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ABSTRACT 

This study aims to evaluate the perceptions of customers regarding the service 

delivery of Trade and Investment KwaZulu-Natal. Several research studies on 

service quality have resulted in positive outcomes for organisations which have 

proven that services can be improved upon, revenues can be increased, customer 

retention can be maintained, and this can result in attracting new customers through 

positive word-of-mouth outreach. 

This research unravelled a level of awareness as identified by the Corporate 

Strategy Plan compiled by Sigma International 2019 of the services offered by Trade 

and Investment KwaZulu-Natal (TIKZN). The gaps that highlighted the perceptions 

and expectations created were the motivation behind this study, which examined the 

effect of service delivery from a sample size of 400 businesses locally within Central 

Durban, Amanzimtoti, Umhlanga, Westville and Morningside, as well as some of the 

businesses that lie on the outskirts of the greater Durban area. 

A quantitative approach was adopted in this study and data was gathered through 

questionnaires. The study also used the probability cluster sampling technique to 

draw a sample from the Trade and Investment KwaZulu-Natal’s database.  Customer 

perception and expectations of service quality were measured using the SERVQUAL 

instrument, which consists of five dimensions: reliability, tangibles, responsiveness, 

empathy, and assurance. Gap analysis was used to evaluate gaps in terms of the 

quality of services delivered. The data collection procedure ensured that ethical 

considerations were followed in collecting data from the respondents. Descriptive 

and inferential statistics were used to analyse data by means of the Statistical 

Package for the Social Sciences (SPSS version 27®). 

The findings of this study using SERVQUAL illustrate that customer expectations 

were higher than perceptions across all five service quality dimensions. The results 
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imply that customers were not happy with the level of service being delivered by 

Trade and Investment KwaZulu-Natal on each of the dimensions. 

Based on the findings of this study, recommendations have been proposed to close 

the gaps and ultimately improve service quality so that Trade and Investment 

KwaZulu-Natal is able to achieve customer satisfaction and improve service delivery. 

These findings of the study are limited to KZN and should not be generalised beyond 

this region. Therefore, it is recommended that future research investigate employee-

related aspects of service quality effectiveness, such as role stress, ambiguity, 

conflict and job satisfaction, as well as other customer-related service outcomes 

apart from perceived service quality. 
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CHAPTER 1  

1.1 Introduction 

According to Peters (2022), over the past thirty years, the public division’s 

conventional purpose has moved away from being a financer, owner and project 

manager to allocating aspects of how services are delivered using “alternative 

service delivery” (ASD) procedures. These types of procedures (ASD) differ in their 

use from “public-private partnerships” (PPPs) of organisations. Peters (2022) states 

that this is not a new concept in South Africa as many government divisions have a 

selection of actions and obligations. A crucial distinguishing aspect of agencies is 

their narrower, specific purposes. In principle, this distinctive attribute, coupled with 

substantial working independence, allows organisations to circumvent many of the 

disputes that their governmental equivalents experience, thus providing the 

possibility for advancement.  

 

Armah (2020) states that to attract foreign direct investment, nine provincial 

investment promotion agencies were created to focus on the advancement of trade 

and investment to and from corresponding provinces. Considering the above, 

Mazibuko (2020) observes that it is the role of investment promotion organisations to 

collect and disseminate information to investors to encourage them to invest in South 

Africa 

Worldwide, “service delivery” is a common phrase that is used to signify the 

movement of basic communal requirements and services, particularly housing, water 

and public health, property, energy and structures, which resident communities are 

dependent on and have taken for granted (Zerihun and Mashigo, 2022). 

Nevertheless, in the South African context, the distribution and constant upkeep of 

these basic services have demonstrated that occasionally they are undependable, 

greatly disrupting and jeopardising local communities (Amesho et al., 2021).  
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According to Nieuwenhuizen (2019), the regulatory environment and restrictive 

legislation are responsible for the minimal growth in the formal business sectors. 

Asha and Makalela (2020) and Kolaee, Ghaffari and Divkoti (2022) are consistent in 

their statements about strategies and legislation being the most valuable restraints to 

business progress in emerging countries. Government policies and strategies were 

revealed as a constraining factor to business movement by 60% of the participants in 

a study by Mazibela and Matsiliza (2020).  

Ameso et al. (2021) argue that “red tape” is an extremely common cause of the 

collapse of many businesses. The Small Business Project (SBP) states that 78% of 

the contributing businesses reported an increasingly unfavourable situation for 

business progress as this is mostly enforced by government regulations (SBP, 

2020). South Africa is very reliant upon different-sized organisations and businesses 

for the stability of the economy, expansions and employment as stated by the Small 

Business Project (2020). The effects of regulations and the very changing economy 

impede the growth and survival of businesses. Mazibela and Matsiliza (2020) add 

that there is a low entry level of entrepreneurial activity at 6.9%, with a rating of 52nd 

out of 65 countries for South Africa. Some of the other issues businesses face, 

according to Kurdi et al. (2022) are the lack of ease of doing business, the 

inefficiencies of government bureaucracy and the restrictive regulations for labour. 

These concerns are indicative that small businesses are important contributors to 

employment, GDP and prosperity and that they are not doing very well in South 

Africa. These are some of the challenges that deter foreign investment in South 

Africa as well. 

The value of perception-building rests in the pledge to the stakeholder or the local 

business that the investment decision will reduce exploration times, offer social 

tolerance and provide psychological support for the investment (Ndinga-Kanga, Van 

der Merwe and Hartford, 2020). Zerihun and Mashigo, 2022) attest that a stable 

correlation between service delivery and governance is substantial in the South 

African local, municipal, or provincial government framework. These statements 
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reinforce the significance of perceptions of service within a government context and 

aid in building an argument to showcase the aspects that impact perceptions and 

how agencies of government can learn to understand and measure the information 

received.  

The research is based on the perceptions of the customers of Trade and Investment 

KwaZulu-Natal, one of the nine Investment promotion agencies created to help grow 

KwaZulu-Natal’s economy. 

1.2 Context of the research 

1.2.1 Background of investment promotion 

According to Nyawo and Mubangizi (2021) the basis for investment promotion is to 

correct or alleviate market limitations and to be able to ensure that the information 

received is precise and properly guided. Further to this statement, Nyawo and 

Mubangizi (2021) outlines that investment promotion agencies (IPAs) are there to 

attract quality foreign direct investment (FDI) both internationally and locally, as well 

as address distorted risk perceptions, close information gaps, overcome bureaucratic 

hurdles and portray the correct image of the country.  

There are many investment promotion agencies (IPAs) with very similar mandates 

and key performance indicators in South Africa. South Africa has investment 

promotion agencies operational in almost every region that have been established to 

perform tasks for the government at the operational level with the outlook and aim of 

attracting investment into their respective provinces and effectively into South Africa. 

Trade and Investment KwaZulu-Natal (TIKZN) is one such IPA. 

According to the Corporate Strategy Plan compiled by Sigma International for Trade 

and Investment KwaZulu-Natal (Singh, 2019), there are many challenges facing 

Trade and Investment KwaZulu-Natal’s (TIKZN’s) presence in the investment 

markets associated with the perceptions that they are a funding agency; that they 
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charge a consulting fee; or being a government agency, they do not have all the 

proper resources or databases required when compared to other IPAs.  

The above-mentioned factors have given rise to this study in trying to understand the 

role of the Investment Promotion Agency as well as the various business sectors’ 

expectations and perceptions of the organisation.  

Despite the success stories and roadshow campaigns, customers are not fully aware 

of Trade and Investment KwaZulu-Natal’s (TIKZN) full suite of service offerings.  

This proposal aimed to investigate customers’ perceptions of Trade and Investment 

KwaZulu-Natal (TIKZN)’s delivery of the service offerings.  

1.3 Research problem and aims 

1.3.1 What is the problem?  

Noko (2019) explains that a problem statement is a brief and snappy description of a 

challenge that needs to be resolved. A problem statement identifies the inequality 

that exists between the current condition and the desire to achieve set goals, which 

helps to confront a present problem that needs resolution. As clarified in the above 

statement by Noko (2019), in relation to this research proposal, the objective is to 

understand the perceptions of the service delivery of TIKZN offerings. It has been 

stated in the Corporate Strategy Plan compiled by Sigma International for Trade and 

Investment KwaZulu-Natal (Singh, 2019) that the customers do not fully understand 

the full suite of offerings. Customers are not completely aware of exactly what the 

service offerings are or how they are delivered, revealed Singh (2019).  

Trade and Investment KwaZulu-Natal is a South African commerce promotion 

organisation, founded to support the KwaZulu-Natal province as a destination worthy 

of investing in and to create trade deals by facilitating assistance to the local 

companies’ access to international markets. “The organisation was created after 

government's decision to rid investment promotion from the provinces, rather than 
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have this retained as a national function” (TIKZN, 2018). Based on the above, Trade 

and Investment KwaZulu-Natal should have a focused drive that thrives on 

facilitating investment and trade.  

1.3.2 What is the aim of the study? 

The aim of the study was to identify and scrutinise the customers’ experiences of 

service delivery by the Trade and Investment KwaZulu-Natal Agency in the greater 

Durban area. Through a close and fine-grained analysis of the Gaps Model and the 

Service Model, this research showed that there are means and ways to address the 

perception problems that may arise. 

1.4 What are the study objectives? 

i. To evaluate customers’ expectations of the service delivery by Trade and 

Investment KwaZulu-Natal (TIKZN). 

ii. To measure the gaps that lie between the expectations and perceptions of the 

service quality offered by TIKZN. 

iii. To make appropriate recommendations on improving the service delivery of 

TIKZN. 

1.5 Research questions 

The study addressed the following questions: 

i. What do the customers of Trade and Investment KwaZulu-Natal perceive as good 

service quality? 

ii. What are the customers’ expectations of Trade and Investment KwaZulu-Natal? 

iii. What are the gaps between expectations and perceptions and how can these 

gaps be closed? 
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iv. What dimensions of service quality could be gauged to assure better service 

delivery? 

1.6 Justification of the study 

Service quality has been clearly explained as the degree and course between 

customer service expectations and perceptions (Pawish, 2021). Further to this, 

Kolaee et al. (2022: 203) define perceived service quality as the assessment of the 

service across the episodes when compared to some explicit or implicit standard. 

What this tells us is that customers benchmark the service quality received by an 

organisation against an internal standard of expectation.  

Based on research and case studies of the impact on service delivery amongst many 

service providers and product manufacturers, trying to understand the impact of an 

organisation’s service delivery on its customers is an integral aspect of the ongoing 

support it will receive as well as the survival of a company. There are many 

investment promotion agencies and the competitiveness is ever rising as the 

economy changes and the difficulties to create investments grow stronger. It is 

possible to create and set up an organisation’s reputation apart from the many 

agencies through its service delivery. As stated by Nyawo and Mubangizi (2021: 9) 

the purpose of the IPAs is to reduce the costs of foreign direct investments (FDIs) 

and to assist by providing information on the host country and ensuring there is a 

seamless process followed through. This being an integral role that IPAs play in the 

economic sector, means such research will have an impact on future FDIs and how 

the country is perceived by its service delivery and the quality offered. KwaZulu-Natal 

is where the hub of many sectors gives rise to entrepreneurs who seek to acquire 

company information about acquisitions, business linkages and foreign investments. 

Therefore, this study was imperative to understand and mitigate those gaps. 
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1.7 Summary of the research methodology 

This study is quantitative in nature. As identified by Bhasin (2020), quantitative 

research is a methodical approach to gathering information via sampling methods, 

for example, questionnaires, online polls and online surveys. It is collected from both 

prospective and present customers and clients and represented in numerical terms. 

The best sampling methodology for this study was the probability sampling 

technique. According to Saunders et al. (2019), probability sampling techniques use 

the random collection technique to help select elements from the sampling structure 

to be included in the sample. Each person has a non-zero possibility of being 

chosen. Further to this, Saunders et al. (2019) explains that the benefit of probability 

sampling is that sampling error can be determined. This holds true for the sample 

selected for this, study as they are representatives of various businesses within the 

greater Durban area.  

The purpose of this research was to investigate the customer’s perceptions of the 

service quality of trade and investment in KwaZulu-Natal in the greater Durban Area. 

Information was collected through a quantitative survey questionnaire as part of the 

research strategy making use of a 5-point Likert scale. The research was descriptive. 

This closed response questionnaire, which was constructed using the SERVQUAL 

survey, was self-administered and constructed around the primary purpose, namely, 

customers’ perceptions of the service quality of trade and investment in KwaZulu-

Natal in the greater Durban Area. The sample involved the entire population of 400 

customers who utilise the services of Trade and Investment KwaZulu-Natal in the 

greater Durban area. Data was accumulated using questionnaires that were 

administrated by the researcher to customers during 2020 and processed using the 

Statistical Package for the Social Sciences (SPSS version 27®) for the creation of 

results. The evaluation and understanding of data were offered using illustrative and 

inferential statistics. 
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1.8 Organisation of the study  

  Chapter 1 

Introduces the topic, problem information, the aim of the study and the research 

objectives. The research methodology was also discussed.  

  Chapter 2 

This chapter presents a relevant literature review on how investment promotion 

agencies are regulated and the impacts they have on their outreach to businesses. 

The service quality, Gaps Model, customer service as well as the government sphere 

were outlined and explained in detail.  

  Chapter 3 

 This chapter focuses on the research methodology appropriate to the study 

undertaken, whereby the type of study chosen, the sampling techniques, population 

chosen, data collection and analysis, are all examined. 

  Chapter 4 

This chapter concentrates on the statement, interpretation, and discussion of 

findings. The purpose of this research is to find remedies to perceived problems in 

the organisation.  
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  Chapter 5 

This chapter centres on the deductions and suggestions of the study. Bringing the 

various strands of thought together and using the statistical analysis to substantiate 

why certain conclusions are drawn. 

1.9 Conclusion 

This chapter explains the introduction and background to investment promotion 

agencies and the offerings of Trade and Investment in KwaZulu-Natal. Chapter 1 

delves further into the process and structure of evaluating customers’ perceptions of 

service delivery by trade and investment in KwaZulu-Natal in the greater Durban 

area. It includes the purpose, objectives, and problems of the research. This section 

also explains to the reader what the actual problem is and the reason for this 

research. 

The following chapter summarises the relevant academic literature, aiming to 

perform a thorough exploration and assessment of the theoretical basis related to the 

research. 
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CHAPTER 2: LITERATURE REVIEW 

2.1 Introduction  

The importance of perception-building lies in the assurance by the investor or the 

local business that the investment result will decrease exploration times and provide 

social approval, as well as psychological fortification of the investment conclusion 

(Mazibuko, 2020).  

2.1.1 Service delivery and governance 

Breakfast, Bradshaw and Bradshaw (2019) attest that a stable relationship between 

service delivery and governance is substantial in the South African local, municipal 

or provincial government context. These statements reinforce the significance of the 

perceptions of service within a government context and build an argument to 

showcase the aspects that impact perceptions and how agencies of government can 

learn to understand and measure the information received.  

This chapter reviews the literature on the concept of service delivery and customers’ 

perceptions of service delivery. The chapter also looks at various aspects of the 

subject and provides a reflection and evaluation of what other scholars say about the 

consumers’ perceptions of service delivery and how service delivery is perceived as 

core to the development and improvement of services that TIKZN mandated. It is 

imperative to note that the amount of literature on the issue of service delivery in 

South Africa is rather overwhelming, but this study provided a summarised overview 

and reflection of the subject. 

2.1.2 Trade and investment KwaZulu-Natal service offerings 

The review of the service delivery models includes an analysis of the current 

effective service marketing communications strategy against its effectiveness within 

the various sectors in the greater Durban area. The service offerings are 

comprehensively outlined in the literature review in Chapter 2 of this dissertation. 
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The core services of TIKZN are quoted below: 

“Assists investors to locate suitable premises and to secure project and operational 

financing.” 

“The facilitation of joint ventures and business linkages between small and big 

business.” 

“The timeous provision of relevant, reliable information to both potential and existing 

investors and traders.” 

“The provision of assistance to both existing and new investors with regards to 

applications for investment and export marketing incentives.” 

“Aid foreign investors in terms of applications for business permits.” 

“Negotiation of local government incentives on behalf of investors.” 

“Provision of project support and aftercare services to investors.” 

“Provision of assistance to emerging international traders and with international trade 

enquiries.” 

“Provision of quality market intelligence on various industries and countries.” 

 

2.1.3 Service delivery of these offerings 

Trade and Investment KwaZulu-Natal (TIKZN) currently employs social, electronic, 

print and audio-visual media to promote its product offerings. Occasionally, 

roadshows and information booklets are also used to supplement the awareness. 

Roadshows and content creation are part of the service marketing communications 
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strategy to create awareness, highlight the services and showcase success stories 

through publications to municipalities and districts.  

A. Marketing communication strategies 

Meshalkin et al. (2020: 2) comment that marketing communication strategies and 

their channels of communication are often viewed in isolation. The mistake is often 

made that different customers respond differently to alternate forms of 

communication media. However, as highlighted by Bel and Sebő (2021) if a 

customer-centred view is taken by the organisation when communicating product 

information, customers would very often pay scant regard to whether the 

communication is public relations, advertising, or any other media channel if it is 

relevant and convenient to their customer requirements at that point in time. It is 

therefore anticipated that these strategies will influence the image of the organisation 

and the perceptions of the customer. 

B. Digital marketing channels 

Kurdi, Alshurideh, Akour, Alzoubi, Obeidat and AlHamad (2022) state that the 

increasing enhancements of technological developments have allowed businesses 

operations to use these modern activities to assist in promoting their products and 

services.  Further, Kurdi, et al. (2022) notes that the digital marketing channels such 

as online advertising, social media, emails marketing, and websites search engine 

are imperative when enhancing the consumer buying power. 

2.1.4 The customers 

It has been observed that marketing often concentrates on customer focus as the 

core of their strategy. This is highlighted by Ahmed, ElKorany and ElSayed (2022: 2) 

who define the customer-focused perspective as the customary beliefs that put the 

customer’s interests first, while not eliminating those of all other participants, such as 
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managers, owners and employees. This is seen as essential to developing a long-

term, profitable organisation. 

2.1.4.1 TIKZN customers 

TIKZN’s customers comprise both local and international businesses. These 

businesses are investors, attendees at information sharing workshops, exporters, 

and business clients requiring one-stop-shop advice and information as well as email 

or walk-in enquiries.  

The customers locally are both black-owned businesses and non-black-owned 

businesses. These businesses are a part of some of the major priority sectors in 

KwaZulu-Natal such as “Manufacturing; Agriculture; Business Services; Clothing, 

Textile, Leather and Footwear; Energy and Water; Health Services; Mining and 

Beneficiation as well as Tourism and Property Development”.  According to 

Tarnowska and Ras (2021: 10), market alignment is considered a strategic adoption 

a firm can make to achieve competitive advantage. These competitive advantages 

can be realised through the provision of differentiating customer value or the 

attainment of lower operating costs. This is an age-old dilemma that faces 

organisations, including Trade and Investment KwaZulu-Natal (TIKZN). Does the 

organisation focus on cost reduction or the creation of customer value via customer-

focused strategies? 

2.2 Definition of key terms 

2.2.1 Service delivery 

Service delivery is regarded as a sustained process of accessing affordable and 

satisfactory services provided by both the public and private sector players (Dam, 

2020: 23). Bong and Boldt (2020: 162) note that service providers are constitutionally 

mandated to provide better services and take various social factors into 

consideration. Bong and Boldt (2020: 162) further note that service provision 

involves the even reallocation and rearrangement of resources to ensure equality 
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and social equity, which ultimately results in the improvement of living conditions for 

people. Therefore, considering the above, sustained service delivery should 

stimulate economic growth. 

2.2.1.1. Public sector service delivery  

Masuku and Jilli (2019) addresses the public service delivery classification as being 

recognized as one of the most eminent ways of decreasing poverty or a lack of 

economic growth through poverty alleviation programmes. As part of the South 

African government's cooperative system, key investors in municipalities should 

adopt a combined approach to public service delivery. A combined approach to 

public service delivery needs local municipalities, together with relevant stakeholders 

to integrate processes and services to ensure effective and efficient service delivery. 

Information is a critical component of government and citizens’ decision-making; 

therefore, improvements in its availability and reliability stand to benefit many 

dimensions of governance, including service delivery. Service delivery is especially 

difficult in rural areas which contain the majority of the world’s poor but face unique 

logistical challenges due to their remoteness. 

2.2.1.2. Public Private Partnership sector service delivery  

The Fourth Industrial Revolution (4IR) is the recent and embryonic environment in 

which shifting technologies and trends such as the Internet of Things (IoT) and 

artificial intelligence (AI) are transforming the way government’s function. 

Governments are gradually facing new risks and opportunities due to the progression 

of the 4IR. Governments need to find ways to adapt to the 4IR. Innovation is a 

prerequisite for adapting to the 4IR (Nel and Masilela, 2020). 

Based on the above, the private sector plays a pivotal role in ensuring that 4IR 

integrates and leverages of the public sector to enhance the economy. 
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Nel, 2020, states that a public private partnership (PPP) is a contract between a 

public and a private party to attain a strategic objective. The PPP model is 

established on three principles: risk allocation and transfer, affordability, and value 

for money. Conventionally, PPPs have been leveraged for hard service progress 

such as infrastructure development. The innovation of technology within the 

perspective of the Fourth Industrial Revolution (4IR) has coined new prospects and 

stakes for PPPs as prominent mechanisms for the promotion of development. The 

4IR has consequences for government service delivery, which have conveyed about 

an increased demand for service delivery revolution and the development of 

information and communications technology (ICT). Although PPPs have customarily 

focused on hard services, it is important to consider PPPs for soft service delivery. It 

is therefore necessary to rethink the role of the PPP model as an alternative service 

delivery mechanism. 

2.2.2 Customer perception and expectation 

According to Ahmed et al. (2022: 8), marketing often concentrates on customer focus 

as core of its strategy. Customer-focused perspectives is the collection of beliefs that 

places the customer’s concerns first, while not excluding those of all other 

participants, such as managers, owners and employees, which are essential in 

developing a long-term profitable organisation (Ahmed et al., 2022: 8), Customer 

expectations incorporate everything that a customer anticipates from a product, 

service, or corporation (Muthwa, 2021: 65). Smith (2020) maintains that customer 

expectations are expressed through the feelings, ideas and needs of the customers 

towards a trademark or brand’s services or products. The above definition concurs 

with Pawish (2021: 78) who note that expectations are designed in the minds of 

customers centred upon their individual experiences and what they have discovered, 

blended with their pre-existing understanding and knowledge.  

From TIKZN’s perspective, the organisation’s image is directly related to the 

expectations of customers. The TIKZN brand is expected to have a positive impact 
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on the customers’ expectations of the service offering. Consumers will have mutually 

explicit and implicit expectations relating to the product or service that they have 

attained. They will have performance expectations that incorporate a robust element 

expected to predict changes to the product or service over time. Importantly, 

customers will also have personal- and service-level expectations which connect 

directly to the customer relationship and interface with a business or organisation 

(Smith, 2020: 1). 

2.2.3 Perception-building 

Perception-building is the manner by which people explain sensory impressions into 

a clear and cohesive view of the world all around them (Meshalkin et al., 2020: 57). 

Though essentially based on unfinished and unconfirmed (or unreliable) information, 

perception is equated with reality for most practical purposes and guides human 

behaviour overall (Tarnowska and Ras, 2021: 12). Perception-building endeavours 

can be classified into three groups, namely advertising, promotional material and 

participation in events (Meshalkin et al., 2020: 57). Independent Procurement 

Advisory Services (IPAs) typically spend a quarter of their total expenditure on 

perception-building activities, which are viewed as an element of marketing 

communication (Pawish, 2021, 78). As directed by Breakfast et al. (2019), marketing 

communication is centred on a distinct corporate image. Conveying these marketing 

activities to an investor or local business provides the customer with a condensed 

image and creates a stable impact in the mind of the customer. This is very relevant 

to TIKZN, which is seen as a financially stable organisation, promoting the 

sustainability of SMMEs. Therefore, the perception is that customer interaction with 

the organisation will result in a positive outcome.  

Perception-building can be performed through an array of sources, such as videos, 

newspapers and editorials, and can also bring corporations together through trade 

shows and trade missions to create optimistic perceptions (UNCTAD, 2020). In the 

same vein, Meshalkin et al. (2020: 57) states that generating a positive perception 
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can thus are used by IPAs as a further incentive for businesses to invest. Previous 

studies on maintainable consumption have revealed many issues characterised by 

miscellaneous outcomes, and scholars have often treated sustainability as a uni-

dimensional structure, neglecting important differences and impeding a better 

understanding of consumer response (Pawish, 2021: 78).  Meshalkin et al. (2020: 57) 

observe that consumers distinguish the social and environmental elements of 

sustainability as psychologically distinct in academic and reasonably important ways. 

Consumers correlate the social dimension of sustainability more with emotional, 

short-term, and local factors and the environmental component more with 

intellectual, long-term, and global concerns (Tarnowska and Ras, 2021: 12).  

 

2.3 Aspects of service delivery 

Empirical studies show the various aspects of customer service delivery, which 

include service quality, service standards and service quality assessment (Rohadin, 

2021: 110). It is also critical to acknowledge that poor service delivery and 

inadequate infrastructure may result in negative implications for people’s lifestyles, 

especially at the grassroots level. The key aspects of service delivery are outlined 

and explained below.  

2.3.1 Service quality 

Service quality is generally referred to as a key driver, especially in the development 

of frameworks within which community audits and surveys are conducted (Uzir et al., 

2021: 102721). Singh et al. (2020: 79) note that service quality is the customers’ 

reference of satisfaction for good organisational performance where consumers or 

customers compare their expectations and the actual services delivered. The notion 

of service quality involves the comparison of perceptions, expectations and the 

actual performance or services rendered (Mabizela and Matsiliza, 2020).  Bel and 

Sebő (2021) argue that service quality is an organisational commitment to the 
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continuous improvement of quality satisfaction and any institution that dreams of 

success, should consider investing in developing procedures that are determined to 

manage output quality while integrating perceptions with institutional goals for growth 

and development. Total quality management strengthens institutional commitment to 

service quality management and improvement (Vencataya et al.,2019: 100). 

Considering the above definitions, in South Africa, Batho Pele principles are 

observed to ensure effective and efficient service delivery. The Batho Pele principles 

guide the planning and implementation of community or customer surveys and audits 

and are meant to promote enhanced customer service delivery (Mojapelo, Modiba 

and Mnkeni-Saurombe, 2021: 23). Mojapelo et al. (2021: 23). further note that the 

principles provide mechanisms for assessing service quality through laying out the 

steps and guidelines for better service delivery, which include public consultations; 

the establishment of service standards, enabling and increasing access, providing 

information, courtesy, redressing, as well as ensuring value for money. In other 

words, the principles do not only guide the way in which key customer services are 

delivered, but they serve as a basis for guiding how critical services are rendered. 

Rohadin (2021: 110) maintain that over the years, scholars have concurred on the 

definition of service quality, agreeing that service quality is simply the difference 

between the expectations and perceptions of customers.  

2.3.2 Dimensions of service quality  

A SERVQUAL survey is a generic measurement tool which can also be referred to 

as a relationship survey (Hwang, Chao and Kim, 2021: 6). The SERVQUAL survey is 

regarded as a mechanism that helps in the collection of customer satisfaction with 

the services being rendered to them. The outcome of SERVQUAL surveys is 

generally a comprehensive approach that exposes the user’s relationship with the 

service provider (Raza et al., 2022: 6). The SERVQUAL was developed to determine 

the quality of services being offered and it also measures the satisfaction of services 
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offered. Arlen (2019: 14) notes that there are five SERVQUAL dimensions, namely: 

tangibles, reliability, responsiveness, assurance and empathy.  

Tangibles refer to the form of physical amenities, equipment, personnel, and 

communication tools (Arlen, 2019: 15). Breakfast and Bradshaw (2019, 109) note 

that many service industries lack physical characteristics, thus customers are not 

able to clearly assess the value they would gain from engaging in such a service with 

tangible signs. Thus, taking note of the above, TIKZN is centrally situated in Durban 

and easily accessible for walk-ins and appointments. The company is fully equipped 

as a one-stop-shop service with employees assisting with business-related queries 

and information-sharing documents. Hence, TIKZN’s expectations and perceptions 

of this aspect would depend entirely on the experience a customer has.  

Reliability, which is another component of service quality, refers to the competence 

to perform the promised service without fail and accurately. Rohadin (2021: 115) 

defines reliability as the ability of a service provider to offer committed products and 

services consistently and truthfully. In this case, customers are bound to be satisfied 

when they are provided with trustable services on which they can rely. Thus, in the 

case of TIKZN, the organisation is mandated by various legislations and policies 

from parliament to provide services; therefore, it needs to maintain the promise of 

providing such services.  

Another critical dimension of service quality as provided in the SERVQUAL survey is 

responsiveness, which is the willingness to help customers and provide prompt 

service. Piyasunthornsakul, Yangprayong and Phayaphrom (2022: 9) observe that 

responsiveness is the employee’s readiness or willingness to provide services to 

customers. Responsiveness involves service timeliness and deals with 

understanding the customers’ needs, wants and desires (Arlen, 2019: 16). A further 

extension of responsiveness is staff attention given to customers, the convenience of 

operating hours, properly attending to and solving the customers’ problems and ease 

and safety in their transactions (Piyasunthornsakul et al., 2022: 9).  
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Assurance is another dimension of service quality, which is the ability of employees 

to express trust and certainty. Tarnowska and Ras (2021: 12) describe quality 

assurance as the processes that are engaged in prior to and for the period of 

customer encounters to guarantee gratification. Arlen (2019: 15) concurs with the 

above and notes that quality assurance is about ensuring that each product and/or 

service one sells is of the finest quality and that one’s brand can be dependable to 

deliver the same excellence each time.  

Last, but not least, empathy is a critical component of the dimensions of service 

quality as it has a strong bearing on the business’ ‘well-being’. According to 

Piyasunthornsakul et al. (2022: 9), empathy is about customer care and giving 

attention to each problem presented by the customer. The authors further note that it 

is important to address the problems properly and effectively, which in turn 

addresses the needs and concerns of the customer and finally solves their problems. 

Harmse (2020) observes that it is possible to use the SERVQUAL instrument to 

assess the service quality along each of the five dimensions. Hwang, Chao and Kim 

(2021: 6), however, criticised the SERVQUAL survey for only rendering credible 

results while focusing on a small group of people. 

2.3.3 Service standards 

Service standards entail setting basic standards for the provision of quality basic 

services (Ellen, 2020). Service standards can also mean the performance a 

customer or consumer anticipates from a service salesperson or representation 

during their dealings or interaction (Talavera, 2020: 38). Ellen (2020) further notes 

that service standards are also regarded as measures for the basic quality of 

services that ought to be precise, relevant, realistic and measurable. Tarnowska and 

Ras (2021: 12) argue that organisations’ endeavours to raise their bars high and 

continuously work on improving the standards of their services have high chances of 

building superior customer relations.  
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Considering the above, service standards can assist providers of services or 

products and their clients by enhancing the quality of the products or services offered 

in relation to safety or enhanced communication or interaction between the 

customers and service providers (European Commission, 2020). In the same vein, 

service standards are critical in that they can reduce costs, open new markets for 

firms, as well as provide customers and consumers with confidence in the service 

provider. According to Singh (2019), amicability, speed, accuracy, efficiency, 

availability, honesty, and quality are critical to achieving excellence in service 

standards. 

2.3.4 Service quality assessment 

Service quality assessment entails the monitoring and evaluation of a service 

rendered to ensure that it meets the requirements and basic aspects outlined in the 

Batho Pele principles (Uzir et al., 2021: 102721). For instance, such assessments 

include the service delivery and budget implementation plans and the frontline 

service delivery monitoring. Quality assessments are crucial as they help to foster 

service quality management and continuous improvement of quality standards of 

service delivery. 

2.3.5 Customer services 

According to Wren (2020: 1), customer focus is the intention of prioritising customers’ 

needs. Customer-focused organisations nurture a company’s culture committed to 

enhancing customer gratification and building solid customer relationships (Wren, 

2020: 1). To be customer-focused means that marketers will be concerned about the 

needs and responses of customers when developing business strategies; hence, it is 

important for marketers to explore their markets before implementing strategic 

business decisions (Anh, 2022: 16). Morgan (2019: 1) maintains that customer 

experience is firmly positioned as a competitive advantage and something most 

companies are prioritising.  
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On another hand, services are deeds, performances and processes which are 

provided by an entity to a customer (Asha and Makalela, 2020: 4). These include 

economic actions with a non-physical output generally consumed at the time of 

delivery or production. According to Singh (2019) services are usually not tangible to 

customers and they represent intangible offerings with value to customers who are 

willing to pay for the service. Various studies have shown that the intangibility aspect 

of services makes it hard to evaluate the services (Ellen, 2020: 35; Uzir et al., 2021: 

102721).   

2.4 Communication and customer service evaluation 

Communication is crucial in customers’ evaluation of services and products as it 

closes the gap between perceptions and the actual services delivered (Bostanci and 

Ederm, 2020: 100754). Arlen (2020) asserts that communication is a two-way 

process whereby feedback is transferred from one party to the other through 

numerous communication channels. Considering the above, customers’ perceptions 

are crucial as they serve as significant feedback for corporate decision makers 

whose mandate should be to improve service delivery (Lapaas, 2019). According to 

Bostanci and Ederm (2020: 100754), perceptions and feedback involve important 

details about customers’ ratings of service satisfaction, and service providers are 

informed of the service quality expectations that enable them to improve their 

services and products. In this respect, customer feedback and perceptions of service 

delivery should be incorporated into institutional performance management systems 

and procedures. 

2.5 Stages of customer feedback 

Customer feedback can be achieved through the use of customer feedback loops, 

which is a plan or strategy for continuous product or service improvement centred on 

the consumers’ or customers’ suggestions and thoughts (Perzynska, 2020). The 

customers’ feedback loops entail replying to customers or clients in a reasonable 

manner each time they give their feedback about a certain product or service offered. 
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Considering the above, there are two stages of customer feedback, namely input 

information and feedback information. Public institutions require feedback in the form 

of perceptions, and such input information is what guides the development of 

strategies to upgrade customer services (Amesho et al., 2021: 104).  Public 

institutions also anticipate some feedback in terms of the satisfaction of service 

performance and delivery (Hwang, Chao and Kim, 2021: 6). In this regard, citizen 

feedback has become crucial in the collection of customers’ perceptions of the 

services.  

2.6 Obtaining customer perceptions  

According to Zedan, Daas and Awwad (2020: 213), evaluation is a powerful and 

necessary tool for obtaining customer feedback and perceptions of public and private 

service delivery. Obtaining customer perceptions entails public involvement in the 

decision-making processes of public and private companies (Perzynska, 2020: 45).  

Zedan et al. (2020: 213)) concur and further note that involvement of the general 

populace through customer service evaluation is vital to ensure collection of the right 

feedback information that enables institutions to work hard in improving service 

delivery. This in turn will transform the livelihoods of others who are less privileged.  

Nyawo and Mubangizi (2021: 12) note that there are several ways of incorporating 

customer perceptions of service delivery. Customer satisfaction surveys are a very 

good example, and these are in the form of community audits or communication. 

Raza et al. (2020: 56) maintains that customer satisfaction surveys encompass 

customer evaluation of public and private essential services and products. Such 

communication or community audits are very significant considering their 

implications for increased access to better services and products (Perzynska, 2020: 

45).  

According to Uzir et al. (2021: 102721) customer satisfaction surveys are vital and 

helpful in measuring the effectiveness of private and public service performance. 

Customer surveys are becoming popular prescriptions for improving customer 
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service provision through gathering perceptions and are one of the most widely used 

performance measurement instruments adopted by local governments as well as 

private institutions (Lapaas, 2019: 56). Examples of such surveys have been 

conducted in various cities by the government of China, for instance, in Shenyang 

City in 1998, City of Zhuhai, and in the City of Hangzhou ever since 2007 (Morgan, 

2019). Evaluation of customer satisfaction can, therefore, result in the broadening of 

the best public or customer services. 

2.7 Community or communication audits 

The purpose of community or communication audits is to collect customer 

perceptions and feedback for evaluations that reflect customer perceptions of basic 

public and private services rendered over time (Lapaas, 2019: 57). Such evaluations 

are based on citizens’ perceptions of basic or essential services. Considering the 

above, Rohadin (2021: 112) postulates that communication or community audits 

convey important customer information from the generality of customers to the 

corporate public and private officials with regard to the general extent of satisfaction 

with the services delivered. Thus, these audits are not only key to collecting 

customer satisfaction of service provision, but also help in the formulation of better 

corporate strategies which are determined to ensure better public service delivery 

(Hwang, Chao and Kim, 2021: 6). More so, community or communication audits 

assist in the improvement of customer services and strategies which are customer-

centric as opposed to services that decision-makers think customers want 

(Perzynska, 2020). Community audits are therefore crucial in maximising customer 

service satisfaction. 

2.8 Overview and analysis of customer perceptions 

Customer perceptions are widely considered in South Africa’s public value system. In 

this case, customer participation and perceptions are essential as they have been 

incorporated into the public value system (Hwang, Chao and Kim, 2021: 6). It is very 



 

 

 

38 

 

crucial to acknowledge that there are numerous factors which also affect the 

effective incorporation of customers’ active participation in the public value system. 

Meshalkin, et al. (2020: 54) note that perceptions play a significant role in customer 

service quality assessment. Rohadin (2021: 112) concurs with the above noting that 

a good assessment of the service quality performance comprises both organisational 

service and customer service perceptions. Perception surveys, which include 

customer or community audits and customer perception surveys, are good for public 

service management and can provide crucial results as they bring out different 

prospects (Morgan, 2019). 

2.9 Frameworks for customer service delivery quality assessment 

There is a framework in South Africa for assessing and improving customer service, 

which is essential to continuous improvement based on perceptions (Meshalkin et 

al., 2020: 56). These frameworks ensure that organisations integrate both soft and 

hard customer service through customer perceptions. According to Wren (2020, 4), 

institutions are mandated to perform these service quality assessments, especially 

using feedback and perceptions from customers, which will then result in the 

determination of factors that may hinder the efficient and effective delivery of quality 

services. This was further reinforced by Vu (2021) who notes that service quality 

assessments help in providing direction for managers who may need to improve 

service quality for their customers. Therefore, it is imperative to note that the 

frameworks are generally supported by implementation strategies to ensure that they 

are enforced. Addressing customer service quality gaps should be a pre-requisite for 

progressive institutions, whether private or public, as this helps in creating quality 

dimensions which are suitable for public and private sector institutions (Ahmad and 

Papastathopoulos, 2019: 350).  

Zygiaris et al. (2022: 256) maintain that monitoring and evaluation mechanisms 

should also be put in place to ensure full implementation of the customer service 

strategies determined to improve customer service quality. The monitoring and 
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evaluation mechanisms are generally regarded as diagnostic instruments which also 

help in the determination of factors preventing the efficient and effective delivery of 

quality services to customers (Alzaydi et al., 2019: 295). Zygiaris et al. (2022: 256) 

further note that these diagnostic instruments are purposively designed to classify 

service quality problems that relate to institutional customer service performance. In 

other words, they help in assessing the capabilities and competences of institutions 

to deliver quality customer service as enshrined in the constitution of South Africa. 

2.9.1 The batho pele framework 

Batho Pele means people first (Department of Public Service and Administration, 

2014: 4). The Batho Pele Framework was adopted as a framework of democratic 

principles and it outlines several principles that are determined to provide quality 

services to customers (Hwang, Chao and Kim, 2021: 6).The principles and the 

attitudinal declarations were built and prepared by the South African Social Attitudes 

Survey to aid the public assessment of basic services while evaluating the extent to 

which service delivery principles guide service delivery actions (Hwang, Chao and 

Kim, 2021: 6).  

Table 2.1: The tool developed for citizen evaluation of public services is 

quoted below.       

The Batho Pele Principles  Application  

Consultation  Consult with communities on basic services  

Setting Service Standards  Provision of quality basic services  

Increasing Access  Working towards giving South African equal 

access to basic services  

Courtesy  Treating all people with respect  

Providing Information  Striving to disseminate information regarding 

services  

Openness and Transparency  Providing regular feedback on its performance 

and delivering services  

Redress  Responding to complaints regarding service 
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delivery   

Also following up on service delivery complains 

and providing solutions for the problem or 

complains.  

Value for Money  People getting good value for the money they 

are charged for basic services  

Adopted from Mojapelo et al. (2020: 54)  

The Batho Pele principles also emphasise the importance of the active participation 

of citizens or customers in creating a positive service-oriented culture through 

providing feedback on public services rendered (Mabizela and Matsiliza, 2020: 54). 

Feedback and perceptions are essential in the improvement of services delivered. In 

this case, customers can be involved by the satisfaction surveys they take or through 

participating actively in community audits. For this reason, customer satisfaction 

surveys are regarded as service performance measurement tools (Arlen, 2019: 17). 

Arlen (2019: 16) further postulates that customers’ perceptions and opinions 

regarding basic services rendered are captured using these perception 

measurement tools. By adhering to the principle of courtesy, customers are entitled 

to be heard and treated with the utmost respect, thus filling the listening gap 

(Mojapelo et al., 2020: 54).  

Mojapelo et al. (2020: 54) further maintain that through the redress basis, the major 

attention is on promoting service retrieval and closing the listening gap to address 

customer concerns and needs satisfactorily. Considering the above, complaints are 

received and dealt with to ensure efficient public service delivery. More so, 

transparency and openness are promoted, and these enable institutions to 

communicate with their customers while maintaining two-way effective 

communication between stakeholders (Mabizela and Matsiliza, 2020: 54).  



 

 

 

41 

 

2.10 Public service quality assessment in south africa  

Public service quality assessment in South Africa is done through the Department of 

Planning, Monitoring and Evaluation (DPME), which provides public service 

assessment mechanisms as its operational framework to ensure quality public 

service delivery (Singh, 2019). The Department is instructed to spearhead the 

establishment of delivery pacts targeting cross-cutting main concerns and to observe 

and weigh the roll-out for these plants (Ajayi and Vries, 2019: 296).  

The DPME is also mandated to conduct monitoring and evaluations on performance 

from the individual level up to provincial and national level departments (DPME, 

2015: 5). The department also performs key evaluations promoting good monitoring 

and evaluation practices for and on behalf of the government and can, at any given 

time, conduct unannounced visits to monitor the quality of services produced, 

especially at targeted and selected sites (DPME, 2015: 5). The intention is primarily 

to guarantee quality services and customer satisfaction. 

2.11 Service delivery for public value 

Pooe and Munyayi (2022: 243) define service delivery as “any contact with the public 

administration during which consumers, residents, enterprises, customers or citizens 

provide or seek data, handle their affairs or fulfil their duties.” Service delivery should 

be provided in an affordable, reliable, predictable and effective manner. Considering 

the above, Mu, Wu and Haershan (2021: 15) maintain that service delivery is 

determined to promote public value and achieve public good, which is determined by 

customer perceptions of the anticipated quality of service, which forms the theoretical 

basis of this study. Smith (2020) observes that it is imperative to have a deeper 

understanding of the value systems that shape the public when discussing public 

services. On the same note, Mojapelo et al. (2020: 54) postulate that the difference 

between public and private value is that private value focuses on the individual, 

whereas, with public value, the focus is on the collective or the generality of the 

populace. 
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2.12 Customer participation and value systems 

Customer participation is critical in in-service delivery as it includes customers or 

clients who provide positive suggestions and feedback or reactions on the service 

provider’s services and products (Wang, 2022: 48). It was further found out by Wang 

(2022: 48) that customers or clients not only share their appreciation or concerns but 

also their thoughts on new services or products. Customer’s active participation 

ensures the incorporation of their perceptions which are critical inputs to the public 

value systems processes Yi, Ul Haq and Ahmed (2023: 208) further note that 

when customers or citizens are not engaged and their expectations are not met, the 

staging of protests is the result. In other words, the negative value would have been 

created by the poor or lack of engagement processes in which perceptions were 

neglected. Customer service expectations represent their perceptions of anticipated 

services and hence, should form a vital part of the public service delivery process (Yi 

et al., 2023: 208). 

2.13 Distinguishing public from private services  

Majuri (2022: 250) notes that it is imperative to distinguish between public and 

private services. Public services refer to the collective services which are barely 

provided by the private sector (Chen and Liu, 2020: 152). This is owing to the 

combined nature of the services and the fact that they are meant to fulfil government 

objectives and goals (Majuri, 2022: 250). Public services can be offered more 

collectively, advantageously, and cost-effectively when offered by public institutions 

(Chen and Liu, 2020: 152). In private sector services, the term customer is constantly 

used and preferred, but in public service delivery, the term citizen is more preferred 

and widely used when referring to service delivery (Chen and Liu, 2020: 152). Majuri 

(2022: 250) maintains that the private sector players aim to make a profit, and this is 

contrary to the public sector players, who are determined to fulfil their mandate and 

constitutional responsibility. Therefore, considering the above, it is important to note 
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that private and public sector players sometimes compete and complement each 

other in their actions.  

As highlighted above, private and public services are differentiated by their nature in 

question, whereby services can be seen as collective or quasi-collective (Chen and 

Liu, 2020: 152). Collective or quasi-collective services lie under public services 

(Majuri, 2022: 250). However, not all services offered by the public sector are public 

and likewise, not all services that are offered by the private sector are private (Yalley, 

2021: 5). Nevertheless, customer perceptions are essential in determining the quality 

standards of services rendered regardless of whether they are being offered to 

individuals or the public. 

2.14 Service quality assessment  

Service quality assessment is crucial in promoting continuous service quality 

improvement and management. According to Malefane (2019: 50), it is crucial to 

engage communities and apply their views and perceptions, particularly on service 

performance, as such assessments may lead to better service quality standards. The 

inclusion of perceptions in service quality assessments is very crucial, especially 

when exploring public services (Yalley, 2021: 5).  The quality of services is what 

determines customer satisfaction with the services.  

Zygiaris et al. (2022: 142) identifies six perspectives on quality, and among these is, 

firstly, the transcendent view, which is tantamount to excellence and entails high 

achievement with uncompromising standards. The second one is the product-based 

approach which views quality as a palpable variant without taking cognisance of 

other variances that include personal choices and preferences of the customer or 

user. Thirdly, the user-centred approach compares service quality with high 

customer satisfaction, and this depends on demand. The fourth is the manufacturing-

based approach, which focuses on engineering and manufacturing practices. The 

fifth is affordable excellence, and this views quality in terms of value and price. The 
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sixth, which is a service-based approach, speaks to the precise nature of services 

requiring unique approaches to measuring quality. 

2.15 Service quality expectations 

Yalley (2021: 5) notes that customer expected services have different levels, with 

one being the desired service and the other being adequate service. The customer’s 

desired services are presumed, and adequate service is what the customer or user 

will then accept (Malefane, 2019: 53). Furthermore, it is imperative to note that the 

level of customer service quality is determined by the level of service quality offered 

by the service provider. Smith (2020), however, notes that an institution may need to 

consider the perceptions and expectations of customers to ensure quality service 

provision that meets the requirements and needs of the customer. Perceptions and 

expectations of customers are largely influenced by their previous experiences, and 

since perceptions may change from time to time, institutions may therefore need to 

consider maintaining quality standards for their customers (Smith, 2020). 

2.16 Theoretical framework 

The GAP Model, first proposed by Parasuraman, Zeithaml and Berry in 1985 was 

applied in this research paper. This model aids enterprises to realise customer 

satisfaction. The GAP Model is extensively used in the service sector to recognise 

different deviations in service delivery to potential customers (Alsaffar, 2020: 54). 

According to Lapaas (2019: 1), by identifying the gap between developments and 

creating direction for the entire service delivery progression, the comprehensive 

model can function resourcefully and effectively, enabling service providers to 

identify the inadequacy in their service delivery processes. The GAP Model has five 

gaps as identified by Lapaas (2019: 3) and these are discussed below: 

GAP 1: Gap between Management Perception and Customer Expectation  



 

 

 

45 

 

This gap occurs when management or the service provider does not appropriately 

explore what the customer wants or needs. In many instances, organisations can 

make the grave error of guessing what a customer’s needs are based on market 

trends or what they would read on social media and create offers based on that 

(Lapaas, 2019: 3). Sometimes this may not even be aligned to their agreed strategy, 

as they could be keeping abreast of marketing changes. Considering possible 

misconfiguration between managers and customers is also an imperative strategic 

benefit that can be leveraged for greater customer satisfaction applications and 

achieving customer loyalty (Yalley, 2021: 5).   

This gap has also been regarded as the disconnect that exists between what 

customers want and what they get from a current service agency or institution 

(Lapaas, 2019: 3). Customers generally have generally positive expectations of the 

quality of services they prefer to enjoy; however, there have been gaps between the 

expectations and the actual services that are delivered to customers (Yalley, 2021: 

5).  Empirical evidence shows that the customer service perceptions or expectations 

and the authentic service delivered are two significant different factors which 

determine and shape customer insights into public services (Smith, 2020). Closing 

the customer perception gap may go a long way in ensuring the delivery of quality 

services to customers. 

GAP 2: Gap between Service Quality Specification and Management 

Perception 

This gap arises when the organisation or service provider might precisely 

comprehend what the customer demands but may not set a functioning standard. 

The service quality or customer service gap generally refers to the difference 

between customer perceptions or customer expectations and the reality of the 

services rendered or delivered (Lapaas, 2019: 4). According to Ellen (2020), the 

service value framework is the policy gap, which illustrates the difference of opinion 

between management’s perception of consumer expectations and actual customer 

service specifications. Here, an organisation may understand customer expectations 
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but that has not been implemented as an operating policy with great effect (Alsaffar, 

2020: 54). To be specific is of key importance in this instance; an example would be 

if the phone needs to be answered in a timely manner, which is open to clarification. 

The question that must be asked is what exactly is considered timely, 2 or 3 rings? 

In this regard, the perceived or expected service may differ from the actual service 

delivered or enjoyed by the customer, and such is what is called the service quality 

or customer gap (Xin et al., 2021: 14). As the user, the customer has perceptions 

and expectations that, in this case, serve as reference points that are to be brought 

into a service experience by the delivering institution or agency (Alsaffar, 2020: 54).  

GAP 3: Gap between Service Quality Specification and Service Delivery 

This gap may arise from circumstances existing among the service personnel. It may 

occur due to unsuitable training, inability, or disinclination to meet the set service 

standards. Ellen (2020) further elaborates that these may result from ineffective 

internal marketing, a failure to match demand and supply, or a complete lack of 

proper customer education and training. An example could relate to the hospitality 

industry, as explained by Ellen (2020). A client could complain about perceived bad 

service in a restaurant even though the food may be up to standard. 

 

GAP 4: Gap between External Communication and Service Delivery 

Consumer expectations are exceedingly motivated by the declarations made by the 

company’s ambassadors and billboards. This gap arises when these assumed 

expectations are not fulfilled at the time of the delivery of service. For example, if an 

advertisement promises that an item of clothing is made to suit all shapes and sizes, 

but upon purchase, the customer experiences discomfort with that garment, Gap 4 

would arise. 

GAP 5: Gap between Experienced Service and Expected Service 
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This gap begins when the consumer misinterprets the service quality. An example 

here would be if customers read the name Trade and Investment KwaZulu-Natal and 

further acknowledge the tagline, which reads, “Your Knowledge Partner in business”, 

they would expect such an organisation to be some repository for information 

regarding businesses, trading of foreign currency as well as financial investments, 

like most banks would offer. 

2.17 Addressing the gaps 

Xin et al. (2021: 18) note that it is important to acknowledge the existence of gaps 

between customer perceptions of service delivery and the actual service rendered. 

Understanding and appreciating general perceptions of customers helps in closing 

the gaps between perceptions or expectations and the actual services delivered by 

institutions (Lapaas, 2019: 4). Yi et al. (2023: 208) postulate that consultation is a 

pre-requisite as it helps to close these gaps through the improvement of quality 

standards and adherence to mechanisms that have been set to ensure the provision 

of basic service standards. Ellen (2020) concurs with the above and further notes 

that customer consultations help to avoid inadequate market research and the lack of 

effective upward communication between service providers and customers. 

However, most public institutions are monopolistic in nature and, as such, hinder 

effective service delivery, hence the need to address these challenges.  

2.18 Conclusion  

This chapter reviewed the literature on the concept of service delivery and customer 

perceptions of service delivery. The chapter also looked at various aspects of the 

subject and provided a reflection and evaluation of what other scholars said about 

the consumers’ perceptions of service delivery and how service delivery is perceived 

as core to the development and improvement of services that TIKZN mandated. This 

chapter also discussed the theoretical framework, the Gap Model, that was found to 

be relevant to this study.  
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The next chapter will discuss the research design and research methodology that will 

be used to collect data from the research participants. The chapter will also discuss 

data collection instruments as well as the ethical issues that will be considered in this 

study, among other issues.  

  



 

 

 

49 

 

CHAPTER 3: RESEARCH DESIGN AND METHODOLOGY 

3.1 Introduction 

The previous chapter reviewed and discussed literature related to the study and this 

literature was reviewed in line with the research objectives and attempted to answer 

the research questions. This chapter discusses the research design and 

methodology that were used in this study. A quantitative approach was adopted in 

this study, and data was gathered using questionnaires. The study also used the 

probability cluster sampling technique to draw a sample from the Trade and 

Investment KwaZulu-Natal’s database. The chapter discusses the research design 

for this study, target population, sample size and sampling method as well as the 

instrument that was used to collect data, the data collection procedure, the pilot 

study, data analysis, reliability and validity as well as the ethical considerations that 

were followed in collecting data from the respondents.  

3.2 Research design 

Research design refers to the structure that supports the wide purpose of the study. 

A research design provides the basis for the whole research process, from outlining 

research questions to analysing and reporting the data (Bornstein, 2015: 01). 

Sekaran and Bougie (2016: 95) define research design as the strategy outlining how 

data which is directly related to the objectives of the research is gathered, assessed 

and analysed.  

The following research designs are available to social science; descriptive research 

design, explanatory research, causal-comparative research design, exploratory 

research design and correlational research design. Considering the above 

definitions, a descriptive research design was used to evaluate the perceptions of 

customers regarding the service delivery of Trade and Investment KwaZulu-Natal in 

order to provide a valid and accurate representation of the factors concerning 

customer satisfaction levels.  
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3.3 Target population  

The target population for this research was 400 customers within the greater Durban 

area. Allen (2017) notes that the geographic and progressive characteristics of the 

target population as well as the types of units being incorporated need to be defined. 

Given that the target population epitomises the entire population for which any given 

study intends to scrutinise, it is significant for the researcher to be accurate in 

defining this group, which is also occasionally referred to as the theoretical 

population (Whaley, 2020). This control is a highlight of the sampling design as 

summarised by Etikan and Bala (2017) who assert that the sample population is 

frequently too large and presents time and resource boundaries for the researcher, 

consequently choosing a sample becomes necessary.  

3.4 Sampling size  

Saunders, Lewis, Thornhill, and Bristow (2019) define a sample as a unit of the 

population that is chosen to represent the entire population in the research study. 

Taking note of the above, the study’s sample size is 100 customers from various 

businesses dealing with TIKZN. 

3.5 Sampling method 

Sampling is the process of choosing or recruiting participants for the study and 

allows for the generalisation of the results of the research to the entire population 

(Saunders et al., 2019). There are two major sampling methods available to social 

science researchers, and these are probability and non-probability sampling (Etikan 

and Bala, 2017; Whaley, 2020).  

3.5.1 Probability sampling method 

The probability sampling method is associated with quantitative research. In the 

probability sampling method, each individual or representative of the populace has a 

known non-zero probability of being selected into the sample (Bhasin, 2020: 1). 
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Maheshwari (2017) maintains that probability sampling procedures use casual 

selection to help pick out units from the sampling frame to be included in the sample. 

Further to this, Maheshwari (2017) explains that the gain of probability sampling is 

that selection error can be assessed. The following sampling techniques are 

associated with the probability sampling method: cluster sampling technique, simple 

random sampling technique, stratified random sampling and systematic sampling 

technique. These techniques are also used as inclusion and exclusion criteria.  

3.5.2 Non-probability sampling method 

The non-probability sampling method is aligned with qualitative research, and it 

involves the selection of research participants by the discretionary individual 

judgement of the researcher based on his or her experience, professional standing 

and personal judgement (Bhasin, 2020: 2). Noting the above, it is impossible in non-

probability sampling to include every individual, member, or unit of the population in 

a sample. The non-probability sampling method includes the use of the following 

sampling techniques: snowball sampling, purposive sampling, quota sampling and 

convenience sampling (Maheshwari, 2017: 5).  

This study adopted the probability sampling method using the cluster sampling 

technique to select the relevant sample size for this study, which is representative of 

various businesses within the greater Durban area. Cluster sampling, as defined by 

Thomas (2020), is a method of probability sampling that is frequently used to 

examine large populations, especially those that are broadly geographically 

scattered. Scholars usually use pre-existing groups such as schools or cities as their 

clusters. McCombes (2019) identifies sampling as measuring any section of a 

population as symbolic of that population or universe. To verify the sample size, 

which is required for a survey, the entire population being studied must be reflected 

(Zamboni, 2018). Zamboni (2018) further notes that researchers must consider the 

standard deviation they expect to see in the data. A standard deviation measures 
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how much individual pieces of information vary from the average information 

measured.  

Noting that the businesses of the greater Durban area were estimated to be over 250 

000 units (eThekwini, 2017), a sample size of 100 customers from various 

businesses dealing with TIKZN was selected. The choice of the cluster sampling 

technique was informed by the fact that it is more cost effective and time efficient.  

3.6 Measuring instrument 

A measuring instrument refers to the tool that is used to collect and analyse primary 

data from the research participants for the researchers to achieve or fulfil the 

research objectives (Trigueros, Juan and Sandoval, 2017: 14). Burns and Bush 

(2014, 214) describe a measuring instrument as a tool used to gather information in 

a planned manner for the sole purpose of research. According to Annum (2017, 1), 

questionnaires, interviews and observation are the most commonly used measuring 

instruments in quantitative research.  

A questionnaire is a methodically prepared document with a set of questions 

purposively designed to provoke reactions from the research participants for the 

purpose of gathering information or data (Anum, 2017: 1). In other words, a 

questionnaire is a type of investigation form that comprises a sequence of 

methodically assembled prearranged questions planned to stimulate responses that 

will provide an understanding of the type of the problem under study (Saunders et 

al., 2019). Considering the above, Annum (2017: 2) notes that there are two types of 

questionnaires, and these are structured questionnaires and unstructured 

questionnaires. Structured questionnaires give guidance or control for the answer 

and require a ‘yes’ or ‘no’ response kind of answer while the unstructured 

questionnaire is non-restrictive and allow for the elaboration of the answers provided 

by the respondent.  
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An interview is a critical data collection instrument that allows for face-to-face 

communication or interaction between the researcher and the participant. Annum 

(2017) defines an interview as an interaction in which verbal questions are asked by 

the researcher to provoke reactions from the participant. Three types of research 

interviews are available to social science researchers: structured interviews, semi-

structured interviews and unstructured interviews.  

This study used the questionnaire method, particularly the close-ended (structured) 

questions, for collecting and analysing data. The SERVQUAL questionnaire was 

designed using Google Docs and was distributed online to the respondents in the 

TIKZN’s database. This method was imperative due to the severity of the social 

distancing required during the global COVID-19 pandemic. Using the questionnaire, 

especially the digital questionnaire, was cheap and allowed for the provision of quick 

responses from the research participants. Also, the questionnaire was conceived in a 

manner that ensured that relevant information was captured from the customers.  

3.7 Data collection 

Data collection refers to the process of collecting, computing and analysing correct 

data from diverse and applicable sources for the sake of finding answers to research 

problems (Burns and Bush, 2014: 216). Taking note of the above, (Trigueros et al., 

2017: 20) maintain that various procedures of collecting data are available to social 

science researchers and these include but are not limited to surveys, face-to-face 

interviews, focus group discussions, observations, voice over internet protocol 

(VOIP) calls and emails, among others. In this study, emails were used to administer 

questionnaires to the respondents in the TIKZN database. The respondents were 

given two weeks to attend to the questionnaires and return the completed 

questionnaires via email to the researcher. The respondents were also advised to 

respond to all the questions as honestly as they could.  

The questionnaire employed in this study was informed by the literature review and 

divided into three sections to make data collection and analysis easier. Section One 
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introduced the respondents to the purpose of the study and sought to capture the 

respondents’ demographic evidence such as age, gender, race, level of education, 

location and business/company. The second and third sections, being the 

SERVQUAL questionnaire were based on expectations and perceptions. The 

questions portion of Section Three was structured to deliver the objectives of the 

study in a direct and easy to analyse manner. The question portion had 12 questions 

that involved marking the appropriate answer across five levels of understanding as 

per the Likert scale. 

3.8 Pilot study 

A pilot study is a test conducted on a small scale to test research methods, 

procedures, sampling strategies and data collection instruments in preparation for 

the main study (Brown and Harvey, 2018: 5). Braun and Clarke note that a pilot 

study is carried out to evaluate the adverse events, cost, duration, feasibility and to 

perfect the research design before carrying out the main research. Hilton (2017) 

explains that a pilot study helps the researcher to understand whether the questions 

asked are easily understood and whether the receiver understands what is required 

of them. 

Hu (2014) states that the pilot study phase in survey investigation is when survey 

questions are assessed on representatives of the target population to assess the 

dependability and authenticity of the survey instruments preceding their ultimate 

distribution. Pretesting elaborates Hu (2014) is widely regarded as crucial in survey 

questionnaire development and is also vital to improving data collection for quality 

research. In terms of this study, a pilot study was carried out on five 

customers/businesses outside of the sample to assess the feasibility and validity of 

the research instrument. A draft close-ended questionnaire was distributed to the 

respondents via email, which proved to be quick in attaining the preferred results for 

the study. The feedback obtained resulted in a few changes being made to the final 

questionnaire.  
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3.9 Data analysis 

Quantitative analysis is a practice that uses mathematical and statistical modelling, 

measurement, and research to understand actions (Kenton, 2020: 1). In this study, 

data was analysed using the latest version of the Statistical Package for the Social 

Sciences (SPSS version 27®) and a statistical team utilised by Durban University of 

Technology was used to conduct the data analysis to ensure accuracy. 

3.10 Reliability and validity  

Reliability outlines the level to which the magnitude of a trend provides steady and 

dependable results (Taherdoost, 2016). In this study, reliability was ensured by using 

a consistent research instrument and applying standardised research conditions, that 

is, administering the research instrument to all respondents by email. According to 

Yuan and Gao (2019), SERVQUAL is the most widely used measure of service 

quality in different service environments. 

A study by Yuan and Gao (2019) on whether SERVQUAL was still appropriate for 

gauging the quality-of-service industries concluded that, despite the quality of some 

service industries, which cannot be entirely measured by using SERVQUAL, the 

magnitude of the rules in most industries are allied to SERVQUAL’s five dimensions. 

SERVQUAL is still respected for service quality scale development. This implied that 

this type of measuring instrument proved effective for reaching the problem at 

TIKZN. 

According to Taherdoost (2016), validity describes how perfectly the collected data 

comprises the actual area of investigation. Validity means that researchers are set to 

measure what is intended to be measured. The data validity in this research was 

ensured by using a questionnaire that was based on reliable and valid sources of 

information from the literature review. The questionnaire was consistent and carefully 

worded to add to the validity of the data. Validity was also achieved by administering 
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questionnaires that were sent through email to 100 customers of TIKZN, as well as 

ensuring that each question item was related to a group representing the objective.  

3.11 Anonymity and confidentiality  

Allen (2017) maintains that confidentiality and anonymity are principled methods 

created to safeguard the discretion of mortal subjects while accumulating, examining, 

and reporting statistics. Confidentiality relates to differentiating or modifying any 

personal information provided by contributors from the data. The author further adds 

that, by contrast, anonymity relates to collecting data without procuring any private, 

recognisable information (Allen, 2017). Commonly, anonymity is the practice 

followed in quantitative studies, and confidentiality is maintained in qualitative studies 

(Kaiser, 2019: 16). In both types of research, the information is gathered from 

participants and that information forms part of the data analysis. In this research, 

confidentiality and anonymity were ensured by not using the respondents’ real 

names or any identifying information during the data collection process as well as in 

the final report. More so the data collected will be kept safe in a secured place only 

accessed by the researcher and will be destroyed permanently after a period of five 

years.  

3.12 Ethical considerations 

Ethical issues are very important in research and to ensure that their research is 

authentic and acceptable, researchers are obligated to follow these ethical guidelines 

(Kaiser (2019, 14).  

The following are some of the ethical issues to be considered when carrying out 

research: confirming participants have been given knowledgeable consent, making 

sure no harm comes to participants, and confirming that permission was obtained.  
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3.12.1 Ensuring participants have given informed consent 

Saunders, Lewis, Thornhill, and Bristow (2019, 89) note that the research 

participants must always be notified of all the objectives and intent of the 

investigation before participating in it. In other words, researchers should explain to 

the participants the reason(s) why the research is being carried out, its benefits to 

them as well as their role(s) in the research prior to their participation. If the 

participants agree to the information they are given, they should give consent for 

their participation by signing an informed consent form (Saunders et al., 2019: 89). In 

this research, participants were given informed consent by explaining to them in 

detail the objectives and purpose of the research, its benefits to the community, as 

well as what was expected of them. The participants were informed of their rights 

and told that their partaking in this research was intentional, and they could retract 

from the research process at any stage of the research. After that, they were given 

informed consent forms to sign as a way of granting their permission as well as 

consent to participate in the research process.     

3.12.2 Ensuring no harm comes to participants 

Saunders, Lewis, Thornhill, and Bristow (2019, 90) note that researchers must make 

sure that research participants are not endangered when carrying out research by 

ensuring that no harm comes to participants. Kaiser (2019, 15) notes that this harm 

could be economic, social, emotional, or even psychological in nature. This research 

avoided asking embarrassing and sensitive questions, as well as forcing 

respondents to divulge information that could unsettle respondents (Saunders et al., 

2019: 90).  

3.12.3 Ensuring that permission is obtained  

Saunders, Lewis, Thornhill, and Bristow (2019: 90) maintain that researchers must 

always seek or obtain permission to conduct research from the stakeholders involved 

prior to conducting that research. In this research, written permission to conduct the 
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research was obtained from the respondents and this permission was sought out 

prior to conducting the research. Permission to conduct research on the targeted 

sample was obtained in the form of a clearance certificate from the University’s 

Ethical Clearance Department.  

3.12 Conclusion 

This chapter discoursed the research design and methodology that were utilised in 

this study. A quantitative approach was adopted and data was gathered through 

questionnaires. The study also used the probability cluster sampling technique to 

draw a sample from the Trade and Investment KwaZulu-Natal’s database. The 

chapter discussed the research instrument that was used to collect data, the data 

collection procedure and the ethical considerations that were followed in collecting 

data from the respondents.  

The next chapter will present the findings from the data obtained from the 

participants during the data collection process and will analyse the data as well as 

discuss the results of the study.  
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CHAPTER FOUR: RESULTS AND DISCUSSION 

In the previous chapter, the research methodology and the procedures that were 

selected to design a questionnaire for this research were discussed and explained. 

This chapter presents the results obtained from the analysis of customers’ 

expectations and perceptions of service quality by Trade and Investment KwaZulu-

Natal. The data collected from the responses was analysed with SPSS (version 27®). 

In this chapter, the responses from the participants were aimed at establishing the 

customers’ perception of service delivery of TIKZN in the greater Durban Area to 

ascertain whether the customers’ expectations were met or not. A Likert scale was 

used to understand the level of how each respondent would rate the SERVQUAL 

questions. The data from questionnaires which were completed by respondents via 

Google Forms were analysed with SPSS (version 27®) as indicated earlier and were 

further analysed using Cronbach's Coefficient Alpha, the one-way Analysis of 

Variance (ANOVA), correlation analysis, Pearson’s Correlation analysis and the 

KMO and Bartlett’s test for expectation sand perceptions. Scrutinising and testing 

significant sections of the chapter and relating them to the literature review enabled 

the author to effectively interpret the study results.  

  Performance Measurement and Problem Solving 

The literature review, a secondary data source, looked at various aspects of the 

subject of customer perception and provided a reflection and evaluation of what 

other scholars say about the customers’ perceptions of service delivery and how 

service delivery is perceived as core to developing and improving services that 

TIKZN are mandated to. It is highly imperative to note that the amount of literature on 

the issue of service delivery in South Africa is rather very overwhelming. Musaba et 

al. (2014: 56) note that it is important to acknowledge the existence of gaps between 

customer perceptions of service delivery and the actual service rendered. It is crucial 

to understand and appreciate general perceptions of customers to bridge the gap 

between perceptions or expectations of customers and the actual services delivered 
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by the institutions (Lapaas, 2019: 4). Hence, the perceptions and expectations of 

customers were analysed and resulted in the following findings. 

4.1 Social demographic characteristics  

This segment details the social demographic attributes of the respondents.  

4.1.1 Gender 

The data is made up of a target population of 400. 389 responses were received 

from the various areas of greater Durban. The data in Figure 4.1 indicates that the 

majority (66.6%) of TIKZN's customers are male. 

The data in Figure 4.1 indicates that 66.6% of the respondents were male while 

females constitute 33.4%.  Whilst this information is merely an observation of who 

the participants are, it plays a vital role in understanding the gender behind the 

business types and the services and incentives that are offered to females grown 

businesses.  Burger (2022), states that South Africa is one of only 12 economies 

where women’s entrepreneurial activity rates rose, with working-age women focused 

on early-stage entrepreneurial interests. 

 
 
 
 
 
 
 

 

 

 

 

FIGURE 4.1: RESPONDENT’S GENDER 
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4.1.2 Age group 

The pie chart in Figure 4.2 shows that 31.6% of the respondents were within 35-44 

years of age, 25.4% were within 25-34 years of age, 19.23% were 55 years and 

above, and 11.1% were below 24 years of age. The analysis suggests that more 

than half (57%) of the respondents were young adults within the age group 25-44 

years of age. This reflects the age distribution of consumers in the country, which is 

characterised by young adults and the future disruptors of the economical changes. 

FIGURE 4.2 PIE CHART SHOWING AGE DISTRIBUTION OF THE RESPONDENTS 

4.1.3 Racial group 

According to the data in Figure 4.3, nearly half of the respondents are Black 

(49.4%), followed by Indian (27.5%), Coloured (13.6%), and White (9.5%). The data 

reflects the racial distribution of KwaZulu-Natal province which is largely dominated 

by Blacks (Africans).  Whilst the table below reflects the different race groups who 

responded to the questionnaires, this is indicative of the types of business leadership 

and the progression of the economy through the upliftment programmes by 

government. 
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FIGURE 4.3: RACIAL PROFILE OF THE RESPONDENTS 

4.1.4 Level of education 

The respondents’ levels of education are given in Figure 4.4. The data shows that 

47.3% of the respondents hold a degree, 44.2% hold national diploma, 4.1% hold a 

postgraduate qualification, 3.1% national certificate (Grade 12), and 1.3% less than a 

certificate (Grade 12 Matric). The analysis indicates that a high proportion (91.5%) of 

the respondents collectively holds national diplomas and degrees. The analysis 

suggests that a good number of the respondents had the appropriate level of 

education. This also helps us understand the calibre of business leadership that 

Kwa-Zulu Natal pays homage to and the future growth of the economy and its 

sustainability through solid education (Odihambo, 2022). 
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FIGURE 4.4: RESPONDENT’S LEVEL OF EDUCATION 

4.1.5 Business area 

According to the data in Figure 4.5, most of the businesses are situated in the 

Southern area (36%), 24.7% in the Northern area, 15.4% in the Central area while 

the least situated area was the Outer West (3.3%).  This analysis states that most of 

TIKZN’s businesses hail from the Southern areas and that is where the concentration 

should be diverted to enhance a stronger investment infrastructure whilst ensuring 

the other areas are given opportunities to grow as well. 
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FIGURE 4.5: SHOWING THE BUSINESS AREA AROUND GREATER DURBAN 

4.1.6 Business sector 

The data in Table 4.1 indicate that 39.3% of the business is in business services, 

28% in manufacturing, 20.3% in health services, 8.2% in other services, and 4.1% in 

agriculture. This table represents that TIKZN’s focus should be on creating more 

incentives to help grow the other business sectors in Kwa-Zulu Natal. 

Table 4.1: Showing the business sectors 

 Frequency Percent 

Sector Manufacturing 109 28.0 

Health Services 79 20.3 

Agriculture 16 4.1 

Business Services 153 39.3 

Other 32 8.2 

Total 389 100.0 
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Among the number of respondents (n=32) who indicated other sectors, 50% were in 

ICT (Table 4.2).  

Table 4.2: Other sectors of business 

 Frequency Percent 

Other Construction 1 3.1 

Construction renovations tent and toilet hire 1 3.1 

Financial Services 1 3.1 

General Dealer 1 3.1 

Hospitality 1 3.1 

Ict 16 50 

Logistics 1 3.1 

Marketing Consultancy 4 12.5 

Media, PR and marketing 1 3.1 

National government - the dtic 1 3.1 

Network marketing 1 3.1 

Skills Development 1 3.1 

Transporting 1 3.1 

Water 1 3.1 

Total 32 100.0 

 

4.2 Reliability test 

Before discussing the findings of this study, this section deliberately focuses on the 

reliability of the service quality dimensions. The internal reliability of the component 

variables of the expectation and perception of service quality was tested using 

Cronbach's Coefficient Alpha. According to Hair, Black, Bablin, Anderson and 

Tatham (2006), an alpha of 0.70 and above was regarded as acceptable. The 

Cronbach alpha coefficient for expectation (α=0.930) and perception (α=0.965) of 

service quality was above the recommended value of 0.70, indicating that the 

instrument is sufficiently reliable (Table 4.3).  
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Table 4.3: Reliability test for the service quality instrument 

Items Dimensions 
Cronbach alpha score 

Expectation Perception 

12 Service quality 0.930 0.965 

 

4.3 Service quality  

This section details the respondents’ agreement and or disagreement in their 

expectations and perceptions of service quality delivery measured in this study. The 

mean gap was used to compare the differences in the respondents’ expectations and 

perceptions of service quality.  

4.3.1 Expectation and perception of service quality 

The mean score of the expectations and perceptions, and mean gap scores are 

shown in Table 4.4. The average expectation score was high, ranging from 3.97 on a 

scale of 1-5 where 1 is strongly disagree and 5 is agree for item 8 (The physical 

facility at an excellent government agency should be visually appealing and in an 

excellent government agency material associated with the service such as 

pamphlets and brochures should be visually appealing) to 4.52 for item 15 (The 

behaviour of employees in an excellent government agency will instil confidence in 

customers). The expectations had a total mean score of 4.22. This value is closest to 

“strongly agree” which suggests that the respondents have a positive agreement in 

their expectations of service delivery.  

On the contrary, the mean score for the perceptions of service quality varied from 

2.80 for (item 10: When an excellent government agency promises to do something 

by a particular time, it certainly will) to 3.59 for (item 18: The employees of an 

excellent government agency will understand the specific needs of their customers). 

The overall mean score for the respondents’ perception of service quality was 3.19. 



 

 

 

67 

 

This value is closest to “neutral” which suggests the respondents’ perception of 

service quality was less favourable. 

The gap score was calculated by subtracting the expectation score from the 

perception score for each item (P-E). The findings reveal that there is a negative gap 

difference between perceptions and expectations for all 12 items measured. The 

item with the minimum mean gap difference was the statement “In an excellent 

government agency, material associated with the service such as pamphlets and 

brochures should be visually appealing” (-0.47). This suggests that the respondents’ 

expectation (M=397) for the statement “In an excellent government agency, material 

associated with the service such as pamphlets and brochures should be visually 

appealing” was not far apart from their perception (M=3.50). On the contrary, the 

item with the maximum mean gap score was the statement “When an excellent 

government agency promises to do something by a particular time, it certainly will (-

1.43). This suggests that the respondent’s expectation (M=4.23) far exceeds the 

perception (M=2.80) that when an excellent government agency promises to do 

something by a particular time, it certainly will.  

  

Table 4.4: Showing the respondents’ expectations and perceptions of service 

quality  

 Expectation Perception P-E 

Mean 

Gap score 

 Mean Std Mean Std 

 (7) An excellent government agency 

will have up-to-date and modern 

technology to assist with my needs) 

4.06 0.719 2.86 1.233 -1.2 

 (8) The physical facility at an excellent 

government agency should be visually 

appealing) 

3.97 0.653 3.27 1.142 -0.7 

 (9) In an excellent government 3.97 0.649 3.50 1.088 -0.47 
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agency material associated with the 

service such as pamphlets and 

brochures should be visually 

appealing) 

 (10) When an excellent government 

agency promises to do something by a 

particular time, it certainly will) 

4.23 0.589 2.80 1.059 -1.43 

 (11) When a customer has a problem, 

an excellent government agency will 

show sincere interest in solving it) 

4.10 0.633 3.02 1.039 -1.08 

(12) An excellent government agency 

will perform the service correctly the 

first time) 

4.11 0.541 3.06 1.069 -1.05 

(13) The employees from an excellent 

government agency will advise 

customers exactly what services will 

be performed.) 

4.16 0.762 3.42 0.975 -0.74 

(14) The employees from an excellent 

government agency will give prompt 

services to customers) 

4.23 0.601 2.94 0.998 -1.29 

(15) The behaviour of employees in an 

excellent government agency will instil 

confidence in customers) 

4.52 0.640 3.26 1.035 -1.26 

(16) Customers of excellent 

government agencies will feel safe in 

their transactions) 

4.36 0.613 3.09 1.057 -1.27 

(17) The employees of an excellent 

government agency will have the 

knowledge to answer customers’ 

questions.) 

4.52 0.632 3.43 0.973 -1.09 

18) The employees of an excellent 

government agency will understand 

the specific needs of their customers) 

4.37 0.799 3.59 1.098 -0.78 

Average score 4.22 0.653 3.19 1.064 -1.03 

 

Figure 4.6 illustrates the average expectation, perception, and mean gap score. The 

graph visibly confirmed that the respondent’s overall expectation of service quality 

exceeds their perception with a negative mean gap score of -1.03.  
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FIGURE 4.6: OVERALL SERVICE QUALITY SCORE SHOWING MEAN GAP DIFFERENCE 

4.3.2 Association between the demographic characteristics and 

expectation and perception of service quality  

The variance between the expectations and perceptions based on the respondent's 

demographic characteristics (gender, age, racial group, level of education, business 

area, and business sector) was conducted using a one-way Analysis of Variance 

(ANOVA).  

In terms of the respondents’ gender, the results of the ANOVA in Table 4.5 reveal 

that there is a statistically significant difference measured for the respondent's 

expectations (P=0.005) and perceptions (p<0.001) with regard to their age group, 

home language, and qualifications (P>0.05). It was found that the expectations 

(M=4.32) and perceptions (M=3.71) for females were higher than those measured for 

males. This suggests that female respondents have very good expectations and 

perceptions of service quality when compared to their male counterparts.  



 

 

 

70 

 

In terms of the age group of the respondents, the ANOVA value measured suggests 

that there were significant differences in both expectations (p<0.001) and 

perceptions (p<0.001). It was found that the expectations (M=4.61) and perceptions 

(M=3.66) of service quality were the highest among respondents below 24 years of 

age. This suggests that respondents below 24 years of age have very good 

expectations and perceptions of service quality. 

In terms of the racial group, the ANOVA value measured suggests that while there 

are significant differences in the expectations (p<0.001), no differences were 

measured for the perceptions and the racial group of the respondents (P=0.784). 

The mean value measured for the expectations of Coloured respondents, for 

example, was the highest (M=4.62). This suggests that Coloured respondents have 

more positive expectations of the service quality when compared to other racial 

groups. On the contrary, no difference was found in the perceptions of the 

respondents and their racial group.  

In terms of respondents’ level of education, the ANOVA value measured suggests 

that while there are no differences in the expectations (P=0.191), there are 

significant differences in the perceptions of the respondents based on their level of 

education (p<0.001). The mean value (M=3.69) measured for the perceptions of the 

respondents with a degree, for example, was the highest. This suggests that 

respondents with degrees have more favourable perceptions of service quality.  

In terms of the area of business, the ANOVA value suggests that there was a 

statistically significant difference between expectations (P=0.001) and perceptions 

(p<0.001) of service quality. The mean value measured for a business situated in the 

Central basin area was higher for expectations (M=4.34) and perceptions (M=3.66) 

than in any other area. This suggests that businesses situated in the Central basin 

area had more positive expectations and favourable perceptions of the service 

quality when compared to other business areas.  
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In terms of the business sector, the ANOVA value measured suggests that there was 

a significant difference in the expectations (p<0.001) and perceptions (p<0.001) of 

service quality. The mean value measured for expectations (M=4.37) was higher 

among those in business services. This suggests that those in business services 

have more positive expectations of service quality. In contrast, the perception 

(M=3.63) of service quality was higher among those in agriculture. This suggests that 

the perceptions of service quality of those in agriculture were more favourable when 

compared to other sectors.  

Table 4.5: Association between expectation, perception and respondents’ 

socio-demographic variables 

Socio-demographic 

Expectations 

 

Perceptions 

Mean (SD) Mean (SD) 

Gender 

Male 4.17 (0.506) 2.93 (0.941) 

Female 4.32 (0.485) 3.71 (0.527) 

Sig. 0.005 0.000 

Age group 

Below 24 4.61 (0.314) 3.66 (0.489) 

25-34 4.07 (0.498) 2.79 (0.856) 

35-44 4.16 (0.467) 2.99 (0.967) 

45-54 4.07 (0.713) 3.50 (1.139) 

55 and above 4.36 (0.316) 3.57 (0.434) 

Sig. 0.000 0.000 

Racial group 

Black 4.22 (0.491) 3.20 (0.880) 

Indian 4.01 (0.504) 3.23 (0.952) 

White 4.23 (0.448)  3.16 (0.717) 

Coloured 4.62 (0.303) 3.08 (0.976) 

Sig. 0.000 0.784 

Level of 

education 

Less than Certificate (Grade 12 Matric) 3.92 (0.786) 3.03 (1.621) 

National Certificate 4.42 (0.443) 2.78 (1.385) 

National Diploma 4.21 (0.402) 2.69 (0.796) 

Degree 4.23 (0.476) 3.69 (0.603) 
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Postgraduate 4.04 (1.234) 3.18 (1.145) 

Sig. 0.191 0.000 

Area 

Southern Basin 4.32 (0.566) 2.82 (0.903) 

Northern basin 4.11 (0.589) 3.47 (0.730) 

Central Durban 4.34 (0.367) 3.66 (0.797) 

Inner West basin 4.03 (0.316) 2.71 (0.990) 

Outer West basin 4.17 (0.393) 3.53 (0.863) 

Eastern basin 4.15 (0.228) 3.65 (0.228) 

Sig. 0.001 0.000 

Business 

sector 

Manufacturing 4.13 (0.451) 2.79 (0.896) 

Health Services 4.07 (0.435) 3.48 (0.631) 

Agriculture 4.16 (0.386) 3.63 (0.970) 

Business Services 4.37 (0.483) 3.24 (0.955) 

Other 4.18 (0.755) 3.38 (0.766) 

Sig 0.000 0.000 

4.3.3 Correlation analysis 

Pearson correlation was used to analyse the association existing between the 

respondents’ expectations and perceptions of service quality. The results indicate 

that the respondent’s expectations of service quality although positive, correlates 

weakly with their perceptions of service quality (r=0.130; P=0.011).  

 

Table 4.6: Correlation between expectation and perception of service quality 

 Expectation Perception 

Expectation Pearson Correlation 1 .130* 

Sig. (2-tailed)  .011 

N 387 387 

Perception Pearson Correlation .130* 1 

Sig. (2-tailed) .011  

N 387 389 

*. Correlation is significant at the 0.05 level (2-tailed). 
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4.4 Validating the service quality  

Factor analysis was performed to validate the expectations and perceptions of 

service quality using exploratory factor analysis (EFA) and confirmatory factor 

analysis (CFA). This was done to assess if the items measuring expectations and 

perceptions were loaded into the same defined constructs. It was also used to 

assess if the respondent’s service quality was the same dimension in terms of their 

expectations and perceptions. Watkins (2018: 220) states that factor analysis can 

help identify common factors that explain the order and structure among measured 

variables. EFA analysis makes use of the principal component analysis (PCA) 

extraction method and Varimax rotation on each of the 12 items measuring 

expectations and perceptions of service quality. According to Shrestha (2021: 7), the 

condition for EFA, Kaiser-Meyer value should exceed the value of 0.5 and Bartlett’s 

Test of Sphericity must be statistically significant. The data in Table 4.7 indicates that 

the Kaiser-Meyer value for both expectations and perception of service quality 

exceeded the recommended values while Bartlett’s Test of Sphericity was 

statistically significant, thus supporting the suitability of the correlation matrix. 

Table 4.7: KMO and Bartlett's Test for expectation and perception of service 

quality 

  Kaiser-Meyer-

Olkin Measure 

of Sampling 

Adequacy 

Bartlett's Test of 

Sphericity 

Section Service quality Approx. 

Chi-Square 

df Sig. 

1 Expectation 0.830 7080.276 66 0.000 

2 Perception 0.803 9120.802 66 0.000 

4.4.1 Validation of the expectation of service quality  

Using Eigenvalues greater than one, the PCA for the extracted items for 

respondents’ rating of their expectations of service quality reveals three dimensions 

explaining 86.3% of the total variance. The first dimension has four items (Q15-18) 
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and can be categorised as “Assurance”. The second dimension has five items (Q10-

14) and can be categorised as “Reliability”. The third dimension has three items (Q7-

9) and can be categorised as “Tangibles” (Table 4.8). 

Table 4.8: Explored service quality dimension for expectations 

Items: Dimension Component 

Assurance Reliability Tangibles 

 (7) An excellent government agency will have up-to-date 

and modern technology to assist with my needs) 

Tangibles   .907 

 (8) The physical facility at an excellent government 

agency should be visually appealing) 

  .949 

 (9) In an excellent government agency material 

associated with the service such as pamphlets and 

brochures should be visually appealing) 

  .936 

 (10) When an excellent government agency promises to 

do something by a particular time, it certainly will) 

Reliability  .660  

 (11) When a customer has a problem, an excellent 

government agency will show sincere interest in solving it) 

 .884  

(12) An excellent government agency will perform the 

service correctly the first time) 

 .851  

(13) The employees from an excellent government agency 

will advise customers exactly what services will be 

performed.) 

 .651  

(14) The employees from an excellent government agency 

will give prompt services to customers) 

 .684  

(15) The behaviour of employees in an excellent 

government agency will instil confidence in customers) 

Assurance .906   

(16) Customers of excellent government agencies will feel 

safe in their transactions) 

.750   

(17) The employees of an excellent government agency 

will have the knowledge to answer customers’ questions.) 

.912   

(18) The employees of an excellent government agency 

will understand the specific needs of their customers) 

.852   

 

Confirmatory factor analysis (CFA) was computed to validate the EFA analysis of the 

three elements uncovered for the expectations of service quality. All items load 
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extensively on their conjectured latent constructs. The reliability of the three 

dimensions was assessed using Cronbach’s alpha and composite reliability. The 

data shows that each of the dimensions has excellent reliability. The validity of the 

dimensions was assessed using both convergent and discriminant validity. The 

convergent validity was assessed using the average variance extracted (AVE). Hair 

et al. (2010) reveals that a standardised factor loading with a value of 0.50 or higher 

provides strong evidence of convergent validity. As shown in Table 4.9, the average 

variance extracted (AVE) for three dimensions had factor loadings above the 

recommended value, which suggests adequate convergent validity. Discriminant 

validity, on the other hand, was assessed using maximum shared square variance 

(MSV). Based on the rule of thumb, the AVE value should be greater than the MSV 

(Mimouni-Chaabane and Volle, 2010: 34). The AVE values for the three dimensions 

were greater than the measured MSV values, which suggests discriminant validity. 

 

 

Table 4.9: Showing the reliability, discriminant and convergent validity 

 Cronbach 

alpha 

CR AVE MSV MaxR(H) Reliability Assurance Tangibles 

Reliability 0.924 0.923 0.711 0.482 0.990 0.843     

Assurance 0.940 0.943 0.809 0.482 0.997 0.694 0.899   

Tangibles 0.953 0.958 0.883 0.383 1.002 0.619 0.319 0.940 

 

4.4.2 Validation perception of service quality  

Using Eigen values greater than one, the PCA for the extracted items for 

respondents’ ratings on their perceptions of service quality revealed two dimensions, 

explaining 83.9% of the total variance. The factor loading revealed several cross-
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loadings for items Qs 23, 24, 26, 27, and 28. This may be attributed to the 

differences in the respondents’ perceptions of the service quality. The first dimension 

has six items (Q 19-21), which may be categorised as tangibles and other items (Q 

25=responsiveness; Q 29=assurance; and Q 30=empathy). The second dimension 

has only one item without cross-loading (Q 25=reliability). The data reflects 

inconsistency in the respondent’s perception of service quality. 

Table 4.10: Explored service quality dimension for expectations 

 Dimensions Component 

Tangibles 2 

(19) An excellent government agency does have up-to-

date and modern technology to assist with my needs) 

Tangibles .778  

 (20) The physical facility at an excellent government 

agency is visually appealing) 

.919  

(21) In an excellent government agency material 

associated with the service such as pamphlets and 

brochures is visually appealing) 

.825  

 (22) When an excellent government agency promises to 

do something by a particular time, they do) 

  .953 

(23) When a customer has a problem, an excellent 

government agency does show sincere interest in solving 

it) 

 .608 .732 

(24) An excellent government agency does perform the 

service correctly the first time) 

 .596 .773 

(25) The employees from an excellent government agency 

do advise customers exactly what services will be 

performed.) 

Responsiveness .772  

(26) The employees from an excellent government agency 

do give prompt services to customers) 

 .667 .649 

(27) The behaviour of employees in an excellent 

government agency does instil confidence in customers) 

 .761 .537 

(28) Customers of excellent government agencies do feel 

safe in their transactions) 

 .594 .751 

(29) The employees of an excellent government agency 

do have the knowledge to answer customers’ questions.) 

Assurance .767  

(30) The employees of an excellent government agency 

do understand the specific needs of their customers) 

Empathy .888  



 

 

 

77 

 

4.5 Conclusion: analysis, interpretation and discussion of results 

In summary, the above chapter exhaustively evaluated and measured the 

respondents’ (customers’) expectations of service quality and the gaps that may lie 

between the perceptions and expectations of service quality by Trade and 

Investment in KwaZulu-Natal. Uzir, Halbusi, Thurasamy, Hock, Aljaberi, Hasan, and 

Hamid (2021) state that timeous delivery, improved service, creating positive 

customer perceived value, and trust concerning service providers are influential 

factors that contribute to customer satisfaction.  Previous studies have highlighted 

that there are gaps which lie between the expectations and perceptions of service 

quality from government entities. Consistent with this, the analysis indicates that 

there is a negative gap difference between what the respondents expect and their 

perceptions of the service quality. It emerged that respondents have positive 

expectations of service quality, while their perceptions of service quality were not so 

favourable. The item with the most positive expectations is the statement “the 

behaviour of employees in an excellent government agency will instil confidence in 

customers”, while the item with the most favourable perception is the statement “The 

employees of an excellent government agency will understand the specific needs of 

their customers”. 

It was uncovered that the statement “In an excellent government agency, material 

associated with the service such as pamphlets and brochures should be visually 

appealing” had the lowest mean differences between the expectations and 

perceptions of service quality, while the statement “When an excellent government 

agency promises to do something by a particular time, it certainly will” had the 

highest mean differences.  

Furthermore, the ANOVA results revealed that female respondents have significant 

expectations and perceptions of service quality when compared to males. The 

analysis also shows that younger adults (below 24) and Coloureds have significant 

expectations and perceptions of service quality than other age groups and races, 

respectively. No differences were found in the expectations of service quality based 
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on the level of education, whilst degree holders have significant perceptions of 

service quality. Businesses in the Central basin have significant expectations and 

perceptions of service quality than in other areas. Factor analyses were further used 

to assess and validate the expectations and perceptions of service. While three 

dimensions, namely assurance, reliability and tangibles, were uncovered and 

validated for the respondents’ expectations of service quality, and the result for 

perceptions show cross-loading and inconsistency.  

The results are further interpreted and discussed below, with links being identified 

between the literature review and the outcomes of the research conducted. 

The twenty-four statements that were presented in the questionnaire were grouped 

according to the SERVQUAL dimensions, which depict service quality. The outcome 

of the statement responses was aligned to address the objectives of the study, which 

are: 

i. To investigate customers’ expectations of the service quality by Trade and 

Investment KwaZulu-Natal (TIKZN). 

ii. To determine the gaps that lie between the expectations and perceptions of the 

service quality offered by TIKZN. 

iii. To make appropriate recommendations on improving the service quality of TIKZN. 

4.5.1 Expectations and perceptions 

  Tangibles  

Tangibles refer to the appearance of physical facilities, equipment, personnel, and 

communication materials. Arlen (2019: 15) and Matiza and Oni (2014) note that 

many service industries lack physical characteristics and thus customers are not able 

to clearly assess the worth they would gain from engaging such a service with 

tangible signs. Based on the results, it was evident that the expectations of the 



 

 

 

79 

 

customers to see a visually appealing facility with pamphlets and brochures as well 

as modern technology are high.  

  Reliability  

Reliability refers to the ability to perform the promised service dependably and 

accurately. Nguyen (2016: 1) defines reliability as the ability of a service provider to 

offer committed products and services consistently and truthfully. Based on the 

results, the customers’ expectations of sincerity in solving an issue in a good 

turnaround time and to perform this efficiently are high. 

  Responsiveness  

Responsiveness is the willingness to help customers and provide prompt service. 

Izogo and Ogba (2015: 1) observe that responsiveness is the employee’s readiness 

or willingness to provide services to customers. The customers of TIKZN expect 

prompt and attentive service from the employees. 

  Assurance  

Assurance is the expertise and good manners of employees, and their ability to 

convey trust and confidence is another dimension of service quality. Alton (2017: 3) 

describes quality assurance as the processes that are engaged in prior to and during 

the period of customer encounters to guarantee gratification. The customers of 

TIKZN expect to receive courtesy, honesty, integrity and information from the 

employees. 

  Empathy  

Empathy is a critical component of the dimensions of service quality as this has a 

strong bearing on the business’s ‘well-being’. According to Izogo and Ogba (2015: 

1), empathy is about customer care and giving attention to each problem presented 
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by the customer. TIKZN customers expect to be given professional treatment and 

after-care service.  

The research findings will be discussed based on current literature in the following 

chapter. 
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CHAPTER FIVE - CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction 

The increased competitiveness of the investment promotion agencies (IPAs) within 

KwaZulu-Natal has increased the need to remain ahead of the pack is crucial. To 

determine the customers' perceptions of the quality of service provided by the Trade 

and Investment KwaZulu-Natal Agency in the greater Durban area, this study 

identified areas that are lacking in the service delivery of TIKZN's offerings. Through 

a close and fine-grained analysis of the service quality and Gaps Model, this 

research has shown that the customers (respondents) have positive expectations of 

service quality while their perceptions of service quality were not so favourable. 

This study was undertaken within an organisation where customers’ perceptions 

needed to be established to understand whether the customers understood and 

agreed with the service quality of the company. The research study undertook to 

assess the service quality offered by utilising the SERVQUAL questionnaire and 

further understand the discrepancies through the Gaps Model by engaging with 

customers through an online questionnaire. It was hoped that the study would enable 

management to address any concerns and the negative impact that the customers 

have on TIKZN’s service delivery of their offerings.  

The following sections indicate the findings of the literature review and primary 

research relative to the defined objectives of the study. The conclusions obtained 

from the study are also stated. A further section on recommendations is included.  
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5.2 Findings from the study 

5.2.1 Overview of chapter 1 

Chapter 1 introduced the topic, “Customers’ Perceptions of Service Delivery by 

Trade and Investment KwaZulu-Natal in the greater Durban Area”, the aim of the 

study and the research objectives. The dissertation structure and research 

methodology, including the guidelines for the timelines for each section, were 

discussed. The COVID-19 pandemic was a huge stumbling block to completing this 

dissertation timeously as well as making contact physically with some of the 

customers; however, with the use of electronic mail and telephonic contact with most 

customers, the responses were received, and the analysis was finally concluded. 

Chapter 1 also briefly introduced the mandates of investment promotion agencies 

(IPAs) in the South African context and briefly stated the problems identified. 

5.2.2 Findings from the literature review 

Trade and Investment KwaZulu-Natal is a service organisation, employing people 

across varying disciplines to create a service delivery through the companies’ 

offerings. The organisation is a key component in building investment in KwaZulu-

Natal as well as creating strategic partnerships and alliances to retain, expand or 

sustain businesses through funding sought externally, through information building or 

capacity building, as well as allowing for opportunities to export goods internationally. 

Considering the vast offerings and free services by the provincial government, it is, 

therefore, essential to understand how customers and businesses affiliated with 

TIKZN feel about the service delivery. 

The literature reviews the concept of service delivery and customers’ perceptions of 

service delivery. The ranking of perception-building lies in the confidence of the 

investor or the local business that the investment choice will contribute to the 

diminution of search times and provide social acceptance, as well as mental boosting 

of the investment decision (Mazibuko, 2020). Breakfast, Bradshaw and Bradshaw 
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(2019) attest that a long-standing relationship between service delivery and authority 

is substantial in the South African local, municipal and provincial government 

context. These statements reinforce the significance of perception of service within a 

government context and will aid in building an argument to showcase the aspects 

that impact perceptions and how agencies of government can learn to understand 

and measure the information received. It is evident from the analysis that customer 

expectations outweigh the perceptions of Trade and Investment KwaZulu-Natal. 

Considering TIKZN’s perspectives, the organisation’s image is related directly to the 

expectations of customers. The TIKZN brand is expected to have a positive impact 

on customer expectations of the service offering. Customers will have both explicit 

and implicit expectations vis-à-vis the merchandise or service that they have 

acquired. They will have expectations that include a robust component due to 

anticipated changes to the merchandise or service as time passes. Importantly, 

customers will also have relational- and service-level expectations that connect 

directly to the customer relationship and interaction with a business or organisation 

(Smith, 2020: 1). Based on the above, the analysis depicts that when customers 

were asked their perceptions of the item: “When an excellent government agency 

promises to do something by a particular time, it certainly will” and for the item: “The 

employees of an excellent government agency will understand the specific needs of 

their customers”, it was noted that customer’s perception of service quality was less 

favourable. 

In South Africa, there is a framework which enables the assessment and 

improvement of service and the customer service assessment is very essential to 

continuous improvement based on perception assessments (Meshalkin et al., 2020: 

56). These frameworks ensure that organisations integrate both soft and hard 

customer service through customer perceptions. According to Wren (2020: 4), 

institutions are mandated to perform these service quality assessments, especially 

using feedback and perceptions from customers which will then result in the 

determination of factors that may hinder the efficient and effective delivery of quality 
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services. This was further reinforced by Nguyen (2016: 3) who notes that service 

quality assessments help in providing direction for managers who may need to 

improve service quality for their customers. Therefore, it is imperative to note that the 

frameworks are generally supported by implementation strategies to ensure that they 

are enforced. Addressing customer service quality gaps should be a pre-requisite for 

progressive institutions whether private or public as this helps in creating quality 

dimensions which are suitable for public and private sector institutions (Ahmad and 

Papastathopoulos, 2019:350). 

5.2.3 Findings from the primary research 

Several research studies on service quality have resulted in positive outcomes for 

organisations. As evidenced in a study by Danaher and Rust (2018: 63), they 

reiterate that cultivating service quality can intensify revenues through:  

(1) keeping a greater fraction of existing customers,  

(2) bringing in new customers via positive feedback through communication like word 

of mouth, and  

(3) increasing the usage rates of current customers.  

Hence, this research sought to unravel the level of awareness that is perceived of 

the services that Trade and Investment KwaZulu-Natal (TIKZN) offers as identified 

by the Corporate Strategy Plan compiled by Sigma International 2019. Further, the 

gaps that lie within the perceptions and expectations created have been identified.  

In reviewing the findings of the study, the study's aim was achieved. The analysis 

indicates that there is a negative gap variance in the middle of what the respondents 

expect and their perceptions of the service quality. It emerged that respondents have 

positive expectations of service quality, while their perceptions of service quality 

were not so favourable. 
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One of the imperative performance dimensions is to permit action to be taken to 

close the gaps that exist in service delivery. The vital point for the organisation is to 

identify the service dilemma faced by the customers. This exploration may present 

management with significant insights into the lack of interpretation of the service 

delivery process from the customers’ viewpoint.  

5.3 Conclusions gained from the study 

5.3.1 Objective one: to investigate customers’ expectations of the 

service quality by Trade and Investment KwaZulu-Natal (TIKZN) 

The outcomes prove that respondents’ (customers’) expectations of the service 

delivery they have received from TIKZN surpass their opinions, thus enhancements 

are imperative and required across all five elements. The gaps in all the dimensions 

present a challenge for the organisation as they are mandated to ensure a 

satisfactory and hassle-free service as TIKZN is a provincial government agency. If 

the expectations are greater than the perceptions, then the perceived quality is less 

than satisfactory and therefore, customer dissatisfaction occurs. 

5.3.2 Objective two: to determine the gaps that lie between the 

expectations and perceptions of the service quality offered by TIKZN 

The essence of this research was to gauge if a gap exists between consumers’ 

expectations of service delivery and the service provided by TIKZN. Chapter 2 

showcased an overview of the investigation by Parasuraman, Zeithaml and Berry 

(1985) on the gaps model of service quality which uses the SERVQUAL instrument 

as the preferred instrument in measuring the gap between customers’ expectations 

and services received. In Table 4.4, the average expectation score was high, ranging 

from 3.97 on a scale of 1-5 where 1 is strongly disagree and 5 is agree for the 

statement: The physical facility at an excellent government agency should be visually 

appealing and in an excellent government agency, material associated with the 

service such as pamphlets and brochures should be visually appealing, to 4.52 for 
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the statement: The behaviour of employees in an excellent government agency will 

instil confidence in customers. The expectations had a total mean score of 4.22. This 

value is closest to “strongly agree”, which suggests that the respondents have a 

positive agreement in their expectations of service delivery. 

However, the mean score for the perceptions of service quality varied from 2.80 for 

the statement: When an excellent government agency promises to do something by 

a particular time, it certainly will, to 3.59 for the statement: The employees of an 

excellent government agency will understand the specific needs of their customers. 

The overall mean score for the respondents’ perception of service quality was 3.19. 

This value is closest to “neutral”, which suggests the respondents’ perceptions of 

service quality were less favourable. 

The statement with the maximum mean gap score was: “When an excellent 

government agency promises to do something by a particular time, it certainly 

will (-1.43). This suggests that the respondents’ expectation’s (M=4.23) far exceed 

the perception (M=2.80) that when an excellent government agency promises to 

do something by a particular time, it certainly will. 

5.3.3 Objective three: to make appropriate recommendations on 

improving the service quality of TIKZN 

TIKZN should implement the following recommendations to improve the quality of 

their service delivery: 

There should be measures of performance based on rigorous measures of the 

customers’ satisfaction. The measures should be regularly monitored by an external 

service or an independent auditor such as a market research company, who would 

monitor clients as well as internal staff to close the gaps that exist between actual 

performance and expectations. 
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Service delivery quality begins with education. TIKZN should invest in training the 

employees at all levels to improve skills in order to facilitate changes in behaviour 

and attitude and to ensure there is a smooth delivery process of the customer’s 

expectations. A customer service course must be conducted within TIKZN, 

particularly for those who deal directly with customers. 

It is further recommended that TIKZN develop more social support, focusing on team 

building and recognition awards/programmes with incentives. In this way, internal 

staff are motivated to achieve better results. Senior management should publicly 

recognise employees for their accomplishments in customer service. TIKZN should 

dedicate a section in the newsletter or brochure to recognise employees’ excellence 

in service delivery. Employees at TIKZN need to be developed and made to feel 

valued. This would require ensuring a long-term commitment with the employee, 

which in turn will create a commitment to customer service.  

 

To enhance employees' capability and understanding of client service, TIKZN should 

develop guidelines focusing on erudition and progress, goal setting and performance 

management, which would enable the organization to create an environment 

conducive to the advancement of personnel. More engagement and communication 

with the TIKZN staff should bring about more reliability. Internal communication 

methods should be explored to share more ideas and outline problems relating to 

service delivery. 

 

Ultimately, the organisation must build a new unit called “client care units”, which 

could be a division of the One-Stop-Shop department. This division will deal solely 

with customer complaints and ensure they are channelled to the correct department 

and unit head. Reports must be submitted every week or end of the month to find out 
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the most common problems, how and when they occur, the rate at which they are 

resolved, and how to mitigate them. 

5.4 Limitations 

As with all studies, this research study also has certain limitations summarised 

below: 

This study fixated on respondents in the greater Durban area. However, the results 

of the study may not have been representative of the entire population, since a 

probability sampling method was employed to gather the data, and consumers from 

outer-lying areas were inaccessible to the researcher due to Covid-19 and the 

limitations of face-to-face contact. 

As a result of the probability sampling method, the section contained respondents 

who were available and willing to participate. Consequently, the study may not have 

been truly expressive of consumers which comprised of all age groups. 

Publications on the customer perceptions of service delivery on an investment 

promotion agency in South Africa is very limited. 

In order to fully assess the provisions of TIKZN and IPAs in relation to the levels of 

service delivery, all stakeholders must be included in the study, that is, government 

agencies, consumer bodies and consumers from the entire Kwa-Zulu Natal regions. 

5.5 Conclusion 

This chapter focused on the findings of the literature review as well as that of the 

primary research. An overview of the results of the study was also presented. 

Conclusions were drawn based on these results and further recommendations were 

made to Trade and Investment KwaZulu-Natal on how the process of strategy to 

outline and eradicate the gaps could be improved to their benefit.  
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It is recommended that an additional study be directed towards service delivery and 

its bearing on customers at TIKZN. The study's outcome was of interest to some 

customers, and further studies could confirm this information, which would benefit 

TIKZN. 

The SERVQUAL instrument should be regulated accordingly towards a qualitative 

study which could better understand the customers’ views. TIKZN would need to 

continually re-evaluate the worth of their service delivery which could assist in 

outlining issues with the service delivery received and allocating resources to provide 

a better service overall. 

This study complements the present information on the service delivery improvement 

process in public service businesses. With regards to the constraints, this analysis 

was conducted in one region rather than including the Gauteng Province where the 

department has an office. This geographic drawback implies that the study was 

constrained to a single geographic framework. Forthcoming studies could examine 

perceptions of organisational impartiality across the different government investment 

promotion agencies in all provinces. The outcomes of this study have several 

implications for management in the public or government departments.  

5.6 Recommendations 

The purpose of the study was to investigate customers’ perceptions of service 

delivery by trade and investment in the greater Durban Area in KwaZulu-Natal. In 

addition, the study sought to identify the factors that resulted in service quality gaps 

by using customers' perceptions of service delivery. 

The principal focus of the study was to assemble data about customers’ perceptions 

and expectations for service delivery enhancement initiative. Another field of focus 

was to establish whether any service quality gaps may well be contributing to 

customers’ adverse perceptions of TIKZN and, if so, what could be done to resolve 
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the situation. The result of the evaluation could then be used to pinpoint areas of 

concern for management assessment. 

It has been displayed in the literature review that, in order to develop service quality, 

gaps need to be detected. The quality of services is generally considered a key 

driver, especially when developing frameworks for conducting community audits and 

surveys (Leach, 2018: 24). Understanding the gaps will pave the way to ensure that 

the service quality is delivered effectively and efficiently. 

When gauging the quality of service, a modification that exists between the point of 

quality, which the customer accepted and the quality that they felt they received 

(Clow and Baack, 2018). It is their perceptions that make a difference, not what the 

service provider assumes. If the customer perceives that they accepted poor service, 

the decision about future business will be centred on that opinion. Service 

corporations must grasp the notion of service delivery from the perspective of the 

client, not from the standpoint of the service organisation or service provider. 

  



 

 

 

91 

 

REFERENCES 

Ahmad, G. Undated. Primary and Secondary data. Available: http://gulnazahmad.hubpages.com/hub/-

Primary-and-Secondary-Data (Accessed 9 June 2020). 

Ahmad, S. and Papastathopoulos, A. 2019.  Measuring Service Quality and Customer Satisfaction of 

the Small and Medium Sized Hotels (SMSHs) Industry: Lessons from United Arab Emirates (UAE). 

Tourism Review, 70(3), 349-370. doi: https://doi.org/10.1108/TR-10-2017-0160 

Ahmed, C., ElKorany, A. and ElSayed, E. 2022. Prediction of customer’s perception in social networks 

by integrating sentiment analysis and machine learning. J Intell Inf Syst 

https://doi.org/10.1007/s10844-022-00756-y 

Ahmeti, F. and Kukaj, H. 2016. The Importance of Foreign Direct Investments on Economic 

Development in Transitional Countries: A Case Study of Kosovo. Available: 

https://ssrn.com/abstract=2752979 (Accessed 9 March 2020). 

Ajayi, O and Vries, M. 2019. Diagnostic assessment of service delivery health in South Africa: a 

systematic literature review. South African Journal of Industrial Engineering. 30. 10.7166/30-1-1945. 

Akroush, M., Abu ELSamen, A al-shibly, M and Al-Khawaldeh, Fayez. 2010. Conceptualisation and 

development of customer service skills scale: an investigation of Jordanian customers. 

10.1504/IJMC.2010.035481. 

Allen, M. 2017. The sage encyclopaedia of communication research methods (Vols.1-4). Thousand 

Oaks, CA: SAGE Publications, Inc doi: 0.4135/9781483381411 

Alsaffar, H. 2020. GAP Model of Service Quality and Customer Relationships. 

10.13140/RG.2.2.27904.66561. 

Alton, L. 2017. Using Quality Assurance to Improve Your Customer Service. Available: 

https://customerthink.com/using-quality-assurance-to-improve-your-customer-

service/#:~:text=Quality%20assurance%20describes%20the%20processes,same%20excellence%20

with%20every%20interaction. (Accessed 20 July 2020). 

Alzaydi, Z., Al-Hajla, A., Nguyen, B., Jayawardhena, C. 2019. A Review of Service Quality and 

Service Delivery: Towards A Customer Co-Production and Customer-Integration Approach. Business 

Process Management Journal. 24. 295-328. 10.1108/BPMJ-09-2016-0185. 



 

 

 

92 

 

Amesho, K.T.T., Edoun, E.I., Garg, A.K. and Pooe, S. 2021. Key challenges facing metropolitan cities 

or municipalities in managing competitive advantage through technology and innovation. Africa’s 

Public Service Delivery and Performance Review 9(1), a507. https://doi.org/10.4102/apsdpr.v9i1.507 

Anh, D.H. 2022. Service quality and customer satisfaction in the banking industry: an empirical study 

in Vietnam. Journal of the Academy of Business and Emerging Markets, 2(2), pp.15-26. 

Annum, G. 2017. Research Instruments for Data Collection. Department of Fine Art and Media Art 

Technology, Kwame Nkrumah University of Science and Technology.  Available:  

http://www.sciepub.com/reference/285347 

Arlen, C. The 5 Service Dimensions All Customers Care About,  Available: 

http://www.serviceperformance.com/the-5-service-dimensions-all-customers-care-

about/#:~:text=After%20extensive%20research%2C%20Zeithaml%2C%20Parasuraman,the%20keys

%20to%20their%20loyalty. (Accessed 1 June 2020). 

Armah, M.O. 2020. Quality of service delivery and customer satisfaction of Ghana revenue authority-

customs division in the Ho municipality (Doctoral dissertation, University of Cape Coast). 

Armstrong, G., Adam, S., Denize, S. and Kotler, P. 2015. Principles of Marketing, 6th Ed. 

https://www.academia.edu/34823600/RESEARCH INSTRUMENTS FOR DATA COLLECTION#:~:t

ext=They%20are%20the%20tools%20for,chosen%20is%20valid%20and%20reliable. (Accessed 28 

May 2021) 

Asha, A.A. and Makalela, K.I. 2020. Challenges in the implementation of integrated development plan 

and service delivery in Lepelle-Nkumphi Municipality, Limpopo province. International Journal of 

Economics and Finance Studies 12(1), 1–15. https://doi.org/10.34109/ijefs.202012101 

Bel, G. and Sebő, M. 2021. Does inter-municipal cooperation really reduce delivery costs? An 

empirical evaluation of the role of scale economies, transaction costs, and governance arrangements. 

Urban Affairs Review, 57(1), pp.153-188. 

Bezuidenhout, H. and Pietersen, P. 2015. The Journal of Applied Business Research, South African 

IPAs Attracting FDI: Investment Promotion Strategies. Vol. 3, No. 3, pp. 4 

Bhasin, H. 2020. Importance of Quantitative Research. Available: 

https://www.marketing91.com/importance-of-quantitative-research/ (Accessed 08 August 2020) 



 

 

 

93 

 

Borg, A., and Boldt, M. 2020. Using VADER sentiment and SVM for predicting customer response 

sentiment. Expert Systems with Applications, 162, 113746 

Bornstein, L. 2015. Management Standards and Development Practice in the South African Aid 

Chain. Public Administration and Development, 23(5), 393-404. 

Bostancı, B. and Erdem, N. 2020. Investigating the satisfaction of citizens in municipality services 

using fuzzy modelling. Socio-Economic Planning Sciences, 69, p.100754. 

Braun, V. and Clarke, V. 2016. Using Thematic Analysis in Psychology. Qualitative Research in 

Psychology, 3(2), 77-101.  

Breakfast, N., Bradshaw, G. and Bradshaw, T. 2019. Violent service delivery protests in post-

apartheid South Africa, 1994–2017: A conflict resolution perspective, African Journal of Public Affairs 

11(1), 107–126. 

Breinbauer, A., Leitner, J., Becker, K. 2019. Sustainable Location Development: How Do Investment 

Promotion Agencies Go About Attracting Sustainable Foreign Direct Investment? 

Brown, D. and Harvey, D. 2018. An Experiential Approach to Absenteeism and its Impact in 

Organisations (7th Edition). New Jersey: Pearson Prentice Hall. 

Burger, S. 2022. Number of women business owners in South Africa on the rise.  Available: 

https://www.engineeringnews.co.za/article/number-of-women-business-owners-in-south-africa-on-the-

rise-2022-03-09. (Accessed: 10 April 2023) 

Burns, A.C., and R.F. Bush. 2014. Marketing research. 7th ed. Upper Saddle River. NJ: 

Pearson/PrenticeHall 

Business Directory. Available: http://www.businessdictionary.com/definition/perception.html  

(Accessed 22 February 2020) 

Bwisa, H.M. 2018. Editage Insights. Available:  https://www.editage.com/insights/the-basics-of-writing-

a-statement-of-the-problem-for-your-research-proposal (Accessed 15 July 2020) 

Camilleri, M. A. 2018. Integrated Marketing Communications. In Travel Marketing, Tourism 

Economics and the Airline Product (Chapter 5 pp. 85-103). Cham, Switzerland: Springer Nature. 



 

 

 

94 

 

Catlin, J., Michael, L. and Marcus, P. 2017. Consumer Perceptions of the Social Vs. Environmental 

Dimensions of Sustainability. Journal of Consumer Policy. 10.1007/s10603-017-9356-x. 

CheckMarket. 2020. Available: https://www.checkmarket.com/sample-size-calculator/#sample-size-

calculator (Accessed 15 July 2020) 

Chen, J. and Liu, L. 2020. Customer participation and green product innovation in SMEs: the 

mediating role of opportunity recognition and exploitation. J. Bus. Res. 119, 151–162. doi: 

10.1016/j.jbusres.2019.05.033 

Clow. K.E. and Baack, D. 2018. Intergraded advertising, promotion and marketing communications. 

18th ed. Upper Saddle River, NJ: Pearson Education International. 

Dam, T. C. 2020. The Effect of Brand Image, Brand Love on Brand Commitment and Positive Word-of 

Mouth. Journal of Asian Finance, Economics and Business, 7(11), 449–

457.https://doi.org/10.13106/jafeb.2020.vol7.no11.449 

Danaher, PJ., and Rust, RT. 2018. Indirect Financial Benefits from Service Quality. Available: 

https://doi.org/10.1080/10686967.1996.11918728. (Accessed 19 July 2020) 

Denscombe, T. 2015. Research Methodology. New Delhi: Mc Graw Hill. 

Department of Public Service and Administration. 2014. The Batho Pele Vision- A better life for all 

South Africans by putting first. Republic of South Africa 

http://www.dpsa.gov.za/documents/Abridged%20BP%20programme%20July2014.pdf (Accessed 9 

May 2021) 

DeVaus, D.A. 2013. Research Design in Social Research. London: SAGE. 

Dhanah, D. 2016. Small Businesses and Job Creation in South Africa. Master of Commerce in 

Development Finance. University of Cape Town – GSB.  

Ellen, K. 2020. Boundless. “Service Quality” Boundless Marketing. Boundless. Available: 

https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/services-marketing-

6/service-quality-51/ (Accessed 10 July 2020) 

Essays, UK. 2018. Expectations and Perception of Service Quality Marketing Essay. :Available: 

https://www.ukessays.com/essays/marketing/expectations-and-perception-of-service-quality-

marketing-essay. (Accessed 10 June 2020) 



 

 

 

95 

 

Etikan I. Bala, K. 2017. Sampling and sampling methods. Biom Biostat Int J. ;5(6):215?217. 

DOI: 10.15406/bbij.2017.05.00149 

European Commission. 2020. Service Standards. (Online) https://ec.europa.eu/growth/single-

market/single-market-services/service-standards en Accessed on 6 March 2022 

Frost, F. 2015. The Use of Strategic Tools by Small and Medium-sized Enterprises: A Australasian 

Study. Journal of Strategic Change, 12(1), 49-62. 

George. N. 2017. "Why Is Marketing Strategy Important?" Bizfluent.: Available: 

https://bizfluent.com/info-8080080-marketing-strategy-important.html. (Accessed 10 April 2020). 

Glen, S. 2018. "Primary Data and Secondary Data: Definition and Example" From 

StatisticsHowTo.com: Elementary Statistics for the rest of us! Available:   

https://www.statisticshowto.com/primary-data-secondary/ (Accessed 19 July 2020) 

Goodman, R. and Kish, L. 2016. Controlled Selection – A Technique in Probability Sampling. Journal 

of the American Statistical Association, 45 (251), 350-372. 

Habib, A. 2015. ‘Send in the competent in place of the Cadres’, Sunday Times, 4 January 2015 

Hanyane, B. and Naidoo, G. 2015. Municipal Employees’ Perceptions of Service Delivery in Limpopo-

South Africa: A Critical Need for Good Governance. Journal of Human Ecology. 51. 241- 249. 

10.1080/09709274.2015.11906918. 

Harding, T and Javorcikr, BS. 2007. Developing Economies and International Investors: Do 

Investment Promotion Agencies Bring Them Together? Policy Research Working Paper 4339. 2. 

Available:  

https://books.google.co.za/books?id=muPqLE6mz1YCandprintsec=frontcoverandsource=gbs ge su

mmary randcad=0#v=onepageandqandf=false 

Harmse, CPJ. 2020. Available: 

https://repository.up.ac.za/bitstream/handle/2263/27994/02chapter3.pdf?sequence=3andisAllowed=y 

(Accessed 10 July 2020) 

Harts, D. (Ed.). 2015. Educational research and inquiry: Qualitative and quantitative 

Helao, T. 2015. An Evaluation of Good Governance and Service Delivery At Sub-National Levels In 

Namibia: The Case Of The Oshana Region. University of South Africa. 



 

 

 

96 

 

Herrington, M. and Kew, P. 2017. Global Entrepreneurship Monitor (GEM) Global Report 2016/17. 

Hilton. C.E. 2017. The importance of pretesting questionnaires: a field research example of cognitive 

pretesting the Exercise referral Quality of Life Scale (ER-QLS). International Journal of Social 

Research Methodology, 20:1, 21-34 

Hu S. 2014. Pretesting. In: Michalos A.C. (eds) Encyclopedia of Quality of Life and Well-Being 

Research. Springer, Dordrecht. https://doi.org/10.1007/978-94-007-0753-5_2256 

Hwang, M.H., Cho, C.B. and Kim, J.E., 2021. The Effect of Franchise SERVQUAL on the Pre and 

Post Opening Satisfaction and the Business Performance. International Journal of Hospitality and 

Tourism Management, 5(1), p.6. 

Igwenagu, C. 2016. Fundamentals of research methodology and data collection. LAP Lambert 

Academic Publishing (2016-04-19). 

Izogo, E. E. and Ogba, I. E. 2015. Service quality, customer satisfaction and loyalty in automobile 

repair services sector. International Journal of Quality and Reliability Management, 32(3), 250-269. 

Johannesson, P., Perjons, E. 2014. Research Strategies and Methods. In: An Introduction to Design 

Science. Springer, Cham. https://doi.org/10.1007/978-3-319-10632-8 3 

Johnson, R. and Onwuegbuzie, A. 2015. Mixed Methods Research: A Research Paradigm Whose 

Time Has Come. Educational Researcher, 33 (7), 14-26. 

Jovanovic, B. and Jovanovic, B. 2018. Ease of doing business and FDI in the ex-socialist 

countries. Int Econ Econ Policy 15, 587–627. Available:  https://doi.org/10.1007/s10368-017-0377-3 

(Accessed 10 July 2020). 

Juneja, P. undated. Marketing Communications – Meanings and its Process. Available: 

https://www.managementstudyguide.com/marketing-communications.htm (Accessed 19 April 2020). 

Kandampully, J.  Zhang, T. and Bilgihan, A. 2015. Customer loyalty: A review and future directions 

with a special focus on the hospitality industry. International Journal of Contemporary Hospitality 

Management.  

Kapur, R. 2018. Research Methodology: Methods and Strategies. (Online) 

https://www.researchgate.net/publication/324588113 Research Methodology Methodsand Strategie

s (Accessed on 27 May 2021) 



 

 

 

97 

 

Kaput, M. 2016. Why your marketing plan isn’t a strategy Available: https://pr2020.com/blog/why-your-

marketing-plan-isn’t-a-strategy (Accessed 10 June 2020). 

Kenton, W. 2020. Quantitative Analysis (QA). Available: 

https://www.investopedia.com/terms/q/quantitativeanalysis.asp. (Accessed 15 July 2020) 

Kolaee, A.S.S., Ghaffari, R. and Divkoti, M.M.A. 2022. The impact of open service innovation on 

perceived service quality of customer in Sari Municipality. International Journal of Services and 

Operations Management, 43(2), pp.203-226. 

Kotler, P. 1997. Marketing management: Analysis, planning, implementation and control. 9th ed. 

Upper Saddle River: Prentice-Hall. 

Kotler, P., Armstrong, G., Harris, L. and Piercy, N. 2019. Principles of Marketing, 7th European Edition. 

Available: 

http://lib.myilibrary.com/browse/open.asp?id=965411andentityid=https://idp.warwick.ac.uk/idp/shibbol

eth (Accessed 10 June 2020) 

Kurdi, B., Alshurideh, M., Akour, I., Alzoubi, H., Obeidat, B and AlHamad, A. 2022. The role of digital 

marketing channels on consumer buying decisions through eWOM in the Jordanian markets. 

International Journal of Data and Network Science, 6(4), 1175-1186. 

Kurdi, B., Alshurideh, M., Akour, I., Alzoubi, H., Obeidat, B and AlHamad, A. 2022. The role of digital 

marketing channels on consumer buying decisions through eWOM in the Jordanian 

markets.International Journal of Data and Network Science, 6(4), 1175-1186. 

Lapaas. 2019. Gap Model of Service Quality (5 Gap Model): Understand your customer better. 

Available: https://lapaas.com/gap-model-of-service-quality/  (Accessed 10 June 2020) 

Leach, L. M. 2018. A framework for factoring citizen perceptions into local public service value 

systems to improve service quality. School of Public Leadership at Stellenbosch University. 

Lekhanya, L. 2015. Public outlook on small and medium enterprises as a strategic tool for economic 

growth and job creation in South Africa. Journal of Governance and Regulation. 4. 

10.22495/jgr_v4_i4_c3_p7. 

Liedke, L. 2020. What Is a Likert Scale? (How to Use It + Examples). Available:  

https://wpforms.com/sample-likert-scale-questions-for-wordpress-survey-forms/ (Accessed 15 July 

2020) 



 

 

 

98 

 

Mabizela, H. and Matsiliza, N.S., 2020. Uncovering the gaps in the provision of services in the rural 

Okhahlamba Municipality of KwaZulu-Natal province. Africa’s Public Service Delivery and 

Performance Review 8(1), a390. https://doi.org/10.4102/apsdpr.v8i1.390 

Majuri, M., 2022. Inter-firm knowledge transfer in Rand D project networks: A multiple case study. 

Technovation 115, 1–19. 

Malefane, S. 2019. Small, Medium and Micro Enterprises and Local Economic-Base Restructuring - A 

South African Local Government Perspective. 48. 

Marketing News. 2004. AMA adopts new definition of marketing. Marketing News, 38, pp. 1. 

Masuku, M. and Jili, N. 2019.  Public service delivery in South Africa: The political influence at local 

government level.  Public Affairs Academic Journal.  https://doi.org/10.1002/pa.1935.  Vol 19, No. 4 

Matiza, T. and Oni, O.A. 2014. The Case for Nation Branding as an Investment Promotion 

Methodology for African Nations: A Literature-Based Perspective, Journal of Social Sciences, Vol 5 

No 3. Pp 263. 

Mazibuko, G. 2020. Local Government: Getting the South African Municipal Finances Right. 

Information Management and Business Review, 12(4 (I)), pp.1-11. 

McCombes, S. 2019. Understanding different sampling methods 

Available: https://www.scribbr.com/methodology/sampling-methods/ (Accessed 15 July 2020) 

 

Meshalkin, V. P., Kiselev, V. M., Savinkov, S. V., Danko, T. P. and Meshkov, V. R. 2020. 

Communication Codes of Intellectual Support for Management Decisions, Advances in Economics, 

Business and Management Research, Vol. 128, No. 1, pp. 4. International Scientific Conference "Far 

East Con"  

Mishra, A. 2015. Why Is Promotion Important for a Business? Available: 

https://blog.resellerclub.com/why-is-promotion-important-for-a-

business/#:~:text=Promotion%20is%20a%20key%20element,and%20ensure%20profitability%20for%

20businesses. (Accessed 10 June 2020). 

Mojapelo, M.,  Modiba, M and  Mnkeni-Saurombe, N. (2021). Applying Batho Pele principles in South 

African public – Do public programming initiatives count. Information Development. 

026666692110493. 10.1177/02666669211049382. 



 

 

 

99 

 

Montoya, R. M., Horton, R. S., Vevea, J. L., Citkowicz, M. and Lauber, E. A. 2017. A re-examination 

of the mere exposure effect: The influence of repeated exposure in recognition, familiarity, and liking. 

Psychological Bulletin, 143(5), 459–498. DOI: https:// doi.org/10.1037/bul0000085 

Morgan, B. 2019. Five Trends Shaping the Future Of Customer Experience In 2020 CMO Network: I 

am a Customer Experience Futurist, Author and Keynote Speaker. Available: 

https://www.forbes.com/sites/blakemorgan/2019/12/17/5-predictions-for-customer-experience-in-

2020/#540379302ec7  (Accessed 10 June 2020) 

Mosahab, R., Osman, M. and Ramayah, T. 2017. Service quality, customer satisfaction and loyalty: A 

test of mediation. International Business Research. 3. 10.5539/ibr. v3n4p72. 

Mu, R., Wu, P. and Haershan, M. 2021, ‘Pre-contractual relational governance for public–private 

partnerships: How can ex-ante relational governance help formal contracting in smart city outsourcing 

projects?’ International Review of Administrative Sciences 1–17. 

https://doi.org/10.1177/00208523211059643 

Muriithi, S. 2017. African small and medium enterprises’ (SMEs) contributions, challenges and 

solutions. European Journal of Research and Reflection in Management Sciences 5(1), 36−48.  

Musaba, C.N.A., Musaba, E.C., and Hoabeb, S.I. 2014. "Employee Perceptions of Service Quality in 

the Namibian Hotel Industry: A SERVQUAL Approach," International Journal of Asian Social Science, 

Asian Economic and Social Society, Vol. 4(4), pages 533-543, Available: 

https://ideas.repec.org/a/asi/ijoass/2014p533-543.html Accessed 10 July 2020) 

Mustak, M., Jaakkola, E. and Aino, H. 2017. Customer Participation and Value Creation: A Systematic 

Review and Research Implications. Managing Service Quality. 23. 341-359. 10.1108/MSQ-03-2013-

0046. 

Muthwa, E.X. 2021. An evaluation of customer satisfaction with water service quality in the 

uMgungundlovu District Municipality (Doctoral dissertation). 

Nadube, P.M. 2018. Understanding integrated marketing communication: Concepts, definitions, and 

dimensions. International Journal of Innovations in Economic and Management Science, 8(2), 1-15. 

(PDF) Understanding integrated marketing communication: Concepts, definitions and dimensions. 

Available from: 

https://www.researchgate.net/publication/336774744_Understanding_integrated_marketing_communi

cation_Concepts_definitions_and_dimensions (accessed Oct 01, 2020). 



 

 

 

100 

 

Ndinga-Kanga, M., Van der Merwe, H. and Hartford, D. 2020. Forging a resilient social Contract in 

South Africa: States and societies sustaining peace in the post-apartheid era. Journal of Intervention 

and State building 14(1), 22–41. https:// doi.org/10.1080/17502977.2019.1706436 

Nel, D. 2020. Allocation of risk in public private partnerships in information and communications 

technology. International Journal of eBusiness and eGovernment Studies, Vol. 12. No 1. 17-32  DOI: 

10.34111/ijebeg.202012102 

Neis, D.F. and Pereira, M.F. and Maccari, E.A. 2017. Strategic Planning Process and Organizational 

Structure: Impacts, Confluence and Similarities. Brazilian Business Review. 14. 479-492. 

10.15728/bbr.2017.14.5.2. 

Nel, D., and Masilela, L. 2020. Open governance for improved service delivery innovation in sSuth 

Africa.  Available:  https://doi.org/10.34111/ijebeg.202012103. Vol. 12. No 1.  33-47 

Neneh, B.N. 2016. Market orientation and performance: the contingency role of external environment. 

Environmental Economics, 7(2), 130-137. 

Ngo, M. V. and Nguyen, H.H. 2016. The relationship between service quality, customer satisfaction 

and customer loyalty: An investigation in Vietnamese Retail Banking Sector. Journal of 

Competitiveness, 8(2), 103–16. 

Nieuwenhuizen, C. 2019. The effect of regulations and legislation on small, micro and medium 

enterprises in South Africa. Development Southern Africa. 1-12. 10.1080/0376835X.2019.1581053. 

Noko, E.J. 2019. How to write a problem statement. Available:  https://thesismind.com/probelem-

statement/ (Accessed 15 July 2020). 

Nyamwanza, L., Paketh, L., Makaza, F. and Moyo, N. 2016. An evaluation of the policies instituted by 

the government of Zimbabwe in promoting survival and growth of SMEs: The case of Glenview area 8 

SMEs. International Journal of Information, Business and Management 8(4), 304−316. 

Nyawo, J.C. and Mubangizi, B.C., 2021. An exploration of government administrative processes in 

supporting agro smallholders’ access to municipal markets in eThekwini Municipality, KwaZulu-Natal 

Province. Africa’s Public Service Delivery and Performance Review, 9(1), p.12. 

Odihambo, N.  2020.  Education and economic growth in South Africa: an empirical investigation.  

International Journal of Social Economics.  Available:  



 

 

 

101 

 

https://www.emerald.com/insight/content/doi/10.1108/IJSE-04-2020-0259/full/html.  (Accessed: 10 

April 2023) 

OECD. Available: http://www.sigmaweb.org (Accessed 10 June 2020). 

Parasuraman, A., Zeithaml, V. A., Berry, L. L. 1985. Journal of Marketing. A conceptual model of 

service quality and its implications for future research. Vol 49. No.4. 41-50. 

Pawish, P., 2021. Evaluating the Citizen Satisfaction on Service Quality Using the SERVQUAL Model: 

The Case of Kaeng Khol Municipality, Thailand. Journal of Management in Business, Healthcare and 

Education, 1(1). 

Peters, S. 2014. Alternative Service Delivery Arrangements: The Case Of Municipal. Submission for 

the 2013/14 Division of Revenue, Chapter 8. 255-270 (Accessed 10 June 2022) 

Piyasunthornsakul, P., Yangprayong, P. and Phayaphrom, B. 2022. Evaluating the Citizen 

Satisfaction on Service Quality Using the SERVQUAL Model: The Case of Kaeng Khol Municipality, 

Thailand. Journal of Management in Business, Healthcare, and Education, 1(2), pp.1-19 

Plecher, H. 2020. Unemployment rate in South Africa 2019. Available: 

https://www.statista.com/statistics/370516/unemployment-rate-in-south-africa/#statisticContainer 

(Accessed 10 June 2020) 

Pooe, D. and Munyanyi, W. 2022. Delivering public value to selected government departments in 

South Africa – Perceptions of senior managers’, South African Journal of Economic and Management 

Sciences 25(1), a3791. https://doi.org/10.4102/sajems.v25i1.3791 

Raza, D.N., Koele, T., Makhafola, M.G. and Monyemangene, M.M. 2022. Measuring customer 

satisfaction with the Gautrain during the COVID-19 pandemic using the service quality model. Journal 

of Transport and Supply Chain Management, 16, p.8. 

Raza, S.A., Umer, A., Qureshi, M.A. and Dahri, A.S. 2020. Internet banking service quality, e-

customer satisfaction and loyalty: the modified e-SERVQUAL model. The TQM Journal. 

Reddy, P.S. 2015a. ‘Post local governance and development in South Africa: Quo Vadis?’, in P.S. 

Reddy and M. De Vries (eds.), Quo Vadis?: Local governance and development in South Africa post 

1994, pp. 328–329, Bruylant Publishers, Belgium 



 

 

 

102 

 

Reddy, P.S. 2016. ‘The politics of service delivery in South Africa: The local government sphere in 

context’, The Journal for Transdisciplinary Research in Southern Africa 12(1), a337. 

http://dx.doi.org/10.4102/ td.v12i1.337 

Republic of South Africa. Local Government .1998. The Ministry for Provincial Affairs and 

Constitutional Development. The White Paper on Local Government. Pretoria: Government Printers. 

Available:   http://www.cogta.gov.za/cgta 2016/wp-content/uploads/2016/06/whitepaper on Local-

Gov 1998.pdf (Accessed 10 July 2020) 

Rohadin, R., 2021. Public Service Quality Improvement Strategy by Cirebon City Government 

Regarding the Granting of Trade-Business-License. Golden Ratio of Social Science and Education, 

1(2), pp.109-120. 

Saunders, M., Lewis, P., Thornhill, A. and Bristow, A. 2019.  Research Methods for Business 

Students Chapter 4: Understanding research philosophy and approaches to theory development. 

England: Pearson Education. 

Saunders, M., Lewis, P., Thornhill, A. and Bristow, A. 2019. "Research Methods for Business 

Students" Chapter 4: Understanding research philosophy and approaches to theory development. 

Pearson Education Ltd, England 

Schultz, D., Tannenbaum, S.I. and Lauterborn, R.E. 1994. Integrated Marketing Communications, 

Chicago: NTC Business Books 

Sekaran, U. and Bougie, M. 2016. Research methods for business: a skill building approach. Place of 

Publication: John Wiley and Sons, Ltd Publication. 

Singh, A. 2019. Corporate Strategy Plan. Sigma International for Trade and Investment KwaZulu-

Natal. Available:https://www.tikzn.co.za/ (Accessed 10 June 2020) 

Sleep, S., Bharadwaj, S. and Lam, S. K. 2015. Walking a tightrope: the joint impact of customer and 

within firm boundary spanning activities and perceived customer satisfaction and team performance. 

Journal of the Academy of Marketing Science, 43(4), 472–489. 

 Small Business Project. 2020. SME Growth Index Headline Results. Alert. Bulletin 2. Available:   

www.sbp.org.za (Accessed 17 July 2020). 

Smith, S. 2020. Customer expectations: 7 Types all exceptional researchers must understand: 

Available:https://www.qualtrics.com/blog/customer-expectations/ (Accessed 10 June 2020) 



 

 

 

103 

 

South Coast News, 2016. “A KZN ward councillor attacked by community members”. South Coast 

News, 22 February 2016. (Online). Available: www.southcoastnews.com   

Statistical Consulting Blog. 2020. What is a Representative Sample? Available: 
https://statsandr.com/blog/what-is-the-difference-between-population-and-sample/ 
https://www.statisticssolutions.com/what-is-a-representative-sample/ (Accessed 15 July 2020) 

Statistics SA. 2015. Households report increased access to basic services as satisfaction with some 

services decline.  Available:  https://statsandr.com/blog/what-is-the-difference-between-population-

and-sample/ https://statsandr.com/blog/what-is-the-difference-between-population-and-sample/ 

(Accessed: 27 May 2015) 

Statistics South Africa, 2016. The state of basic service delivery in South Africa: In-depth analysis of 

the Community Survey 2016 data. Statistics South Africa. Pretoria. Report No. 03-01-22 2016. 

Storbacka, K. 2015. Industrial Marketing Management, learning with the market: Facilitating market 

innovation, Volume 44, Pages 73-82. 

Streefkerk, R. 2019. Qualitative vs. quantitative research. Available:   

https://www.scribbr.com/methodology/qualitative-quantitative-research/ (Accessed 15 July 2020). 

Study.com. 2016. "Service Quality: Definition and Dimensions" Available: 

https://study.com/academy/lesson/service-quality-definition-dimensions.html (Accessed 10 June 

2020). 

Study.com. 2017. "What is Service Intangibility in Marketing?"  Available: 
https://study.com/academy/lesson/what-is-service-intangibility-in-marketing.html 

Sudheesh, K., Duggappa, D.R., and Nethra, S.S. 2016. How to write a research proposal? Indian 

journal of anaesthesia, 60(9), 631–634. https://doi.org/10.4103/0019-5049.190617 

Taherdoost, H. 2016. Validity and Reliability of the Research Instrument; How to Test the Validation of 

a Questionnaire/Survey in a Research. International Journal of Academic Research in Management. 

5. 28-36. 10.2139/ssrn.3205040. 

Talavera, M.G. 2020. Measuring service quality in Philippine banks: an exploratory study using 

SERVQUAL and Q-methodology. Philippine Management Review, 27, pp.37-56. 

Tarnowska, K., and Ras, Z. 2021. NLP-based customer loyalty improvement recommender system 

(CLIRS2). Big Data and Cognitive Computing, 5, 4. https://doi.org/10.3390/bdcc5010004 



 

 

 

104 

 

Theofanidis, D. and Fountouki. 2019. Limitations and Delimitations In The Research Process. 

Perioperative nursing (GORNA), E-ISSN:2241-3634, 7(3), 155–162. Available: 

http://doi.org/10.5281/zenodo.2552022 (Accessed 15 July 2020) 

Thomas, L. 2020. An introduction to cluster sampling. Available: 

https://www.scribbr.com/methodology/cluster-sampling/ Accessed (8 August 2020) 

Trigueros, R., Juan, M and Sandoval, F. 2017. Qualitative and Quantitative Research Instruments 

Research tools. (Online) 

https://www.researchgate.net/publication/323014697 QUALITATIVE AND QUANTITATIVE RESEA

RCH INSTRUMENTS Research tools/citation/download Accessed 28 May 2021 

Trochim, W.M.K. 2020. Knowledge Base. Conjoint.ly, Sydney, Australia. ABN 56 616 169 021. 

Available:  https://conjointly.com/kb/ (Accessed 15 July 2020). 

UK Essays. (November 2018). Key Distinctions Between Positivism and Phenomenology. Available: 

https://www.ukessays.com/essays/psychology/the-key-distinctions-between-positivism-and-

phenomenology-psychology-essay.php?vref=1 

UNCTAD (United Nations Conference on Trade and Development). 1997. Surveys best practices in 

investment promotion. Division on Investment, Technology and Enterprise Development. New York. 

United Nations Publication. 

Uzir, M.U.H., Al Halbusi, H., Thurasamy, R., Hock, R.L.T., Aljaberi, M.A., Hasan, N. and Hamid, M. 

2021. The effects of service quality, perceived value and trust in home delivery service personnel on 

customer satisfaction: Evidence from a developing country. Journal of Retailing and Consumer 

Services, 63, p.102721. 

Van der Waldt, C. 2014b. ‘Municipal structures’, in G. Van der Waldt et al. (eds.), Municipal 

management: Serving the people, pp. 73–87, Juta and Company, Cape Town.  

Van der Waldt, G. 2014a. ‘Fostering local democracy’, in G. Van der Waldt et al. (eds.), Municipal 

management: Serving the people, pp. 23–51, Juta and Company, Cape Town.  

Vargo, S.L., and Lusch, R.F. 2016. Institutions and axioms: an extension and update of service-

dominant logic. Journal of the Academy of Marketing Science, 44(1), 5–23. 

Vencataya, L., Pudaruth, S., Juwaheer, R.T.D., Dirpal, G. and Sumodhee, N.M.Z. 2019. "Assessing 

The Impact Of Service Quality Dimensions On Customer Satisfaction In Commercial Banks Of 



 

 

 

105 

 

Mauritius," Studies in Business and Economics, Lucian Blaga University of Sibiu, Faculty of Economic 

Sciences, vol. 14(1), pages 259-270. 

Viio, P. 2018. “How to build a service business that can revolutionize an industry”  Available: 

https://www.paulviio.com/what-is-customer-focus-how-to-become-customer-

focused/#:~:text=Being%20customer%20focused%20is%20likely,sales%2C%20business%2C%20an

d%20profits. (Accessed 19 July 2020) 

Vu, T. 2021. Service Quality and Its Impact On Customer Satisfaction. Bachelor of Arts, Honours 

Advisor: Marta Julita Ciach-Maheswaran10.6084/m9.figshare.17089454. 

Wang, J. 2022. Research on the Impact of Customer Participation in Virtual Community on Service 

Innovation Performance -The Role of Knowledge Transfer, Frontiers in Psychology. Volume 13, 

DOI=10.3389/fpsyg.2022.847713.    

Weilin Su, Bei Lyu, Yanjun Liu, Hui Chen and Jiayu Fan. 2019. Supervisor developmental feedback 

and employee performance: The roles of feedback-seeking and political skill, Journal of Psychology in 

Africa, 29:5, 435-442 

Welman, C. Kruger, S.J. and Mitchell, B. 2017. Research Methodology. 6th edition. 

Whaley, J. 2020. Understanding Target Population in Research. Available: 

https://www.ovationmr.com/target-population-in-research/(Accessed 8 August 2020)Oxford University 

Press. Southern Africa, Cape Town. 

What are services and service offerings? 2020. Available: 

https://www.servicenow.com/content/dam/servicenow-assets/public/en-us/doc-type/success/quick-

answer/services-service-offerings.pdf (Accessed 10 June 2020) 

Wirtz, J. 2018. Winning in Service Markets Series, Vol. 5: Service Marketing Communications. 

Available: 

https://www.researchgate.net/publication/318984090 Winning in Service Markets Series Vol 5 Se

rvice Marketing Communications. (Accessed 11 June 2020). 

Woodbury, A. 2018. 5 Brutally Honest Reasons Why Outsourced Marketing Fails. Available:  

https://www.precisionmarketinggroup.com/blog/when-outsourced-marketing-fails (Accessed 10 June 

2020). 



 

 

 

106 

 

Wren, H. 2020. 6 tips for building an effective customer focus strategy: Improving your customer focus 

starts by deepening your understanding of what customer focus means and building an effective 

customer focus strategy. Content marketing associate. Available: 

https://www.zendesk.com/blog/what-is-customer-focus/ (Accessed 10 June 2020). 

Xin, X., Miao, X., Chen, Q. and Shang, T. 2021. User participation, knowledge management capability 

and service innovation: e-commerce enterprises in the digital age. Asia Pac. J. Mark. Logist. 33, 1–19. 

Yalley, A. A. 2021. Customer readiness to co-production of mobile banking services: a customer-only 

co-production perspective. J. Financial Serv. Mark. 2, 1–15. 

Yi, X., Ul Haq, J., and Ahmed, S., 2023. Impact of customer participation in value co-creation on 

customer wellbeing: A moderating role of service climate. Frontiers in psychology, 13, 877083. 

https://doi.org/10.3389/fpsyg.2022.877083 

Yuan Q. and Gao Q. 2019. Is SERVQUAL Reliable and Valid? A Review from the Perspective of 

Dimensions in Different Typical Service Industries. In: Rau PL. (eds) Cross-Cultural Design. Methods, 

Tools and User Experience. HCII 2019. Lecture Notes in Computer Science, vol 11576. Springer, 

Cham. Available:  https://doi.org/10.1007/978-3-030-22577-3 24 (Accessed 15 June 2020) 

Zamboni, J. 2020. What Is the Meaning of Sample Size?  sciencing.com, Available 

https://sciencing.com/meaning-sample-size-5988804.html. Accessed (8 August 2020) 

Zedan, K., Daas, G. and Awwad, Y. 2020. Municipal bonds as a tool for financing capital investment 

in local government units in Palestine. Investment Management and Financial Innovations, 17(1), 

p.213. 

Zerihun, M. F and Mashigo, P. 2022. The Quest for Service Delivery: The Case of a District 

Municipality in the Mpumalanga Province South Africa. Africa’s Public Service Delivery and 

Performance Review. 10. 1-9. 10.4102/apsdpr. v10i1.512. 

Zygiaris, S., Hameed, Z, A., Alsubaie, M and Ur, R. S. 2022. Service Quality and Customer 

Satisfaction in the Post Pandemic World: A Study of Saudi Auto Care Industry. Front. Psychol. 

13:842141. doi: 10.3389/fpsyg.2022.842141 

 

  



 

 

 

107 

 

APPENDICES 

 

APPENDIX A 

 
 
 
 
 
 
 
 
 
 
 

LETTER OF INFORMATION 
 
Title of the Research Study: Customers’ perceptions of service quality by Trade and 
Investment KwaZulu-Natal in the greater Durban area. 
 
Principal Investigator/s/researcher: Anamika Somera: BTECH Marketing and Retail 
Management 
 
Co-Investigator/s/supervisor/s: Dr. Raymond Hilary Hawkins-Mofokeng: 
 
Brief Introduction and Purpose of the Study:  This study aims to evaluate and measure 
the customers’ expectations of service quality and the gaps that may lie between the 
perception and expectation of the service quality by Trade and Investment KwaZulu-Natal.  
Previous studies have highlighted that there are gaps which lie between the expectations 
and perceptions of service quality from government entities.  Particularly in Investment 
Promotion Agencies, the studies are limited, and a broader context encapsulates 
comparisons rather than the customers’ requirements from a service entity like Trade and 
Investment KwaZulu-Natal. 
 
 
Outline of the Procedures: A Servqual questionnaire has been developed to collect data. 
All questions use the Servqual model to help understand the expectations and perceptions 
of the customers.  A total of 400 participants will be approached, from businesses locally 
within Central Durban, Amanzimtoti, Umhlanga, Westville, Morningside as well as some of 
the business that lie on the outskirts of the greater Durban Area. The 400 completed 
questionnaires will be used for the data analysis. Participants will be informed that 
participation is voluntary, with a copy of the Letter of Information to be issued to each 
participant in Isizulu and/or English. Research is conducted in a specific location, and 
participants will be approached at random. Data will be collected and used for data 
analysis. Once the data analysis is completed, the questionnaires will be shredded and 
disposed of. 
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Risks or Discomforts to the Participant: There are no risks or discomforts to participants. 
 
Benefits: A journal article will be published from the study. 
 
Reason/s why the Participant May Be Withdrawn from the Study: There will be no 
adverse consequences for the participant should they choose to withdraw. 
 
Remuneration: N/A 
 
Costs of the Study: N/A 
 
Confidentiality: Collected questionnaires to be stored safely in a locked safe and 
shredded once data analysis is completed. 
  
Research-related Injury: N/A 
 
Persons to Contact in the Event of Any Problems or Queries:  
Dr. Raymond Hilary Hawkins-Mofokeng is the Supervisor and is contactable on 031-373-
5389.  Please contact the researcher Ms Anamika Somera on 0823778890.  Institutional 
Research Ethics administrator is contactable on 031 373 2900. Complaints can be reported 
to the DVC: TIP, Prof S Moyo on 031 373 2577 or moyos@dut.ac.za 
 
General:  Potential participants must be assured that participation is voluntary and the 
approximate number of participants to be included should be disclosed. A copy of the 
information letter should be issued to participants. The information letter and consent form 
must be translated and provided in the primary spoken language of the research population 
e.g. isiZulu 
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CONSENT 
 
Statement of Agreement to Participate in the Research Study:  
 

• I hereby confirm that I have been informed by the researcher, Ms Anamika Somera, 
about the nature, conduct, benefits and risks of this study - Research Ethics 
Clearance Number: IREC 147/21,  
 

• 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 / Right 
Thumbprint 
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I, Ms. Anamika Somera herewith confirm that the above participant has been fully informed 

about the nature, conduct and risks of the above study. 

 

Ms. Anamika Somera             01/11/2021                    
Full Name of Researcher   Date   Signature 
 
_________________               __________  ___________________ 
Full Name of Witness (If applicable) Date   Signature 
 
_________________                 __________  ___________________ 
Full Name of Legal Guardian (If applicable) Date   Signature 
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APPENDIX B 

Customers’ perceptions of service delivery by Trade and Investment KwaZulu-
Natal in the greater Durban area. 

              

  SECTION ONE Please indicate your choice with an X in the orange highlighted 
section. 

1 
Please indicate your 
gender. 

MALE   FEMALE     

          

2 

Please indicate which 
racial group you belong 
to (this is purely for 
statistical analysis 
purposes). 

Black Indian White Mixed 
Race/Coloured 

  

          

3 
Please indicate level of 
education. 

Less than 
Certificate 

National 
certificate 

National 
Diploma 

Bachelor’s 
Degree 

Post-
graduate 

              

4 

Please indicate which 
area your business is 
situated in. 

Southen 
Basin 

Northen 
Basin 

Central 
Durban 

Eastern Basin Western 
Basin 

              

5 

Please indicate which 
sector your 
business/company 
belongs to. 

Manufacturing 
Health 
Services 

Agriculture 
Business 
Services 

Other 
(please 
state 
which 
sector) 

       

              

  
  strongly 

disagree            
disagree neutral agree strongly 

agree 
Section TWO: 
EXPECTATIONS: 
EXPECTATIONS: what the 
customer/client needs to 
receive 

1 2 3 4 5 

1 

An excellent 
government agency will 
have up to date and 
modern technology to 
assist with my needs 

          

2 

The physical facility at 
an excellent 
government agency 
should be visually 
appealing 
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3 

The employees at an 
excellent government 
institution should be 
neatly attired 

          

4 

In an excellent 
government agency 
material associated with 
the service such as 
pamphlets and 
brochures should be 
visually appealing 

          

5 

When an excellent 
government agency 
promises to do 
something by a 
particular time, it 
certainly will 

          

6 

When a customer has a 
problem, an excellent 
government agency will 
show sincere interest in 
solving it 

          

7 

An excellent 
government agency will 
perform the service 
correctly the first time 

          

8 

An excellent 
government agency will 
insist on error free 
records 

          

9 

The employees from an 
excellent government 
agency will advise 
customers exactly what 
services will be 
performed. 

          

10 

The employees from 
and excellent 
government agency will 
give prompt services to 
customers 

          

11 

The employees from 
and excellent 
government agency will 
always be willing to 
assist customers 

          

12 

The employees from 
and excellent 
government agency will 
never be so busy that 
they cannot respond to 
customers’ requests 

          

13 

The behaviour of 
employees in an 
excellent government 
agency will instil 
confidence in 
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customers 

14 

Customers of excellent 
government agencies 
will feel safe in their 
transactions 

          

15 

The employees in an 
excellent government 
agency will be 
consistently courteous 
with customers 

          

16 

The employees of an 
excellent government 
agency will have the 
knowledge to answer 
customers questions. 

          

17 

An excellent 
government agency will 
have operating hours 
convenient for all their 
customers 

          

18 

An excellent 
government agency will 
have employees that 
give customers 
personal attention 

          

19 

An excellent 
government agency will 
have customers best 
interests at heart 

          

20 

The employees of an 
excellent government 
agency will understand 
the specific needs of 
their customers 

          

  

Section THREE:  
PERCEPTIONS:  
PERCEPTION: what the 
customer/client received  

strongly 
disagree            

disagree neutral agree 
strongly 
agree 

23 

An excellent 
government agency 
does have up to date 
and modern technology 
to assist with my needs 

1 2 3 4 5 

24 

The physical facility at 
an excellent 
government agency is 
visually appealing 

          

25 

The employees at an 
excellent government 
institution are neatly 
attired 

          

26 

In an excellent 
government agency 
material associated with 
the service such as 
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pamphlets and 
brochures is visually 
appealing 

27 

When an excellent 
government agency 
promises to do 
something by a 
particular time, they do 

          

28 

When a customer has a 
problem, an excellent 
government agency 
does show sincere 
interest in solving it 

          

29 

An excellent 
government agency 
does perform the 
service correctly the 
first time 

          

30 

An excellent 
government agency 
does insist on error free 
records 

          

31 

The employees from an 
excellent government 
agency does advise 
customers exactly what 
services will be 
performed. 

          

32 

The employees from 
and excellent 
government agency 
does give prompt 
services to customers 

          

33 

The employees from 
and excellent 
government agency is 
always willing to assist 
customers 

          

34 

The employees from 
and excellent 
government agency is 
not so busy that they 
cannot respond to 
customers’ requests 

          

35 

The behaviour of 
employees in an 
excellent government 
agency does instil 
confidence in 
customers 

          

36 

Customers of excellent 
government agencies 
will feel safe in their 
transactions 

          

37 

The employees in an 
excellent government 
agency is consistently 
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courteous with 
customers 

38 

The employees of an 
excellent government 
agency do have the 
knowledge to answer 
customers questions. 

          

39 

An excellent 
government agency 
does have operating 
hours convenient for all 
their customers 

          

40 

An excellent 
government agency 
does have employees 
that give customers 
personal attention 

          

41 

An excellent 
government agency 
does have customers 
best interests at heart 

          

42 

The employees of an 
excellent government 
agency do understand 
the specific needs of 
their customers 
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APPENDIX C 

 
Excel Spreadsheet for Analysis - 
https://docs.google.com/spreadsheets/d/1gynl19qcXKsOfu72gAvNfvIWoZxmym7h/edit?usp=sharinga
ndouid=117174073162812362487andrtpof=trueandsd=true 
 
 
Faculty research ethics committee clearance - Signed Ms A. Somera 
https://drive.google.com/file/d/1HB4g2tkye8hRcuutle8do3vulPageRl7EJ/view?usp=sharing 
 
 
Frequency tables (Raw Data): 
https://docs.google.com/document/d/1dqZDg7SJZm9GASR7-
HzWg9Dtgrq CcDH/edit?usp=sharingandouid=117174073162812362487andrtpof=trueandsd=true 
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APPENDIX D 

Sury Bisetty Academic Editing Services   

 

The pen is mightier than the sword  

To whom it may concern  

I edited  a  Master's  thesis  entitled  Customers’  Perceptions  of  Service  Delivery  by  Trade  and 

Investment  KwaZulu-Natal  in  the  Greater  Durban  Area  by  Anamika  Somera,  student  number 

19601713.  submitted i n   fulfilment  of  the  requirements  of  Masters  in  Management  Sciences 

(Marketing) Faculty of Management Sciences at the Durban University of Technology.  

Sury Bisetty  

Professional Language and Technical Editor  9 

September 2022 

CONTACT DETAILS  
Email:  surybisetty11@gmail.com  
Cell no:  0844932878  
Tel.:        031 7622 766      

MEMBER OF:  CERTIFICATION:  

Professional Editor’s Guild (BIS002)  PEGSA: Critical Reading  

South African Council of Educators (222277)  Editing Mastery: How to Edit to Perfection 

SAMEA (761237008553)  Complete writing, editing master class.  

ELSEVIER – Editor’s guide to reviewing articles  

Disclaimer: Please note, I provided language and technical editing as per discussion with the client. The content 
and structure of the paper were not amended in any way. The edited work described here may not be identical 
to that submitted. The author, at his/her sole discretion, has the prerogative to accept, delete, or change 
amendments/suggestions made by the editor before submission.  

NB – in keeping with POPIA regulations all work related to this thesis will be deleted 3 months after completion. 
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APPENDIX E 

Dr. SC Onwubu      46 Thornon Avenue, Seaview, Durban, 4091 

                                                                              0717930852 

                                       Profstan4christ@yahoo.com 

 

---------------------------------------------------------------------------------------------------------------- 

STATISTICIAN CERTIFICATE 

 

Date: 11 September 2022 

 

Re: Anamika Somera 
 

Faculty of Management Sciences, Durban University of Technology 

 

Master’s Dissertation: Customers’ perceptions of service delivery by Trade and 

Investment KwaZulu-Natal in the Greater Durban area 

 

I confirm that Ms Anamika Somera consulted me regarding her data analysis.  I did 

her statistical work using both descriptive and inferential statistics.  I attest that the 

statistical analysis conducted meets the post-graduate guidelines and addresses her 

research objectives. 

 

Dr. SC Onwubu 

11 September 2022 

Per email
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APPENDIX F 

 
 
6th October 2021   
Mrs Anamika Somera   
Durban University of Technology   
Department of Marketing and Retail Management  
ML Sultan Campus Durban   
Dear Mrs Somera   
 
RE: PERMISSION TO CONDUCT RESEARCH   
Gatekeeper's permission is hereby granted for you to conduct research at the Trade and  
Investment KwaZulu Natal, towards your postgraduate studies. We note that the title of your  
research project is: " Customers’ Perceptions of Service Quality by Trade and Investment  
KwaZulu-Natal (TIKZN) in The Greater Durban Area."   
It is noted that you will be constituting your sample as follows:   

a. Researching the internet.   
b. Researching the intranet for service offerings and the criteria and mandates   
c. Email questionnaires to various businesses within the greater Durban area regarding  

SERVQUAL questions about the expectations and perceptions of TIKZN's service  
quality.   

Please note that all data collected must be treated with due confidentiality and anonymity.  
Yours sincerely   
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APPENDIX G 
 

 

6th October 2021  

Trade and Investment Kwa-Zulu Natal 1 
Arundel Close  
Kingsmead Office Park  
Durban  
4000  

RE:  Request for Permission to Conduct Research 

Dear Mr. Neville Matjie  

My name is Anamika Somera, a master’s in marketing (MMSC) student at the Durban 
University of Technology.   

The research I wish to conduct for my dissertation through this MMSC degree involves 
the topic: “Customers’ Perceptions of Service Quality by Trade and Investment KwaZulu-
Natal (TIKZN) in The Greater Durban Area.”  

I am hereby seeking your consent to utilise TIKZN information via the Internet and 
Intranet which will aid in supporting my research. The outcomes and recommendations 
will be shared with TIKZN.  

If you require any further information, please do not hesitate to contact me on 
0823778890, and email anasomera@gmail.com.  
Thank you for your time and consideration in this matter. 
Yours sincerely,  

 
Anamika Somera:  Durban University of Technology  
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APPENDIX H 
 

 

 

Institutional Research Ethics Committee 

Research and Postgraduate Support Directorate 2nd 

Floor, Berwyn Court  

Gate 1, Steve Biko Campus  

Durban University of Technology  

P O Box 1334, Durban, South Africa, 4001  

Tel: 031 373 2375  

Email: lavishad@dut.ac.za 

http://www.dut.ac.za/research/institutional_research_ethics  

www.dut.ac.za 

8 October 2021  

Mrs A Somera  

55 Skipdale Road 

Briardale, Marbelray 

Newlands West 4037  

Dear Mrs Somera  

Customers’ Perceptions of Service Quality by Trade and Investment KwaZulu-Natal 

(TIKZN) in The Greater Durban Area.  

Ethical Clearance number IREC 147/21  

The Institutional Research Ethics Committee acknowledges receipt of your gatekeeper permission 

letters.   

Please note that FULL APPROVAL is granted to your research proposal. You may proceed with data 

collection.   

Any adverse events (serious or minor) which occur in connection with this study and/or which may 

alter its  ethical  consideration  must  be  reported  to  the  IREC  according  to the  IREC  Standard 

Operating Procedures (SOP’s).   

Please note that any deviations from the approved proposal require the approval of the IREC as 

outlined in the IREC SOP’s.   

Yours Sincerely  

    

   

 






