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Abstract  

 

The purpose of the study was to therefore investigate the factors influencing SME growth in 

Bobasi Sub County. This is because past statistics indicate that three out of five businesses fail 

within the first few months of operation (Kenya National Bureau of Statistics, 2011). The study 

therefore aimed to establish the effect of technological innovation on SME growth; assess the 

influence of product and service quality on SME growth; and determine the effect of 

entrepreneurial training on SME growth. It was based on the theory of planned behavior and on 

the diffusion of innovations theory. The results show that Entrepreneurial training, technological 

innovation, service quality and marketing, had a significant influence on growth of small and 

medium enterprises in Bobasi Sub County, Kisii County. The study therefore recommends that 

small and medium enterprises should invest in technology to help improve their business growth 

in terms of sales growth, competitiveness and effective management of cash flows.  
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Introduction 

Small and medium-sized enterprises (SMEs) are crucial economic actors within the economies of 

nations (Wolff & Pett, 2006). They are a major source of job creation (Clark III & Moutray 

2008) and they represent the seeds for future large companies and corporations (Monk 2009). 

The small and micro enterprises (SMEs) play an important role in the Kenyan Economy. 

According to the Economic Survey (2012), the sector contributed over 50 percent of new jobs 

created in the year 2011. Despite their significance, past statistics indicate that three out of five 

businesses fail within the first few months of operation (Kenya National Bureau of Statistics, 

2011). SMEs are defined as firms with less than 250 employees (NUTEK, 2004)   

Starting and operating a small business includes a possibility of success as well as failure. 

Because of their small size, a simple management mistake is likely to lead to sure death of a 

small enterprise hence no opportunity to learn from its past mistakes (Oketch, 2000).). Lack of 

credit has also been identified as one of the most serious constraints facing SMEs and hindering 

their development (Oketch, 2000; Tomecko & Dondo, 2009). 

According to Amyx (2005), one of the most significant challenges in the performance of SMEs 

is lack of technological innovations. Potential clients perceive small businesses as lacking the 

ability to provide quality services and are unable to satisfy more than one critical project 

simultaneously. Often larger companies are selected and given business for their clout in the 

industry and name recognition alone (Amyx, 2005).   

Timmons (2008) argued that SMEs primarily owe their business success and growth to the 

development of innovations, which gradually effect their transformation into large enterprises. 

Innovations can include new products, services and ideas, as well as new enterprise processes 

(e.g. production process, procurement process, etc.), new organisational structures and 

administrative processes (Amyx, 2005).  SMEs are more innovative than larger firms, due to 

their flexibility and their ability to quickly and efficiently integrate inventions created by the 

firms’ development activities (Acs and Yeung 2009, Qian and Li 2008). Research supports the 

notion that SMEs that engage in innovation activities are better performers (Westerberg and 

Wincent 2008, Qian and Li 2008).  

The personal characteristics of the SME owners have also been touted to play a significant role 

in the growth of SMEs particularly in rural areas. Personal characteristics like level of education, 

level of training, their adoption of technology among others have influenced SME growth. In 

fact, one of the key character of an entrepreneur circling around development of economy in 

many countries is entrepreneurial education. The significance of entrepreneurship and 

entrepreneurial education and training ranges from commencing a small scale unit to build up big 

business concerns (Alama, 2008). The factors influencing the growth of SMEs becomes an 

important study particularly in rural areas like Bobasi in Kisii County.  It should be noted that 

financial and capitation has a factor is important but its study is now saturated and will thus not 

form part of this study as a variable. .  
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Statement Of The Problem  

Past statistics indicate that three out of five small and medium scale businesses fail within the 

first few months of operation (Kenya National Bureau of Statistics, 2011). While there are 

various reasons for such failure, one central reason is lack of proactive and sustainable 

innovations. Further, as noted by Damanpour et al., (2009); when SMEs don’t take advantage of 

technological, product and service quality, new marketing techniques and innovative 

organizational structures, such SMEs fail. Therefore, lack of innovativeness has seemingly 

created poor business performance; however, the state of businesses growth in Bobasi Sub 

County in relation to factors that influence such business growth has not been investigated. 

Further, numerous studies have dealt with innovativeness in SMEs (Westerberg and Wincent 

2008, Qian and Li 2008; Acs and Yeung 2009, Qian and Li 2008). However, little research as 

linked certain salient factors to small business growth particularly in developing countries like 

Kenya and dealing specifically with technological innovation, entrepreneurial training and skills, 

product and service quality and marketing innovation as variables. This study therefore 

investigated the factors influencing small and medium scale growth in rural areas in Bobasi Sub 

County.  

Hypotheses 

H01: Technological innovation has no significant effect on SME growth in Bobasi Sub County. 

H02: Service quality have no significant effect on SME growth in Bobasi Sub County. 

H03: Entrepreneurial training has no significant effect on SME growth in Bobasi Sub County. 

H04: Marketing techniques has no significant effect on SME growth in Bobasi Sub County. 

 

Literature Reviewed in This Study 

Theory of Planned Behavior 

This study will be based on the theory of planned behavior as argued by Ajzen (1991). Ajzen 

(1991) defined the Theory  of  Planned  Behavior  (TPB),  as  that  attitude  toward  behavior, 

subjective   norms, and perceived control, that together shape an individual’s behavioral 

intentions and behaviors, TPB extends the theory of reasoned action (TRA) by adding perceived 

behavioral controls to the model, including attitude, subjective norms, behavioral  intention, and 

actual behavior (Madden, Ellen, & Ajzen, 1992; Yi et al., 2005). TRA is a model for the 

prediction of behavioral intention, spanning predictions of attitude and predictions of behavior. 

TPB and TRA are relevant to this study because they will assist in prediction of individual 

behavioral intentions to the acceptance and usage of e-policing technologies in the Kenyan 

police force. 
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Based on this study, personal characteristics largely depend on a form of planned behavior that 

creates an intention to seek training, experience, use of technology and improve the general level 

of formal education. This theory therefore applies to this study.  

Diffusion Theory 

This study will be based on the diffusion of innovation theory proposed by Rogers (1962). The 

diffusion theory, also known as the diffusion of innovations theory, is a theory concerning the 

spread of innovation, ideas, and technology through a culture or cultures. Diffusion theory states 

that there are many qualities in different people that cause them to accept or not to accept an 

innovation. There are also many qualities of innovations that can cause people to readily accept 

them or to resist them. 

According to diffusion theory, there are five stages to the process of adopting an innovation. The 

first stage is knowledge, in which an individual becomes aware of an innovation but has no 

information about it. Next is persuasion, in which the individual becomes actively interested in 

seeking knowledge about the innovation. In the third stage, decision, the individual weighs the 

advantages and disadvantages of the innovation and decides whether or not to adopt it. After the 

decision comes implementation, in which the individual actually does adopt and use the 

innovation. Confirmation is the final stage. After making adopting the innovation, the individual 

makes a final decision about whether or not to continue using it based on his own personal 

experience with it. These same stages apply, to varying degrees, to groups of people in addition 

to individuals (Rogers, 1962). For SMEs, there need to innovate ever exist, particularly when 

considering their technological, marketing, organizational structure and product and service 

quality needs.  

The Concept of SME Growth 

Investor words (2011) defines growth as the results of activities of an organization or investment 

over a given period. Lumpkin and Dess (2006) point out that it is essential to recognize the 

multidimensional nature of the growth construct. Thus, research that only considers a single 

dimension or a narrow range of the performance construct (for example, multiple indicators of 

profitability) may result in misleading descriptive and normative theory building. Research 

should include multiple growth measures. Such measures could include traditional accounting 

measures such as sales growth, market share, and profitability. In addition, factors such as 

overall satisfaction and non-financial goals of the owners are also very important in evaluating 

performance, especially among privately held firms. This is consistent with the view of Zahra 

(2009) that both financial and non-financial measures should be used to assess organizational 

growth. 

Chong (2008) declares that there are four main approaches to measure the performance of 

organizations. These are the goal approach, system resource approach, stakeholder approach and 

competitive value approach. The goal approach measures the extent an organization attains its 

goals while the system resource approach assesses the ability of an organization obtaining its 

http://www.wisegeek.com/what-is-diffusion.htm
http://www.wisegeek.com/what-is-a-theory.htm
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resources.  For the stakeholder approach and the competitive value approach, these evaluate 

performance of an organization based on its ability to meet the needs and expectations of the 

external stakeholders including the customers, suppliers, competitors. Among these, goal 

approach is most commonly used method due to its simplicity, understandability and internally 

focused. Information is easily accessible by the owner’s managers for the evaluation process. 

The goal approach is a better fit for the SMEs where targets are being set internally based on the 

owners-managers’ interests and capability to achieve. 

Technological Innovation and Growth of SMEs 

Technological innovation is a key factor in a firm’s competitiveness. Technological innovation is 

unavoidable for firms which want to develop and maintain a competitive advantage and/or gain 

entry in to new markets (Becheikh et al. 2006). Among firms of different sizes, SMEs are 

generally more flexible, adapt themselves better, and are better placed to develop and implement 

new ideas. The flexibility of SMEs, their simple organizational structure, their low risk and 

receptivity are the essential features facilitating them to be innovative (Harrison and Watson 

2008). Therefore, SMEs across industries have the unrealized innovation potential (Chaminade 

and Vang 2006).  

There is substantial evidence to show that a number of SMEs in a wide variety of sectors do 

engage in technological innovations, and that these innovations are likely to be an important 

determinant of their success (Hoffman et al. 2008). However, the ability and innovative capacity 

of SMEs varies significantly, depending on their sector, size, focus, resources, and the business 

environment in which they operate (Burrone and Jaiya 2005). Particularly innovation in the 

manufacturing sector is a very complex process which is propelled by numerous factors 

(Becheikh et al. 2006).   

Marketing Innovation and Growth of SMEs 

Market opportunity is defined as a capacity to reach groups of old customers and to search for 

new ones, including responding to niche market demand in an effective way. Kotler (2003) 

indicated that market opportunity is of customer interest in a particular item and the business 

could respond to that need. Meanwhile Gaddefors (2005) found that market opportunity is based 

on corporate image and the development of innovation. Besides, effects of the creation of service 

innovation creates market opportunity and covers creative thinking in business operation on how 

to promote the understanding of values that the business creates to customers along with 

responding to customer behavior. This corresponds to a research by Omar and Williams (2009) 

indicating that in the future, the business market is moving forward to an international level, 

creating a new market. Therefore, current business strategy has to be improved to supply 

growing consumer demand. 

Market orientation or marketing as a business culture leads to business performance 

improvement, as proved by numerous studies (Hooley et al., 2000). It is precisely product 

innovation that is considered as a moderator of the link between market orientation and 
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successful business operation (Langerak, Hultink and Robben, 2004). Innovations have a 

positive impact on business performance by leading to a market share increase and/or cost 

reduction and, in turn, a profit rise. Market oriented enterprises deliver superior quality products 

to their customers while complying with ecological, health and safety standards as well as with 

legal norms. Accordingly, market orientation is expected to produce a significant positive impact 

on all analysed effects of innovative activities (Langerak, Hultink and Robben, 2004). 

While researchers have found congruence between market orientation and business performance 

(Blankson & Stokes, 2002), there seems to be ambiguity as far as the appreciation as well as the 

adoption of the market orientation construct by SMEs is concerned and as earlier said this also 

relates to Kenya (Harris, 2008). The position that market orientation has not been adopted by 

SMEs may have been supported by Stokes and Blackburn (2009) who contended that whereas 

traditional marketing concept is conceived of as a deliberate planned process which proceeds 

from a careful identification of market needs by formal research and through purposeful 

development of new offerings to the market place,  the small business deliberation involves 

informal, unplanned activity that relies on the intuition  and energy of the owner/ manager to 

make things happen.  

Entrepreneurial Training and Growth of SMEs 

Entrepreneurship has been referred to as the starting a company process and transacting business 

processes and acquiring risks to make the required profits Omolayo (2006). On entrepreneurship 

education. Another explanation of entrepreneurship education is the ability to produce innovative 

principles and convert them to profitable activities.   

Further entrepreneurship can be seen as a coalescing of the innovative and creative together with 

organizational skills and management to get persons, resources and cash or funds to create 

wealth and meet the needed tasks. Nwangwu (2007) in supporting this stand, is of opinion that 

entrepreneurship is a process of bringing together the factors of production, which include; land, 

labour and capital so as to provide a product or service for public consumption.  

According to Fahel et al., (2006), an elaborate entrepreneurial training program for small and 

medium enterprises is necessary for effective business performance process. The training 

program according to the writers encompasses people impacts, enterprises needs assessment and 

workforce development.  

Quality Service and Growth of SMEs 

Service innovation strategy refers to the creation of better or effective potentials of business in 

innovative ideas in service, leading to the reformation of new services for business (Kupper, 

2001). Service innovation strategy has been aimed at emphasizing any processes and strategies 

reforming and enhancing business in terms of new services or patterns of service (Kupper, 2001) 

to respond to the need of customers and to develop business performance toward the goal (Burke 

and Denise, 2004). Service Innovation Strategy is compared to the ability of business in driving 

the operation into new form of performance to reach success (Hu and Yu, 2008). 
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Services were defined as: “Those economic activities that typically produce an intangible 

product such as education, entertainment, food and lodging, transportation, insurance, trade, 

government, financial, real estate, medical repair and maintenance like occupations” (Heizer and 

Render, 2009).     

SERVQUAL scale is a principal instrument in the services marketing literature for assessing 

quality (Parasuraman., 1988). This instrument has been widely utilized by both managers 

(Parasuraman vd., 1991) and academics (Carman, 2000) to assess customer perceptions of 

service quality for a variety of services (e.g. Banks, credit card companies, repair and 

maintenance companies). The results of the initial published application of the SERVQUAL 

instrument indicated five dimensions of service quality emerged across a variety of services. 

These dimensions include tangibles, reliability, responsiveness, assurance and empathy 

(Zeithaml at al, 1990).  Tangibles  are the physical evidence of service, reliability  involves 

consistency of  performance and dependability, responsiveness concerns the willingness or 

readiness of employees to provide services, assurance corresponds to the knowledge and 

courtesy of employees and their ability to inspire trust and confidence, and finally,  empathy  

pertains to caring, individualized attention that a firm provides it customers (Lassar at al., 2000).  

Conceptual Framework 

The conceptual framework links the independent variables that are tied with SME growth; 

specifically, technological, product/service quality, training and marketing. The variables are 

viewed has having either a significant or insignificant effect on SMEs growth as the dependent 

variable.  

Independent Variables 

 Dependent Variable 

 

 

 

 

 

 Intervening Variables 

 

Technological Innovation 

Product/Service Quality 

Marketing Innovation 

Entrepreneurial Training 

 

 

SMEs Growth 

 Organizati

onal 

Culture 

 Leadershi

p Style 

 Capital 

Base/Stru

cture 
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Research Methodology 

Descriptive Survey research design was used in this study. In answering the `why' questions, the 

study was involved in developing causal explanations. Causal explanations argue that 

phenomenon Y (e.g. SME growth) is affected by factor X (e.g. factors influencing). This design 

was chosen because it applied closely to the research objectives of this study. For this study, the 

163 small and medium scale enterprises in Bobasi Sub County were targeted. Simple random 

sampling was used to select 116 SME. Simple random sampling is useful as it is representative 

and free from bias.  

 

RESULTS AND DISCUSSION 

Growth of Small and medium enterprises  

The study sought to establish the growth of the small and medium enterprises in Bobasi Sub 

County, Kisii County. The questions were created in the form to ask if they grew in some core 

entrepreneurial activities. The result is as seen in table 1  

Table 1 Growth of Small and medium enterprises 

 Yes No Mean SD 

 F % F %   

Buying and selling Stock                 
 

60 

 

86.2% 

 

18 

 

13.8% 

 

3.89 

 

.714 

Improved Profit and Loss            
 

21 

 

19.0% 

 

57 

 

81.0% 

 

3.96 

 

.815 

Good statement of Accounts    
 

37 

 

46.6% 

 

41 

 

53.4% 

 

2.89 

 

.735 

Good Investments            
 

16 

 

10.8% 

 

62 

 

89.2% 

 

2.19 

 

1.22 

Effective Management of Cash 

flow                

 

37 

 

46.6% 

 

41 

 

53.4% 

 

2.67 

 

1.31 

 

From table 1, it is clear that majority at 86.2% said that their businesses were performing well in 

the buying and selling of their stock while only 13.8% said no. This implies that the small and 

medium enterprises participated in one of the core entrepreneurial activities of getting what to 

sell and later disposing of them and that the growth was good. This state is agreed to in literature 

(Gumas, & Atsu, 2006; Halkias et al, 2011; Hampton et al, 2011) all who noted that small and 

medium enterprises running small businesses were often by dint of their involvement in the day 

to day running of their businesses performed well and often because they had limited staff if any 

and they had a more hands on approach that often made them more experienced, business savvy 

and resilient.  
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When asked if they performed well in improving profit and loss of their businesses, 81.0% said 

no and only 19.0% said yes. This implies that the small and medium enterprises while engaged in 

profits and losses has problems improving on the same and while they had profits in some cases 

they had made losses too.  Again, Halkia et al (2011) had mentioned that entrepreneurs’ 

performance in entrepreneurship could be well measured by whether they consequently 

improved on their profits and loss accounts. The result here supports their assertions and 

confirms that to this level the entrepreneurs performed by their own admission, dismally.  On 

whether the small and medium enterprises performed by creating good statement of accounts, 

more than half at 53.4% said no and 46.6% said yes. This implies that a significant number of 

small and medium enterprises did not have a well thought out and well presented comprehensive 

statements of accounts. This further implies that even with record keeping done to ascertain their 

profits and losses; they were unable to get clear statements based on the fact that they didn’t have 

a good way of presenting the. When noting about this phenomenon Bird, and Jelinek, (2008) 

argued that many small and medium enterprises in rural areas with limited education and based 

on the fact that they had had problems accessing finance from banks and microfinance 

institutions were wont from actively using banks and these institutions for proactive business 

revenue savings to then get statement of accounts. However, Busemi et al., (2003) in their study 

found out that more and more small and medium enterprises were involved in banking services 

that helped them make better businesses and create good statement of accounts.  

 

When asked if the small and medium enterprises were having good investments, 89.2% said no 

and 10.8% said no. This implies that the small and medium enterprises were not doing good and 

sound investments which could then hamper their overall performance. Both the initiation and 

implementation of investments are important activities geared to help spur business growth and 

despite the small and medium enterprises’ relatively low formal education, their ability to engage 

in investment is necessary but which has not been done. As Davies (2005) noted, small and 

medium enterprises often are willing to do their best to ensure that their businesses grow. The 

fact that majority of the businesses had stayed away from investing well leaves an undesirable 

gap.  Finally, when asked if they were performing well and had effective management of cash 

flow 53.4% said no and 46.6% said yes. This implies that a cash flow management was an 

activity that small and medium enterprises were not significantly performing well in. However, it 

should be noted that a significant number were actively involved in. This is agreed to by Hilgris 

et al (2011) who said that cash flow management was always difficult considering that it played 

a major role in the day to day running of the business but which often created a mess for many 

small businesses that depended on cash flow, unfortunately for major expenses. Improving profit 

and loss was the most significant activity by small and medium enterprises (M=3.96; SD= .515).  
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Correlation Analysis 

As part of the analysis, Pearson’s Correlation Analysis was done on the Independent Variables 

and the dependent variables. The results are as seen on table 2 

 

Pearson correlation analysis was conducted to examine the relationship between the variables. 

The measures were constructed using summated scales from both the independent and dependent 

variables. As cited in Wong and Hiew (2005) the correlation coefficient value (r) range from 

0.10 to 0.29 is considered weak, from 0.30 to 0.49 is considered medium and from 0.50 to 1.0 is 

considered strong. However, according to Field (2005), correlation coefficient should not go 

beyond 0.8, to avoid multicollinearity. Since the highest correlation coefficient is 0.712 which is 

less than 0.8, there is no multicollinearity problem in this research (Table 2). 

All the independent variables had a positive correlation with the dependent variable with service 

quality having the highest correlation of (r=0.711, p< 0.01) followed by marketing with a 

correlation of (r=0.688 p< 0.01) and then training with a correlation of (r=0.655 p< 0.01), 

technology had the least correlation of(r= 0.525 p< 0.01). This indicates that all the variables are 

statistically significant at the 99% confidence interval level 2-tailed. This shows that all the 

variables under consideration have a positive relationship with the dependent variable. 

Table 2 Correlation Analysis 

  

Growth Training Technology Marketing 

Service 

Quality 

Growth Pearson Correlation 1     

Sig. (2-tailed)      

N 78     

Training Pearson Correlation .655** 1    

Sig. (2-tailed) .000     

N 78 78    

technology Pearson Correlation .525** 523** 1   

Sig. (2-tailed) .000 .000    

N 78 78 78   

Marketing Pearson Correlation .688 .423** .417** 1  

Sig. (2-tailed) .000 .000 .002   

N 78 78 78 78  

Service 

Quality 

Pearson Correlation .711** .235** .178 .557** 1 

Sig. (2-tailed) .000 .005 .000 .000  

N 78 78 78 78 78 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Regression Analysis 

As part of the analysis, Regression Analysis was done. The results are as seen on Tables 3, 4 and 

5 

Table 3 Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .862a .737 .631 .106 

a. Predictors: (Constant), Training, Technology, Marketing, Service Quality 

b. Dependent Variable: Small and medium enterprises growth 

From table 3 it is clear that the R value was .862 showing a positive direction of R is the 

correlation between the observed and predicted values of the dependent variable. The values of R 

range from -1 to 1 (Wong and Hiew, 2005). The sign of R indicates the direction of the 

relationship (positive or negative). The absolute value of R indicates the strength, with larger 

absolute values indicating stronger relationships. Thus the R value at .862 shows a stronger 

relationship between observed and predicted values in a positive direction. The coefficient of 

determination R2 value was 0.631. This shows that 63.1 per cent of the variance in dependent 

variable (Small and medium enterprises growth) was explained and predicted by independent 

variables (Training, Technology, Marketing, Service Quality) 

 

Table 4 ANOVAb 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 202.700 4 47.046 98.391 .000a 

Residual 12.788 228 .663   

Total 215.488 232    

a. Predictors: (Constant), Training, Technology, Marketing, Service Quality 

b. Dependent Variable: Small and medium enterprises growth 

The F-statistics produced (F = 98.391.) was significant at 5 per cent level (Sig. F< 0.05), thus 

confirming the fitness of the model and therefore, there is statistically significant relationship 

between Training, Technology, Marketing, Service Quality, and Small and medium enterprises 

growth.  
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Table 5 Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.667 .361 .287 5.668 .000 

Training .375 .078 .383 4.968 .000 

Technology .198 .065 .293 3.593 .004 

Marketing .274 .065 .334 5.383 .000 

Service Quality .309 .064 .362 4.129 .000 

a. Dependent Variable: Small and medium enterprises growth.  

 

The t-value of constant produced (t = 5.668) was significant at .000 per cent level (Sig. F< 0.05), 

thus confirming the fitness of the model. Therefore, there is statistically significant relationship 

between Training, Technology, Marketing, Service Quality, and Small and medium enterprises 

growth.  

Entrepreneurial training was significant (p<0.05) in Small and medium enterprises growth. Most 

empirical research and discussion examine lack of training as a prime characteristic that 

discourages entrepreneurs. Evidence from a study carried out in Nigeria declared this constraint 

to be high priority because it triggers further problems - lack of training seems to be the root 

cause due to which females have a greater fear of failure (Halkias, et al., 2011). Technology was 

significant (p<0.05) in Small and medium enterprises growth. Researchers consistently point to a 

lack of technology as the major barrier that entrepreneurs face (Rao, 2008).  

Marketing techniques was significant (p<0.05) in Small and medium enterprises growth. 

Marketing techniques play a role in influencing growth in entrepreneurial activities. According 

to Wit and Van (1989), individuals with a high marketing are more likely to grow in 

entrepreneurship. Service quality was significant (p<0.05) in Small and medium enterprises 

growth. Most writers describe the motivating factors for entrepreneurs using the ‘pull-&-push 

theory’ The array of factors that may contribute in varying degrees to ‘pushing’ or ‘pulling’ a 

person into business ownership” (Stevenson, 1986 in Itiminani et al., 2011: 3) and this includes 

the pull of experience.  

From: Regression Model 

Y0 = β0 + β1 (X1) + β2 (X2) + β3 (X3) +β4 (X4) + e 

Thus; 

уod = .287 +0.383 (X1) + 0.293 (X2) + .334 (X3) +0.362 (X4)  

Thus, the four hypotheses: 
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Table 6 Hypotheses Testing 

Hypothesis Test Results Remarks 

H01: Technological innovation has no significant 

effect on SME growth in Bobasi Sub County. 

Regression 

.004 

Significant Rejected 

H02: Service quality has no significant effect on 

SME growth in Bobasi Sub County. 

Regression 

.000 

Significant Rejected 

H03: Entrepreneurial training has no significant 

effect on SME growth in Bobasi Sub County. 

Regression 

.000 

Significant Rejected 

H04: Marketing techniques have no significant 

effect on SME growth in Bobasi Sub County. 

Regression 

.000 

Significant Rejected 

 

CONCLUSIONS AND RECOMMENDATIONS 

Majority of enterprises in Bobasi Sub County did not use a computer in their businesses and did 

not use mobile phone to improve business through Mpesa and Lipa Na Mpesa. The enterprises 

did not also use the internet to get information and talk to clients, and they thought that the use of 

these technology had not improved their business. Finally, they needed to invest in the 

technology to improve their businesses. It can therefore be concluded that lack of technology use 

had a significantly negative influence on growth of small and medium enterprises in Bobasi Sub-

county in Kisii County.  

SERVQUAL bore negative signs meaning that expectations were greater than growth, then 

perceived quality was less than satisfactory and a service quality gap materialized. Thus, it can 

therefore be concluded that a gap in service quality had a significantly negative influence on 

growth of small and medium enterprises in Bobasi Sub-county in Kisii County. Further, majority 

of small and medium enterprises in Bobasi Sub County had no training before beginning their 

businesses. They also did not get training in the process of doing business. Moreover, lack of 

entrepreneurship training had made it difficult to maintain a business, but if they had 

entrepreneurship training they would immediately start another business. They finally had no 

training and skills in accounting. It can therefore be concluded that lack of entrepreneurial 

training had a significantly negative influence on growth of small and medium enterprises in 

Bobasi Sub-county in Kisii County. 

For most of the entrepreneurs, their businesses did not engage in robust marketing to spur 

growth. Because of lack of marketing experience, the business was always in trouble and the 

entrepreneurs used word-of-mouth mostly to market the business.  Moreover, lack of effective 

marketing techniques, generally, negatively influenced the growth in the business. It can 

therefore be concluded that lack of effective marketing techniques had a significantly negative 

influence on growth of small and medium enterprises in Bobasi Sub-county in Kisii County 

Based on the objectives and conclusions this study recommends; small and medium enterprises 

should invest in technology to help improve their business growth in terms of sales growth, 
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competitiveness and effective management of cash flows. They should invest in internet, mobile 

platforms and ICTs. They should employ the use of tangibles, assurance, empathy, assurance and 

responsiveness not forgetting reliability to spur the growth of their businesses. Again, the small 

and medium enterprises should engage in informal entrepreneurial education to help them get the 

prerequisite training to effectively perform better in entrepreneurial activities. The County 

Government of Kisii and other organs through the Department of Commerce should initiate the 

training programs and facilitate its implementation. Finally, small and medium enterprises 

should employ marketing techniques like advertisements via social media and other ICT enabled 

media to market their products and services.  
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