 43.04% of the variation 

in the data, has the following three variables loaded in it: CSERI employees’ show 
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willingness to help SMMEs (responsiveness dimension); they are also knowledgeable 

about how to answer SMMEs’ questions (assurance) and they have SMMEs’ best 

interests at heart (empathy). This component highlighted the importance of 

responsiveness, assurance and empathy dimensions in enhancing service quality. 

CSERI must make sure that they train employees so that they become knowledgeable 

about the business development services that are required and demanded by SMMEs. 

Once the business development officer is knowledgeable enough, he or she can 

willingly assist SMMEs while keeping their best interests at heart. 

The second component, which contributes 16.35% variation to the data, has the 

following variables loaded in it: showing sincere interest in solving SMMEs problems, 

performing the service right the first time, providing services at the time they promise 

to do so, and insisting on error-free records. This component only has combined 

variables from reliability dimension of service quality. It confirms how important the 

reliability dimension is in determining service quality. Mosimanegape et al. (2020a) 

proclaimed that reliability is the most important dimension among all service 

dimensions, which is being confirmed by this study. 

Component three, which contributes 14.42% variation to the data, has the following 

variables loaded in it: modern-looking equipment and visually appealing physical 

facilities, which are the same variables for the expectations component. However, as 

for perceptions, giving SMMEs' individual attention (empathy) has been included. 

Component three has two variables from the tangibility dimension and one from the 

empathy dimension. This indicates that physical infrastructure like incubator facilities, 

equipment, prototyping equipment, boardrooms, makerspaces, and furniture and 

fittings, has a huge impact on influencing SMMEs’ perceptions of service quality.  

The other variables, as shown in Table 4.14, were identified as not significantly 

important determinants of the phenomena investigated in the study. 
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Kaiser-Meyer-Olkin (KMO) 

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is a test that is used to 

prove that the PCA model was the best for the data. The rule of thumb is that the PCA 

model is the best if the KMO value is 0.5 or more. This KMO value ranges from 0 to 1, 

with 0 meaning it is totally unacceptable to use the PCA test, while 1 means PCA is an 

extremely desired model. This study’s data, both expectations and perceptions, have 

about a 0.9 value for KMO, which means PCA is an extremely suitable model for 

analysing the data. 

TABLE 4. 15: KAISER-MEYER-OLKIN (KMO) MEASURE OF SAMPLING ADEQUACY 
Variable Expectations: 

KMO value 
Perceptions: 
KMO value 

Modern-looking equipment 0.840 0.887 
Visually appealing physical facilities 0.782 0.852 
Professionally dressed employees 0.812 0.824 
Visually appearing promotional material 0.876 0.851 
Promises made are certainly done at set time 0.907 0.867 
Show sincere interest in solving customer problems 0.936 0.895 
Performs the service right the first time 0.945 0.915 
Provide services at the time they promise to do so 0.896 0.845 
Insists on error-free records 0.831 0.926 
Tell customers exactly when services will be performed 0.917 0.910 
Give prompt service to customers 0.830 0.917 
Always be willing to help customers 0.803 0.890 
Never be too busy to respond to customers’ requests 0.823 0.907 
Employees' behaviour instils confidence in SMMEs 0.855 0.891 
SMMEs feel safe in their transactions 0.880 0.897 
Employees are consistently courteous to SMMEs 0.909 0.866 
Employees are knowledgeable to answer SMMEs’ 0.811 0.839 
Give SMMEs' individual attention 0.807 0.848 
Operating hours are convenient for all SMMEs 0.900 0.921 
Employees give SMMEs personal attention 0.866 0.943 
Have the SMMEs’ best interests at heart 0.818 0.853 
Employees understand the needs of their SMMEs 0.910 0.862 
Overall 0.862 0.883 

4.9 Conclusion 

This chapter analysed, discussed, tabulated, and presented the study's findings. 

Graphs and tables were utilised to display the processed data. The presentation began 

with descriptive statistics and then transitioned to inferential statistics. It was essential 

to observe that the survey respondents were a good representation of the entire 

population. Cronbach's alpha value of 0.97 confirmed the reliability of the summative 
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rating (Likert scale) comprised of the specified variables, indicating that both the 

instrument and the results were genuine. 

Responses regarding expectations and perceptions of service quality were tabulated 

and juxtaposed to identify service quality gaps. The service quality gap was determined 

by five variables, three of which were part of the tangible dimension. The five service 

quality gaps highlighted opportunities for improvement. The remaining 17 variables 

exceeded the SMMEs' expectations, suggesting that this excellent performance 

requires reinforcement. 

The t-test used to determine the level of significance indicated that the results were 

due to an arbitrary occurrence and could be implemented in other incubators. Cohen's 

d and Hedges' corrections were also used to corroborate the t-test, and all of the results 

confirmed the validity, dependability, and significance of the collected data and 

methodologies. 

The principal component analysis was also performed to determine the service 

quality's determinants. Only three components with variances greater than one were 

identified. This statistical analysis revealed the service quality dimensions that had the 

greatest influence on determining service quality. These factors included tangibility, 

reliability and assurance. Additionally, valuable indicators were identified. 

The following chapter provides a summary of the study. In addition, it will present 

whether the research questions were answered, make recommendations, and 

emphasise the study's limitations and suggestions for future research. 
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Chapter 5: Summary, Conclusions and Recommendations 

5.1 Introduction 

The preceding chapter tabulated, analysed, discussed and presented the findings of 

this study. This chapter provides a summary of the theory and concepts. In addition, it 

summarises the extent to which the research objectives have been achieved, makes 

recommendations, and highlights the study's limitations and future research 

suggestions. 

5.2 Summary of the study 

The main objective of the study was to assess CSERI's service quality. To accomplish 

this objective, the researcher set out to identify service quality gaps by determining the 

expectations and perceptions of SMMEs. The purpose of identifying service quality 

gaps was to provide management at the incubator with a better understanding of 

service quality and to improve SMME retention, acquisition of the best SMMEs into the 

incubator, and service to these SMMEs. 

The second chapter discussed the government's role in the development of SMMEs, 

its policies, and how they have influenced the establishment of business incubators in 

South Africa. This chapter also examined the different categories of business 

incubators, as well as their success factors, benefits and challenges. The history of 

CSERI in order to fully understand how this incubator aligns itself with government 

policies and interventions was discussed. The adjuster was posed with service 

characteristics to determine if CSERI's service offerings matched their properties.  

The remaining section discusses service quality in business incubation as well as the 

instruments and methods used to measure service quality. The components of service 

quality and the significance of business incubators in maintaining high standards of 

service quality were examined in detail. The quality gap model examined the causes 

of service quality disparities. The model also revealed that closing the disparity 

between the SMMEs' expectations and their perceptions of service quality was crucial. 
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The gap analysis in Chapter 4revealed that DUT CSERI is performing extremely well 

in terms of providing exceptional service quality. In the majority of cases, the 

expectations of SMMEs were lower than their perceptions. Nonetheless, there is space 

for improvement, as only one variable scored a perfect 100. In addition, the results 

revealed that the order of importance for the variables comprising a dimension does 

not remain the same for SMMEs due to the presence of numerous other factors. 

5.3 Summary of the empirical study 

The research findings were analysed, interpreted, and presented in Chapter 4. The 

research was quantitative in nature. Of the 340 questionnaires distributed to SMMEs 

that have utilised CSERI services, 330 were collected. The research findings revealed 

the service quality aspects that CSERI excels at, the areas for improvement, and the 

areas that must be maintained as is. Superior service quality will ultimately result in 

customer satisfaction and repeat business. 

5.4 Attainment of research objectives 

5.4.1 To determine SMMEs’ expectations of service quality? 

Using the SERVQUAL questionnaire, the service quality expectations of SMMEs for 

CSERI were recorded, verified, and analysed. The findings were recorded and 

categorised into five distinct service dimensions. According to the results, SMMEs 

expected exceptional service quality from CSERI. All SMMEs had expectations above 

94% for all variables. Only five of the 22 questions (variables) revealed that the 

expectations of SMMEs exceeded their perceptions. This indicates that improvements 

should be prioritised in these two dimensions, where SMMEs expect higher service 

quality than is currently provided. 

5.4.2 To determine SMMEs’ perceptions of service quality? 

CSERI measured the perceptions of service quality among SMMEs. The results of the 

15 questions answered revealed that the perceptions of SMMEs exceeded their 

expectations. These results indicate that CSERI provides superior service quality that 

exceeds the expectations of SMMEs. The Incubator should maintain or improve its 

condition. 
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identify the service quality gaps in CSERI's service delivery and also contributed to the 

existing knowledge on service quality in business incubators. Therefore, this study 

intends to provide the following recommendations for enhancing CSERI's services and 

ultimately improving the overall service quality in business incubators, fostering the 

success of entrepreneurial ventures within the Durban ecosystem. 

i. Service quality measurement at DUT CSERI should be carried out regularly to 

identify any gaps that may be exist and allow corrective actions to be taken 

timeously. Once SMMEs expectations are met or surpassed, they will become 

satisfied customers and loyal to CSERI members, thereby making it more 

competitive. 

ii. CSERI management should embrace service quality management holistically 

by involving every employee at the incubator. The SMMEs interact with the 

employees, especially the business development officers, mentors, and 

coaches. These employees should be made aware of the importance of service 

quality and be trained in how best to handle SMMEs. 

iii. According to the findings of this study, it was discovered that the promotional 

materials were not visually appealing to the SMMEs. It is recommended that 

management consider improving the visual appeal of their promotional 

materials. It is also recommended that management at the business incubator 

consider introducing an employee dress code to complement their brand. As for 

the other tangible variables, like modern looking equipment and visually 

appealing facilities, it is recommended that management maintain their current 

standard, as it surpasses the SMMEs expectations. 

iv. It is recommended that the management and CSERI staff entrench the service 

quality dimension of reliability. The concept is regarded as one of the most 

important among all dimensions. In order to cultivate reliability, SMMEs 

promises  should certainly be fulfilled within the set time and employees should 

show interest in solving the SMME’s problems. The services provided should 

be right the first time. For instance, SMMEs requiring a business plan should be 

given exactly that, not drafts of a business plan. 

v. It is recommended that CSERI regularly gather and assess the views, 

requirements and preferences of SMMEs. This will help both leadership and 
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employees address problems before they become severe. Employees should 

be trained and equipped to resolve the identified challenges faced by SMMEs. 

5.6 Recommendations for future study 

The researcher suggests that SERVQUAL be used again to assess the service quality 

of CSERI, but this time it should include the employees. The current study only 

investigated the expectations and perceptions of SMMEs without considering the views 

of their employees. Employees are a very important component in the creation, delivery 

and consumption of services.  

Future studies should also consider researching with enough time to ask SMMEs to 

complete the expectations’ questionnaire before joining the incubator and thereafter at 

regular intervals to complete the perceptions questionnaire. This will allow the 

incubator to clearly understand what the SMMEs expect to get from it without any 

influence. Furthermore, asking the SMMEs to complete the perceptions questionnaire 

after they have experienced the service removes biases in their responses. Regular 

interval completion of the perceptions will assist SMMEs in identifying any 

development patterns or anomalies before they become unmanageable. 

. 

5.7 Limitations of the study 

The study was limited to a single case study of the CSERI at the Durban University of 

Technology. Therefore, the findings may not be generalisable to other business 

incubators or social entrepreneurship ecosystems in South Africa or other countries. 

The sample size of this study was also limited, as it was based on entrepreneurs 

affiliated with the CSERI at Durban University of Technology. Therefore, the results 

are not representative of other business incubators or social entrepreneurship 

ecosystems in South Africa or other countries. This study also relied on self-reported 

data from entrepreneurs. As such, there may be bias or inconsistencies in the 

responses, which could impact the reliability of the findings. 



81 

 

5.8 Conclusion 

There is a rapid increase in the number of incubators in South Africa, all aiming to 

service the same market. Measuring service quality becomes paramount. Several 

challenges that the South African economy is facing require SMMEs to come up with 

sustainable solutions so that they can address unemployment and social ills and 

improve the livelihoods of South Africans. These SMMEs need a conducive 

environment that is created by business incubators. Thus, business incubators should 

provide exceptional quality services to SMMEs in order for them to remain 

competitively sustainable and to create and develop SMMEs with a lasting impact on 

the economy. 

This chapter provided a summary of the theory and concepts. In addition, it 

summarised the extent to which the research objectives were achieved, made 

recommendations, and highlighted the study's limitations and future research 

suggestions. 
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Annexure 1: Consent letter 

 
LETTER OF CONSENT 

 
Full Title of the Study: Service Quality at the Durban University of Technology, Centre for Social 
Entrepreneurship Rapid Incubator (DUT CSERI) 

 
Names of Researcher/s: Solomon Nyamurima 
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• I hereby confirm tha t  I  have been informed by the researcher, Solomon Nyamurima, about 

the nature, conduct, benefits, and risks of this study - Research Ethics Clearance Number: 
_______, 

• I have also received, read and understood the above-written information (Participant 
Letter of 

Information) regarding the study. 

• I am aware that the results of the study, including personal details regarding my sex, age, 
date of birth, initials and diagnosis will be anonymously processed into a study report. 

• In view of the requirements of research, I agree that the data collected during this study 
can be processed in a computerised system by the researcher. 

• I may, at any stage, without prejudice, withdraw my consent and participation in the study. 

• I have had sufficient opportunity to ask questions and (of my own free will) declare myself 
prepared to participate in the study. 

• I understand that significant new findings developed during the course of this research 
which may 

relate to my participation will be made available to me. 
 
 
 
Full Name of Participant Date Time Signature 
 
I, Solomon Nyamurima herewith confirm that the above participant has been fully informed about the 
nature, conduct, and risks of the above study. 
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Full Name of Researcher Date Signature 
 
 
Full Name of Witness (If applicable) Date Signature 
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Annexure 2: Letter of information 

LETTER OF INFORMATION 

Title of the Research Study: Service quality at the Durban University of Technology, 
Centre for Social Entrepreneurship Rapid Incubator (DUT CSERI) 

Principal Investigator/s/researcher: Solomon Nyamurima, (CIS Professional Post-
Graduate Qualification: Company secretarial and Governance practice NQF Level 8 

Co-Investigator/s/supervisor/s: Professor Manduth Ramchander, PHD 

Brief Introduction and Purpose of the Study: This survey aims to evaluate the DUT 
CSERI's service quality and its impact on the performance and success of the SMMEs it serves. 
Despite the potential advantages of business incubators, little is known about the service 
quality provided by these incubators and how it influences the performance and success of the 
SMMEs they support. The purpose of this study is to fill this information gap by evaluating the 
service quality of a university-based business incubator and studying the relationship between 
service quality and SMMEs’ performance. In addition, the study will offer insights into the 
perceptions and experiences of service quality among incubator clients and staff, which can 
inform the design and operation of university-based business incubators in order to better 
support the growth of SMMEs. 

Dear Entrepreneur 

My name is Solomon Nyamurima, and I am a Master of Business Administration student at 
Durban University of Technology (DUT). I am conducting research to evaluate the service 
quality supplied by DUT CSERI and to remedy any service quality gaps that may be discovered. 
This research is part of my MBA requirements at DUT. 

You were picked on purpose, and I would like to ask for your help in completing this 
questionnaire. If you want to engage in the survey, you are free to ask as many questions as 
you like in order to properly comprehend the research. You have the right to discuss the 
study with your family and friends, but you are not required to commit at this time. You will 
be given a copy of the information letter to take home. 

The study's goal is to evaluate service quality at Durban University of Technology's Centre for 
Social Entrepreneurship Rapid Incubator (DUT CSERI). The study's aims are to establish 
SMMEs' expectations of service quality, SMMEs' perceptions of service quality, and to identify 
and address service quality deficiencies at DUT CSERI. Please take your time reading and 
comprehending the questionnaire, which should take no more than 10 minutes to complete. 
You are also asked to be honest and accurate in your responses, since this information may 
help the incubator improve its services and better serve you. The questionnaire would be 
electronically distributed using Survey Monkey, and SMMEs would fill it out online. 
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You may be interested to know that the study has no unpredictable risks and is fully voluntary. 
However, if you are uncomfortable answering any of the questions, you can stop answering 
the questionnaire at any time. 

You may withdraw from the study at any time for any reason, including noncompliance, illness, 
or adverse effects. Your removal from the study, on the other hand, will have no negative 
implications. 

You may acquire insight into service quality measurement, its significance, and the benefits of 
continuously increasing service quality. You will not be compensated for participating in the 
research, and you are not expected to cover any expenditures associated with the study; this 
is solely the responsibility of the researcher. 

Your survey responses will be kept absolutely confidential, and data from this study will only 
be reported in aggregate. Your information will be encrypted and kept private. The Durban 
University of Technology will protect confidentiality and anonymity. All information gathered 
will be stored in a secure location for five years before being destroyed. Under tight 
conditions, only authorised individuals will have access to the data.  

Persons to contact in the Event of Any Problems or Queries:  

Supervisor: Professor Manduth Ramchander 

Please contact the researcher (tell no. 031 373 5747), my supervisor (tell no. 031 373 5288)) 
or the DUT-Institutional Research Ethics Administrator on 031 373 2375. Complaints can be 
reported to the Acting Director: Research and Postgraduate Support on 
researchdirector@dut.ac.za 

Thank you for your time and participation 

Yours sincerely 

Solomon Nyamurima (researcher) 
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Annexure 7: Turnitin report 

  






