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Abstract
Society demands responsible business practices (RBP) from 
all businesses, including small, medium and micro‑sized 
enterprises (SMMEs). The conscious decision to partake in RBP 
resides with the main decision‑makers of SMMEs. This article 
identifies which aspects influence the decision‑makers of 
SMMEs to utilise business resources for RBP, and the different 
demographic variables that impact on these influencing aspects. 
Responses from 84 SMMEs indicate that the company’s current 
financial condition is the greatest influence for SMMEs, while 
ethics only influences SMMEs to a moderate extent. The age, 
education level and gender of the decision‑makers all have an 
impact on these influencing aspects. 

1. Introduction
It is becoming an inescapable priority for businesses to act in 
a responsible manner and give back to their community and 
the environment through various initiatives. While society 
demands social responsibility actions from all businesses, 
including SMMEs, responsible businesses strive to have a 
positive effect on the communities and environments they 
operate in.

The term ‘responsible business practices’ (RBP), as used in this 
article, indicates the practices SMMEs follow or partake in, in 
order to act responsibly towards their stakeholders and their 
operating environments. The Institute for Business Ethics (2010) 
points out that RBP is important for the success of SMMEs. 
Successful SMMEs use their social programmes to strengthen 
their image and to be more competitive (Dincer & Dincer, 2013; 
Jenkins, 2006). The European Commission (2013) identified 
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other motivating factors for SMMEs to engage in RBP, namely: (1) tangible benefits such 
as positive economic outcomes and intangible business benefits such as reputation and 
trust; (2) personal values – which is part of the business’ overall culture; (3) institutional 
factors such as legal requirements; and (4) to fulfil stakeholder expectations.

While the motivation for partaking in RBP originates from various sources, the conscious 
decision to do so still resides with the main decision‑makers of SMMEs. These decision‑
makers seek and evaluate information and alternatives before coming to a conclusion. 
Decision‑making in SMMEs is different from decision‑making in larger firms as the 
processes begin with and involve owners/managers to a large extent (Hsu & Cheng, 2012; 
Walsh & Lipinski, 2009). Large businesses tend to have a structured framework with a clear 
hierarchy in decision‑making (Garengo, Biazzo & Bititci, 2005; Walsh & Lipinski, 2009) 
and decisions will not typically be subject to personal influence. In SMMEs, ownership 
and control mostly reside with the same person and this lends legitimacy to personal 
decisions made on how to expend company resources, such as on RBP‑related initiatives 
(Jenkins, 2006). The decision‑makers in SMMEs mainly draw on their experience, 
knowledge and a variety of social ties to form their judgement (Westhead, Ucbasaran & 
Wright, 2009). The decision to utilise business resources for RBP is influenced by various 
aspects that differ in small and large enterprises (Dincer & Dincer, 2013; Hsu & Cheng, 
2012; Moore & Spence, 2006).

While the concept and approach of responsible business practices (RBP) is advancing in 
application, the academic research on RBP in SMMEs has been lacking and rather limited 
empirical evidence can be found about RBP of SMMEs in contrast to larger businesses. 
Most social responsibility actions research focus on the broader literature of corporate 
social responsibility (CSR) and larger businesses (Campin, Barraket & Luke, 2013; Dincer 
& Dincer, 2013; Moore & Spence, 2006; Perrini, Russo & Tencati, 2007). Small businesses 
may be small individually, but their total cumulative impact on the community and on 
society is significant (Nejati & Amran, 2013). Literature indicates that the findings in CSR 
research cannot always be generalised to SMMEs, as definitions of “acting responsibly” 
vary between the settings of large and small businesses (Dincer & Dincer, 2013; Moore 
& Spence, 2006; Perrini et al., 2007). As a result of these differences in the definition, 
the term “CSR” can be seen as not entirely appropriate for SMMEs. Dincer and Dincer 
(2013), Hsu and Cheng (2012), Moore, Slack and Gibbon (2009) and Spence (2007) state 
that SMMEs might well be engaged in CSR either without knowing it or without calling 
it CSR, and that this can be linked to the issue of terminology. 

Research on acting responsibly has been undertaken in countries such as Italy (Coppa & 
Sriramesh, 2013; Perrini et al., 2007), India (Gupta, Sukhmani & Kalra, 2012), Singapore 
(Lee, Mak & Pang, 2012), England (Moore, Slack & Gibbon, 2009), Germany (Hammann, 
Habisch & Pechlaner, 2009) and Turkey (Dincer & Dincer, 2013). No similar studies have 
been undertaken in South Africa. There is also a lack of studies that examine decision‑
making processes in SMMEs (Musso & Francioni, 2012) and this is also the case when 
considering decision‑making with specific regard to RBP activities (Dincer & Dincer, 
2013; Fatoki & Chiliya, 2012; Lepoutre & Heene, 2006; Moore & Spence, 2006; Perrini et 
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al., 2007). The main issues that have not been adequately addressed are those aspects 
that influence decision‑makers in SMMEs to utilise business resources and funds for 
RBP that may or may not provide financial returns for the business (Dincer & Dincer, 
2013; Hauser, Cushman, Young, Jin & Mikhail, 2007; Parboteeah, Hoegl & Cullen, 2008).

This article aims to fill the gap in literature by discussing the findings from a self‑
administered questionnaire which was distributed to 84 SMME decision‑makers in 
the Tshwane region of the Gauteng province of South Africa. If different demographic 
variables are taken into account when making decisions, the understanding of which 
aspects influence the decision‑makers to utilise business resources for RBP will increase. 
This article will proceed as follows: After a discussion of the literature base concerning 
CSR and RBP in SMMEs, an explanation of the multi‑stage sampling methods will be 
provided and the structured questionnaire and primary data collection will be discussed, 
followed by the results and conclusions.

2. Literature review
The knowledge base for this article involves SMMEs, CSR and RBP and these will be 
discussed in this order.

2.1 Small, medium and micro-sized enterprises

SMMEs have specific characteristics that distinguish them from larger businesses 
(Dincer & Dincer, 2013). While these characteristics can differ between countries and 
cultures, SMMEs are generally independent, based on personal relationships, actively 
managed by the owners, largely local in their areas of operation and largely dependent 
on internal sources for financial growth. SMMEs play a vital role in the economic and 
social environment of a country, especially in the case of developing countries with major 
employment and income distribution challenges – such as South Africa (Cant, Wiid & 
Hung, 2013).

2.1.1 SMMEs in South Africa

The South African government is currently facing a major challenge in alleviating 
poverty and creating more sustainable jobs for the population. This is evident when 
observing the unemployment rate of 26.7% in the first quarter of 2016 (Statistics South 
Africa, 2016). The main motivation for starting an SMME is unemployment and having 
no alternative source of income (Statistics South Africa, 2014). This is also reflected in 
the Global Entrepreneurship Monitor (GEM) report (2015) which indicates that 33.2% of 
the Total Entrepreneurial Activity (TEA) in South Africa arises from individuals starting 
businesses out of necessity for survival, when there is no other source of income and the 
individual concerned cannot get formal employment. These entrepreneurs do very little 
analysis and/or preparation before starting their businesses. Whatever the reason for 
starting these businesses, it is important to note that the contributions they make to the 
economic growth of a country are different from those made by larger businesses.
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2.1.2 SMMEs versus larger businesses

Nieman (2006) identified factors that set SMMEs apart from larger businesses. SMMEs 
create an ease of entry and start‑up, foster closer relationships with customers and the 
community through personalised services and personal attention, form a vital link in the 
supply chain since they are often located where larger businesses would not consider 
establishing themselves, are vital in the supply chain of larger businesses since they are 
closer to the consumer and provide employees with comprehensive learning experiences, 
develop risk takers, and generate employment opportunities. They are not restricted 
to formally registered enterprises (such as close corporations, private and co‑operative 
enterprises) but include informal and non‑VAT (Value‑Added Tax) registered enterprises 
such as survivalist street trading enterprises, backyard manufacturing and services, and 
occasional home‑based evening jobs (the dti, 2008). For the purposes of this article, only 
formal SMMEs were investigated since they have a continuous income from trade and 
are therefore more likely to expend resources on RBP.

2.1.3 Management functions in SMMEs

SMMEs all have owners/managers who are responsible for the managerial activities of the 
business. Management is necessary to combine and direct the resources of the business 
so it can achieve goals as efficiently and productively as possible (Van Aardt, 2013). The 
basic functions of managers are planning, organising, leading and control (Brevis & Vrba, 
2014). Although these fundamental functions remain the primary task of the SMME 
owner/manager and should be undertaken continuously for the business as a whole, 
the business should also be supported by other roles, such as that of decision-making. 
Decision‑making cannot be understood simply by studying final decisions – there is an 
emotional, perceptual and cognitive process involved that finally leads to the chosen 
alternative (Svenson, 1979). The decision‑maker seeks and evaluates information and 
alternatives before coming to a conclusion. Strategic decisions lead to the commitment 
of resources and people to certain courses of action (Jansen, Curşeu, Vermeulen, Geurts 
& Gibcus, 2011). Regardless of the decision that needs to be made, influencing aspects 
are always present in the process. The aspects that can influence and have an impact 
on decision‑making in general include peer pressure (Westerman, Beekun, Stedham & 
Yamamura, 2007; Hanson & Moore, 2013), emotions (Stanley, 2010), ethics (Hanson & 
Moore, 2013), financial position (Rodgers & Gago, 2004), cognitive style and personality 
(Filbeck, Hatfield & Horvath, 2005), culture (Dimitratos, Petrou, Plakoyiannaki & 
Johnson, 2011; Westerman et al., 2007), integrity and honour (Hanson & Moore, 2013), 
age, gender, moral maturity, religious beliefs (Hanson & Moore, 2013; Hilary & Hui, 2009; 
Phipps, 2012), and social media (Power & Phillips‑Wren, 2011). Decision‑making differs, 
however, in SMMEs and larger firms. In SMMEs, the ownership and control mostly 
reside with same person and this lends legitimacy to the personal decisions made on 
how to expend company resources, such as in RBP‑related initiatives (Jenkins, 2006). 
Decision‑makers in SMMEs are the central point where all business activities start and 
they have a considerable influence on the SMMEs’ (future) direction (Hammann et al., 
2009). Decision‑making is one of the critical drivers of organisational performance and 
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non‑alignment will likely lead to problems in the medium to long term (O’Regan, Sims 
& Ghobadian, 2005). Other problems are demonstrated in studies by Gaskill, Van Auken 
and Manning (1993) and Stokes and Blackburn (2002) who found that failure to make 
timely business decisions proves harmful to a business and may lead to business failure. 
This was confirmed in the study done by Ahmad and Seet (2009). Gaskill et al. (1993) 
also found that poor decision‑making was due to inadequate skills that lead to financial 
problems. However, decision‑makers who are better equipped to act in a decision 
situation will rely on their skills to navigate through it. The higher their confidence level 
and level of risk acceptance, the higher their decision effectiveness will be (Jansen et 
al., 2011) in the making of decisions that will lead to the commitment of resources to 
a course of action, such as acting in a socially responsible manner. Influences on RBP 
decision‑making in particular will be discussed after the theory base for the concept has 
been explained.

2.2 Corporate social responsibility

CSR is a well‑known concept that, although difficult to define, can be described as a 
business’s responsibility to sustain itself through balanced relationships with society 
and the environment in which it operates (Faragher, 2008). The list of the top ten most 
frequently used definitions of CSR in literature and on the internet was compiled 
by Dahlsrud (2008). The frequency counts of each definition were categorised to five 
different dimensions of CSR, namely environmental (the natural environment), social 
(the relationship between the business and society), economic (socio‑economic or 
financial aspects), stakeholder (stakeholders or stakeholder groups) and voluntariness 
(actions not prescribed by law). The word cloud, presented in Figure 1, reflects the most 
prominent dimensions of CSR (Dahlsrud, 2008). The most conspicuous dimensions are 
presented in a larger font size.

Figure 1:  Most prominent dimensions of CSR

‘Social’ followed by ‘economic’ and ‘stakeholder’ are the most prominent dimensions of 
CSR. This indicates that the relationship between business and society is the most vital 
when considering how the business operates in terms of responsibility and sustainability. 
While CSR is mostly implemented by large businesses, the total cumulative impact of 
small businesses on the community and society is significant (Nejati & Amran, 2013). 
Some of the main differences between CSR in large businesses and CSR in SMMEs are 
listed in Table 1.
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Table 1: Differences in CSR among large and small businesses

Large businesses Small businesses

Formalisation of CSR Formal, bureaucratised Informal

Main actors in CSR Shareholders, external stakeholders Owner/manager, employees

Aims of CSR Build corporate brand and manage 
public legitimacy

Build trust, networks and personal 
relations

Source: Crane, Matten & Spence, 2014:12

There are a number of reasons that account for these differences. Firstly, SMMEs are 
informal in nature and do not have a need for formal systems and structures. This indicates 
that in SMMEs, the organisational hierarchy, charts and processes are not necessarily 
written down and official (formal), but are more relaxed and unofficial. Secondly, unlike 
large businesses, SMMEs are less visible in the sense that only the local community will 
be aware of their RBP activities, and not larger audiences. Their key relationships are on 
a personal level. Thirdly, there is no separation of ownership and control, unlike in large 
firms. Owner/managers are not obliged to serve shareholders or seek to maximise return 
on investment, but enjoy the autonomy of running their own firms. This allows them to 
invest time and resources according to their stakeholders’ interests (Crane et al., 2014).

Given the importance of SMMEs, the CSR literature has, to date, paid disproportionate 
attention to larger businesses. Findings from CSR research are not necessarily applicable 
in the SMME context as ‘acting responsibly’ differs between the settings of large 
businesses and SMMEs (Dincer & Dincer, 2013; Moore & Spence, 2006; Perrini, Russo 
& Tencati, 2007). Since this CSR theory is not directly applicable to SMMEs, the term 
can be seen as not entirely appropriate. Spence (2007), Moore, Slack and Gibbon (2009), 
Dincer and Dincer (2013), as well as Hsu and Cheng (2012) state that SMMEs might well 
be engaged in CSR without knowing it, or without calling it CSR, and this can be linked 
to the issue of terminology. Therefore, it is imperative to understand the terminologies 
used in different businesses.

2.3 Responsible business practices

The term RBP is used in this article and indicates the practices SMMEs follow or partake 
in to act responsibly towards their stakeholders and their operating environments. 
To justify the use of the term, evidence was found in a study by Nejati and Amran 
(2013) whose research revolved around the terminologies used among 100 SMMEs for 
acting in a socially responsible manner. The six terms found to be the most common are: 
(1) responsible business practices; (2) corporate social responsibility; (3) social/societal 
engagement; (4)  environmental involvement; (5)  beneficial relationship with society; 
(6)  sustainable development/business practice. RBP was the term used by 43% of the 
small businesses that were surveyed. 

RBP is important for the success of SMMEs (The Institute for Business Ethics, 2010). 
Successful SMMEs use their social programmes to strengthen their image and to be 
more competitive (Jenkins, 2006; Dincer & Dincer, 2013; Pastrana & Sriramesh, 2014). The 
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benefits of RBP, for large firms and SMMEs, include benefits to both the business and 
its internal and external stakeholders. According to Adamu and Yahaya (2014) benefits 
for the business can include sales and profit growth, community goodwill, access to 
local talent, customer loyalty, an increased customer base, employee loyalty, increased 
productivity and a motivated workforce. The benefits to the stakeholders include reduced 
local unemployment, community contribution, social and economic inclusion, social 
cohesion in the community, customer satisfaction, job satisfaction, skills development, 
and employability. Pastrana and Sriramesh (2014) add that RBP activities (for example, 
being involved in environmental programmes or local schools and/or charities) can lead 
to an improved organisational culture, attracting and retaining the best employees, 
having improved incentives for managers and employees, improved management quality 
and improved customer loyalty.

2.4 RBP decision-making

For the SMME to receive all these benefits, a conscious decision must be made to partake 
in RBP. Analysis of literature indicates that many aspects can potentially influence the 
decision of SMMEs to utilise business resources for RBP activities and that the aspects 
that affect decisions in large businesses are different from the aspects that influence the 
decision‑makers in SMMEs (Lepoutre & Heene, 2006; Moore & Spence, 2006). SMMEs 
partake in different RBP activities for various reasons. The reasons, or aspects, that 
influence owners/managers in their decision‑making process to decide which activities 
to participate in will also differ from one SMME to the next, and also between the 
decision‑makers as individuals. Even though acting responsibly as a business takes place 
at organisational level, it is individual actors who make decisions and execute these 
initiatives (Aguinis & Glavas, 2012). SMME decision‑makers have the opportunity to 
directly shape their own businesses’ practices according to their personal values and to 
endorse values other than profit (Spence, 1999).

There is a relative scarcity of individual‑level studies in CSR (Aguinis & Glavas, 2012; 
Dincer & Dincer, 2013) and therefore in RBP decision‑making theory. Decision‑makers 
are influenced by numerous aspects when facing a certain decision (Fernandez‑Huerga, 
2008). Aspects that were found to influence RBP decision‑making in other studies 
include personal feelings and emotions (Dincer & Dincer, 2013; McCuen & Shah, 2007), 
values (Hammann et al., 2009; Mudrack, 2007) business finances (Dincer & Dincer, 
2013; Rodgers & Gago, 2004), requests from friends and family (Coppa & Sriramesh, 
2013; Dincer & Dincer, 2013; Westerman et al., 2007), religion (Dincer & Dincer, 2013; 
King, 2006), competitive reasons (Cochius, 2006), morals (Dincer & Dincer, 2013; Rupp, 
2011), and ethics (Dincer & Dincer, 2013). Morals are the underlying principles on which 
individuals base their decisions, while ethics is the application of morals to decisions 
(Van Wyk, 2016).

This article aims to determine what the aspects are that influence decision‑makers of 
SMMEs in Tshwane, South Africa, and the relationships that exist between these aspects 
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and the demographic profile of the individuals. Based on the literature review, the 
following research questions (RQ) were identified:

RQ1:    What are the aspects that influence SMME decision‑makers to spend resources 
on RBP?

RQ2:    What is the relationship between the aspects identified and the (a)  age; 
(b)  highest level of education; and (c)  gender of the decision‑maker of the 
SMME?

3. Methodology
Following a positivistic paradigm, a quantitative research approach was employed. 
Causality was established by measuring the aspects influencing RBP decision‑making in 
Tshwane SMMEs using a survey strategy. The research approach followed was inductive 
and this is appropriate since the study aims to draw a conclusion from the results which 
are used to suggest an explanation for behaviours that have been observed (Anderson, 
2004). A general prediction is made that aspects influencing decision‑making in South 
African SMMEs regarding RBP will correspond with those identified in other studies, as 
previously discussed. 

3.1 Sample

The population of the study was comprised of SMMEs (as defined by the South African 
National Small Business Act 102 of 1996) based in Tshwane in the Gauteng province 
of South Africa. This study required the selection of a sample from a population that 
cannot easily be listed for sampling purposes. There are hardly any databases enabling 
one to estimate the size of the formal SMME population in South Africa (the dti, 2008). 
Therefore, it was impossible to determine the population of SMMEs in Tshwane. It was 
thus decided that the online directory (public domain), Brabys (www.brabys.com), would 
be used to determine a sample through multi‑stage sampling. Formal SMMEs from the 
three largest formal SMME sectors (the dti, 2008) listed on the online database, Brabys, 
was the population of the study. Therefore, possible participants were SMMEs in the 
(1) financial intermediation, insurance, real estate, and business services; (2) wholesale 
and retail trade, repair of motor vehicles and motorcycles, personal and household 
goods, hotels and restaurants; and (3) manufacturing sectors. These formal sectors of 
the economy were selected as the population since they have a continuous income from 
trade and are therefore more likely to expend resources on RBP.

3.1.1 Sampling Stage 1 – Nonprobability purposive sampling

Since it was not possible to produce a complete list of the population, and since a 
sampling frame could not be developed, nonprobability sampling was appropriate. 
Firstly, identification of SMMEs listed on Brabys.com under the three different sectors 
started with a search of the directory. Businesses were searched by sector component 
(Sector 1 search terms: financial intermediation, insurance, real estate, business services; 

http://www.brabys.com
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Sector 2 search terms: wholesale trade, retail trade, motor vehicle repair, motor cycle 
repair, personal goods, household goods, hotels, restaurants; Sector  3 search terms: 
manufacturing). Secondly, the search results were analysed and narrowed down to 
include only those businesses located in the Tshwane district. Finally, each listing was 
analysed to see if it qualified as an SMME. SMMEs were thus identified by visiting 
their websites (if applicable) and/or getting into contact with the contact person of the 
business (as listed on Brabys.com) via telephone to determine the number of persons 
employed. If the number of employees was under 200 people, the business was included 
in the sampling frame. This process resulted in a complete sampling frame from which a 
sample was drawn in the next stage.

3.1.2 Sampling Stage 2 – Probability systematic sampling

After the sampling frame was determined (a list of appropriate SMMEs – as discussed in 
Stage 1), the probability sampling method, systematic sampling, was used. This method is 
appropriate since a systematic sample can be determined without an accurate list of the 
entire population (which, in the case of this study, was unavailable) by substituting the 
number of elements in the sample frame for the population’s size (Cooper & Schindler, 
2011). The systematic sampling process followed the steps as suggested by Cooper and 
Schindler (2011). The following formula helped determine the skip interval to use when 
selecting the final sample:

  Skip interval (a) =  
Sample frame size (b)

        
Sample size (c)

The sample size needed for the study was 150 respondents. The researcher determined 
the sample frame size to be 1 146 SMMEs. As per the above formula, the skip interval was 
determined by dividing the sample frame size (1 146) by the sample size (150). The skip 
interval was therefore 7.64 and every 8th SMME was included in the final sample. The 
random start element was selected as the first (one), and a sample was drawn choosing 
every 8th SMME. The participating SMMEs varied in size, ownership and industry 
affiliation. The decision‑makers in these businesses were owners/managers (decision‑
makers) who represent a wide range in personal demographics.

The final sample size of the study was 164 SMMEs. A total of 170 questionnaires were 
distributed. Although 150 was the requirement, the response from the SMMEs was very 
positive, and 164 questionnaires were received and used in the analysis. However, in 
the questionnaire, it was necessary to include two filter (skip) questions quite early to 
eliminate respondents who did not have the authority to make business decisions, as 
well as SMMEs who did not engage in RBP. Due to these questions, for the purpose of 
this article (which reports only on the influencing aspects and the demographic variables 
of the respondent) the total number of usable questionnaires was 84. 
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3.2 Measuring instrument

Following a literature review, aspects influencing RBP decision‑making in SMMEs were 
identified. Table 2 provides a summary of the aspects considered. Measurement items 
associated with the aspects listed in Table 2 were obtained from the listed references. 

Table 2: Aspects found to influence RBP decision-making

Aspect Reference(s)

Personal feelings and emotions Dincer & Dincer, 2013; McCuen & Shah, 2007

Morals Dincer & Dincer, 2013; Rupp, 2011

Ethics Dincer & Dincer, 2013

Business finances Dincer & Dincer, 2013; Rodgers & Gago, 2004

Requests from friends and family Coppa & Sriramesh, 2013;  
Dincer & Dincer, 2013; Westerman et al., 2007

Religion Dincer & Dincer, 2013; King, 2006

Competitive reasons Cochius, 2006

To ensure validity, the questionnaire was reviewed from a data perspective by a qualified 
statistician and from a respondent perspective by three colleagues of the author. One 
rating question was used to collect opinion data. A five‑point Likert rating scale was 
used to enable respondents to rate the extent to which each aspect influences their 
decision‑making. Multiple‑choice and dichotomous questions were used to determine 
the demographic profile of the respondents.

3.3 Data collection and analysis

Primary data collection took place over a period of one month. The structured 
questionnaires were distributed by two fieldworkers using three methods. Depending on 
the preference of the SMME decision‑maker these were: (1) waiting while respondents 
completed the questionnaire and collecting it directly from them; (2) dropping off the 
questionnaire and picking it up at a later stage; or (3)  e‑mailing the questionnaire 
(electronically). Fieldworkers signed a confidentiality form to agree to confidential 
and anonymous information gathering, as well as a contract to complete the work. 
Fieldworkers were trained by the researcher on the aims of the study, as well as the 
structure of the questionnaire.

Following data collection, the coding and capturing of the data onto a Microsoft Excel 
spread sheet commenced. Thereafter it was exported to SPSS to produce tables and to 
do a statistical analysis. In order to measure the association between two variables, the 
analysis considered Cramer’s V, Mann‑Whitney U and Kruskal‑Wallis tests (Cooper & 
Schindler, 2014; Saunders, Lewis & Thornhill, 2009). A factor analysis was conducted 
on the Likert scale question that asked respondents to rate the extent that the aspect 
influenced them in their decision‑making. The aspects were found to be one dimensional 
and it was decided to test each aspect separately, therefore no Cronbach Alpha value 
was applicable.
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The research was conducted ethically and special attention was given to confidentiality 
and anonymity, fairness, honesty and protection from harm and discomfort. Formal 
ethical clearance was obtained from Unisa (Ref #: 2014_CEMS_BM_018) for the study on 
which this article is based.

3.3.1 Limitations

Firstly, it was difficult to obtain a comprehensive list of SMMEs due to the lack of a 
complete database in South Africa (and Tshwane). The list was compiled from a public 
directory, however not all SMMEs have listings in this directory. Secondly, the study 
only focused on SMMEs in the Tshwane district of South Africa. While the results are 
not intended to be generalised to a larger population given the nature of the sampling 
plan, it is still possible for other domains with the same characteristics to benefit from 
the findings of the article.

4. Results
The results report on the respondents’ demographic profile, the aspects found to influence 
Tshwane SMME decision‑makers when making RBP decisions and the relationship 
between these variables.

4.1 Demographic profile

The cumulative majority (80%) of the SMME decision‑makers formed part of the 
categories 30‑39 years and 40‑49 years of age. The other categories were 50‑65 years 
(16%) and 18‑29 years (4%). Almost two thirds (62%) of the respondents were male. 
The respondents’ highest level of education was based on the South African National 
Qualifications Framework set out by the South African Qualifications Authority (SAQA) 
and referred to as NQF levels. The qualification level of respondents varied widely with 34 
(40.5%) indicating NQF levels one to four (a Junior Certificate – Grade 9 to 11 or Standard 
7 to 9; a National Senior Certificate – Matric or Grade 12 or Standard 10 or alternatively 
a Trade Certificate); 35 (41.7%) indicating NQF levels five to seven (a Higher Certificate, a 
National Diploma or Advanced Certificate; a Bachelors Degree of 3 years; or an Advanced 
Diploma); and 15 (17.9%) indicating NQF levels eight and nine (an Honours Degree or 
a Post Graduate Diploma; or a Master’s Degree). A total of 25 (30%) of the respondents 
indicated that their SMMEs were operating in the manufacturing sector. A total of 33 
(40%) of the respondents indicated that their companies were operating in the financial 
intermediation, insurance, real estate, and business services sector; and 25 (30%) of the 
respondents indicated that their companies were operating in the wholesale and retail 
trade, repair of motor vehicles and motor cycles, personal and household goods, hotels 
and restaurants sector.
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4.2 Aspects influencing RBP decision-making

To determine which aspects influence decision‑making regarding RBP, respondents were 
asked to rate seven different aspects on a five‑point Likert‑type scale. The influencing 
aspects were: (1)  personal feelings and emotions; (2)  ethics; (3)  morals; (4)  current 
financial condition of the company; (5) requests from friends and family; (6) religion; and 
(7) competitive reasons. The respondents had to rate each aspect on the extent to which 
it influences them when making decisions to spend on any RBP activity. The scale points 
ranged from 1 (not at all) to 5 (always). The percentages of responses for each point on 
the scale are summarised in Figure 2. 

Figure 2:  Extent to which aspects influence RBP decision-making

It is evident from Figure 2 that most of the aspects influence respondents to a large 
extent, except for ethics where ‘to a moderate extent’ is higher than ‘to a large extent’. 
It can also be seen that the current financial condition of the company has the highest 
percentage of all the aspects, both under ‘to a large extent’ and ‘always’. This result 
indicates that all of the influencing aspects mentioned in the literature review indeed 
influence RBP decision‑making of SMMEs in Tshwane.
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4.3 Relationship between the influencing aspects and the  
 demographic variables

Firstly, the Kruskal‑Wallis test was used to determine statistically significant differences 
between: (1)  The age groups of respondents with regard to the aspects influencing 
RBP decision‑making; and (2) The respondent’s highest level of education with regard 
to the aspects influencing RBP decision‑making. Finally, the Mann‑Whitney test was 
used to determine if a statistically significant difference between the male and female 
respondents with regard to the aspects influencing RBP decision‑making exists. The 
following hypotheses were formulated:

H1:   There is a difference between the age group of respondents with regard to each of 
the aspects influencing RBP decision‑making.

H2:   There is a difference between the respondent’s highest level of education with regard 
to the aspects influencing RBP decision‑making.

H3:   There is a difference between male and female respondents with regard to the 
aspects influencing RBP decision‑making.

4.3.1 Key differences between age groups (H1)

Firstly, a statistically significant difference between the age group of respondents with 
regard to one influencing aspect (current financial condition of the business) was observed 
and H1 was accepted. The results of the Kruskal‑Wallis test are shown in Table 3.

Table 3:  Kruskal-Wallis test results for the difference between the age group of respondents with 
regard to the aspects influencing RBP decision-making

Current financial condition of the business

Chi-Square 8.189

df 2

Asymp. Sig. .017

This result indicates that there is a statistically significant difference, at the 5% level of 
significance, between the age group of respondents with regard to one aspect (current 
financial condition of the business) influencing RBP decision‑making.

Mean ranks indicate that the age group of 50 to 59 years tends to be less influenced by 
their business’ current financial condition (mean: 24.65) than the other age groups. The 
40 to 49 years group tend to be most influenced by this aspect (mean: 43.36) with the 30 
to 39 years group only slightly less (mean rank: 41.61). The 18 to 29 years group was not 
included due to the small number of respondents in this group. 

4.3.2 Key differences between respondents’ highest level of education (H2)

Next, it was determined that there is a statistically significant difference between the 
respondent’s highest level of education with regard to one influencing aspect (ethics). 
Therefore, H2 was accepted. The results of the Kruskal‑Wallis test are shown in Table 4.
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Table 4:  Kruskal-Wallis test results for the difference between the highest level of education with 
regard to the aspects influencing RBP decision-making

Ethics

Chi-Square 6.588

df 2

Asymp. Sig. .037

This result indicates that there is a statistically significant difference, at the 5% level of 
significance, between the respondents’ highest level of education with regard to this 
aspect (ethics) influencing RBP decision‑making.

Mean ranks indicate that respondents’ whose highest qualification is on NQF level five, 
six or seven, are the most influenced by ethics when making RBP decisions (mean rank: 
49.51). Respondents’ whose highest qualification is on NQF level eight or nine are the 
least influenced by ethics (mean rank = 34.43).

4.3.3 Key differences between genders (H3)

Thirdly, it was determined that there is a statistically significant difference between male 
and female respondents with regard to four of the seven influencing aspects namely 
personal feelings, ethics, morals and religion. Therefore, H3 was accepted. The results of 
the Mann‑Whitney test are shown in Table 5.

Table 5:  Mann-Whitney test results for difference between genders with regard to the aspects 
influencing RBP decision-making

Personal feelings 
or emotions Ethics Morals Religion

Mann-Whitney U 577.500 551.000 603.000 586.000

Wilcoxon W 1955.500 1929.000 1981.000 1964.000

Z -2.045 -2.509 -2.100 -2.232

Asymp. Sig. (2-tailed) .041 .012 .036 .026

This result indicates that there is a statistically significant difference, at the 5% level of 
significance, between male and female respondents with regard to these four aspects 
influencing their decision‑making on RBP.

The mean ranks indicate that females’ decision‑making is more influenced by all four of 
these aspects than males (mean ranks of personal feelings: 48.25 vs. 37.61; mean ranks of 
ethics: 50.23 vs. 37.10; mean ranks of morals: 48.55 vs. 38.10; and mean ranks of religion: 
49.10 vs. 37.77). This result indicates that, when making a decision regarding RBP, females 
are more likely to consider their personal feelings, ethics, morals and religion than males.
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5. Discussion and conclusions

5.1 RQ1: The aspects influencing SMME decision-makers to  
 spend resources on RBP

All the aspects identified in the literature review, namely personal feelings and emotions, 
ethics, morals, current financial condition of the company, requests from friends and 
family, religion and competitive reasons are applicable to SMMEs in Tshwane, South 
Africa. Personal feelings or emotions, morals, the current financial condition of the 
company, requests from friends or family, religion and competitive reasons all influence 
respondents to a large extent. Ethics only influences SMMEs to a moderate extent while 
the current financial condition of the company is the greatest influence for SMMEs.

The results correspond with the literature review (references listed in Table 2). Having 
knowledge about the different influencing aspects, it can be concluded that while all of 
the aspects influence individuals when making a decision, this will be to varying degrees 
that differ from one individual to the next and from one business to the other. SMMEs 
should take into account that the influencing aspects identified are both personal and 
business related and that the extent to which each individual aspect influences the 
decision‑maker’s choices will differ. The fact that ethics influences the SMMEs’ decision‑
making process only to a moderate extent is problematic. This result reveals that SMMEs 
are more focused on the profits of the business than on acting in an ethical manner. It 
is also possible that respondents do not understand the difference between morals and 
ethics. Considering this result, it can be concluded that the behaviours and patterns of 
decision‑making in SMMEs could be improved. 

Considering that the current financial condition of the company is the greatest influence 
when deciding to spend resources on RBP activities, it can be concluded that if an SMME 
is in a bad financial state, they will most likely not partake in RBP. This corresponds 
with the finding by Dincer and Dincer (2013) who stated that the financial position 
was a factor when the finances of the business were down. Therefore, the extent of RBP 
engagement depends on the available funds of the SMME.

5.1. RQ2: The relationship between the aspects identified and  
 the (a) age; (b) highest level of education; and (c) gender 
 of the decision-maker of the SMME

RQ2(a): The results of this study indicate that SMMEs with older decision‑makers 
(50‑59 years of age) are more likely to spend company resources on RBP regardless of 
their businesses’ financial position. Tuzco (2014), after reviewing a number of studies, 
came to the conclusion that it is not possible to observe a strong association between 
age and CSR implementations in a large business. However, this study proposes that in 
an SMME, the decision‑makers’ age is indeed an influencing aspect. It is likely that older 
decision‑makers realise that a poor financial condition is a temporary state and that, in 
the long term, acting responsibly could provide the business with invaluable benefits. It is 
possible that younger decision‑makers lack the experience that their older counterparts 
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possess. It is also possible that older decision‑makers have more stable enterprises that 
have more money to spare for such activities.

RQ2(b): An interesting finding is that if the SMME decision‑maker has an NQF level five, 
six and seven level of education, ethics is more important when deciding to be involved 
in RBP. This corresponds with Hsu and Cheng’s (2012) finding that education levels have 
a positive influence on the SMME’s willingness to engage in responsible business, and 
that the degree of influence of a graduate school education is stronger than that of 
other education levels. A possible cause for this finding could be that higher education 
institutions sometimes include ethics in their curriculum, and therefore the decision‑
maker might have greater knowledge on the topic. It is possible that the decision‑makers 
that are more knowledgeable have better management skills, and for this reason there are 
more resources available for RBP. The reason for NQF levels eight or nine being the least 
influenced by ethics is unclear, and no evidence was found in the literature to support 
this finding. Therefore, it is suggested that the difference between the decision‑makers’ 
highest level of education and ethics as an influencing aspect should be researched in 
more detail, together with the reason for ethics influencing RBP decision‑making to only 
a moderate extent (see RQ1). 

RQ2(c): It is interesting to note that RBP decision‑making on the part of females is 
more influenced by personal feelings, ethics, morals and religion than is the case for 
males. From this result it can be concluded that these four aspects are more important 
to females and they are more likely to involve their emotions and personal values 
when making RBP decisions. No evidence was found in the literature to support these 
differences between males and females when making RBP decisions, and this is thus a 
suggestion for future research. The gender difference should be addressed by SMMEs 
through open communication and interaction. Males should be aware that females are 
influenced by personal emotions and values to a greater degree.

6. Conclusion
This article aimed to investigate the aspects influencing SMME decision‑making for 
spending resources on RBP and the relationship of these aspects with the demographic 
variables of the decision‑makers. Two research questions were set to achieve the 
purpose of the article, and it can be concluded that the study succeeded in its aim. 
From the discussion on the two research questions, it can be concluded that if different 
demographic variables are taken into account, the understanding of the aspects that 
influence the decision‑makers to utilise business resources for RBP will increase. 

This article contributes to the body of knowledge on decision‑making in SMMEs. It also 
makes a contribution to South African SMME literature on doing responsible business 
and confirms the many aspects that are known to influence SMMEs to spend their 
resources on RBP. The aspects that were found to influence RBP decision‑making could 
well be applicable to other conscious decision‑making processes in SMMEs. The results 
and conclusions could also be of interest to SMMEs in other developing countries. 
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