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ABSTRACT 

Evaluation of socio-psychological detenninants of SMEs financial behavior have often been 
prescribed as an important research direction, particularly in developing economies. In 
accordance with the above, this study based in Pakistan investigated socio-psychological 
detenninants of SMEs owner-managers' attitude, subjective norms and perceived behavioral 
control towards usage of financial products. The antecedents of these socio-psychological 
detenninants are depicted as motivation, awareness, perceived usefulness, perceived ease of use, 
perceived risk; social beliefs and religious beliefs; and self-efficacy. Moderating influences of 
demographic characte1;stics of owner-managers have also been analyzed in order to explain the 
scenario with enhanced precision and possibilities. The study proposed an extended model by 
combining Theory of Planned Behavior (TPB) and Technology Acceptance Model towards 
understanding financial behavior of SME owner-managers. Relying on a survey research design, 
and following a stratified sampling method, 375 SMEs owner-managers were surveyed from 
Punjab province of Pakistan. Descriptive analysis was done using SPSS, and inferential analysis 
using Smart PLS 3.2.2. The findings revealed that awareness, perceived usefulness, perceived 
ease of use, social and religious beliefs possess significant positive relationships with owner
manager attitude and subjective nonns which further significantly predicts behaviora l intention. 
However, perceived risk was found to have a significant negative influence on the attitude of 
SMEs owner-manager. The results revealed that gender exerts no moderation effect on attitude, 
subjective nonns and perceived behavioral control whereas age, education and experience 
moderate the relationship of attitude only. As SMEs owner-managers exhibit serious concern 
towards formal financial products usage, it is recommended to the financial institutes that they 
ensure fairness in their offerings, marketing communications and the way they make products 
available to SMEs owner-manager. It is also suggested that policy must focus to create 
awareness among SMEs regarding financial products availability and usefulness, in addition to 
instituting desirable regulations. 

Keywords: financial products, financial institutes, SMEs owner-manager, socio-psychological 
detenninants 
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Abstrak 

Penilaian terhadap penentu sosiopsikologi ke atas tingkah lak:u kewangan PKS sering kali 
dianggap sebagai hala tuju penyelidikan yang penting, terutamanya bagi pembangunan ekonomi. 
Oleh itu, kajian ini yang berpusat di Pakistan ini, menyelidik penentu sosiopsikologi sikap 
pengurus-pemilik PKS, nonna subjektif dan tanggapan kawalan kelakuan terhadap penggunaan 
produk kewangan. Penentu bagi faktor-faktor sosiopsikologi ini terdiri daripada motivasi, 
kesedaran, tanggapan kebergunaan, tanggapan kemudahan penggunaan, tanggapan risiko; 
kepercayaan sosial dan kepercayaan agama; serta efikasi kendiri. Pengaruh pengantaraan ciri 
demografi pengurus-pemilik juga dianalisis untuk menjelaskan senario peningkatan daripada 
aspek ketepatan dan kemungkinannya. Kajian yang dicadangkan ini adalah berasaskan model 
yang terdiri da1ipada kombinasi Theory of Planned Behaviour dengan Technology Acceptance 
Model. Teori ini bertujuan memahami gelagat kewangan pengurus-pemilik PKS. Bersandarkan 
reka bentuk kajian soal selidik, dan kaedah persampelan pelbagai peringkat seramai 375 orang 
pengurus-pemilik PKS dalam lingkungan umur 18 tahun dan ke atas da1ipada pelbagai bahagian 
dalam negara Pakistan ditinjau. A.nalisis deskriptif dilaksanakan dengan menggunakan SPSS, 
dan analisis inferensi pula dijalankan menggunakan perisian Smart PLS Versi 3.2.2 Penemuan 
kajian telah mendedah.kan bahawa kesedaran, tanggapan kebergunaan, tanggapan kemudahan 
penggunaan, dan tanggapan risiko mempunyai hubungan positif yang signifikan dengan sikap 
pengurus-pemilik yang seterusnya meramalkan niat tingkah laku. Faktor sosial bagi kajian 
kepercayaan sosial dan kepercayaan agama juga didapati dapat meramalkan niat tingkah laku. 
Dapatan kajian menunjukkan bahawa jantina tidak memberi kesan pengantaraan terhadap sikap, 
norma subjektif dan kawalan tanggapan kelakuan, manakala umur dan pengalaman 
mengantarakan hubungan sikap, dan pendidikan pula secara signifikannya mengantarakan 
hubungan norma subjektif. Ini kerana pengurus-pemilik PKS mempamerkan keprihatinan yang 
tinggi terhadap penggunaan produk kewangan formal, maka disyorkan kepada institusi 
kewangan supaya memastikan keadilan dalam penawaran, komunikasi pemasaran dan cara 
mereka membuat produk tersedia kepada pengurus-pemilik PKS. Selain itu, pembuat dasar juga 
disaran supaya membe1i tumpuan untuk mewujudkan kesedaran mengenai ketersediaan dan 
kebergunaan produk kewangan mereka, sebagai tambahan bagi menginstitusikan peraturan yang 
diingini. 

Kata kunci: Produk kewangan, institusi kewangan, pengurus-pemilik PKS, penentu 
sosiopsikologi 
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CHAPTER 1 

rNTRODUCTION 

1.1 Background of Study 

Experts considered consumer behavior as an inseparable part of marketing. Marketing is an 

activity of organizations in which they create, process, communicate, deliver and exchange 

products and services to consumers, partners, societies etc. (ama.org). Products and services 

produced by organizations to fulfill consumer needs, wants and demands. Marketing occurs 

when consumer decide to satisfy needs and wants through some transaction of desired object 

from someone by offering something in return. Usually, the transaction involves trading of some 

goods or services in return for money. For organizations, marketing is to maximize the profit on 

each individual transaction, similarly, an individual always want to invest or spend money on 

those products or services from where he/she can get maximum benefit with minimum cost. 

Thus, it is based on the assumption that if good relationships are built between both parties, 

profitable transaction will siniply follow on both sides (Kotler & Keller, 2011; Blackwell et al., 

2006). Marketers always try to attract and convince their target customers towards their products 

or services they offer in market by using different marketing channels . However, without better 

understanding of consumer needs, wants and demands it' s quite difficult for marketers to identify 

target customer and sell their product or service. Therefore, it's essential for manufacturers and 

service providers to comprehend their consumer's behavior that what they actually want, so that 

their offerings can attract consumers. 

Consumer behavior is a study of individuals and groups regarding buying, usage or disposing of 

products, services, ideas and experiences to satisfy their needs and wants (Koterl & Keller, 201 t'; 
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I E 

TEXTILE 26 4 I I I I I 44 

MADEUl'S 

TEXTILE 23 45 I I I I I 2 4 44 
PROCF.SSI 4 3 9 2 0 8 
NG 
TEXTILE 2 I 7 6 6 s 63 II 2 I I I 3 29 2 1 1 I I 3 3 3 5 6 5 s 2 40 
SPINNING I 0 2 8 8 8 9 7 

.1 
TEXTILE 3 35 II I I 7 4 30 I 2 3 6 I I I I I 4 s 23 
WEAVING 3 I 4 2 0 6 

TBERMOP I 8 I 10 
ORE 

TlmEAD I 9 10 
INDUSTRY 

TO0ACCO l I l I I s 

TOWEL I 3 2 7 4 I 18 
INDUSTRY 

TRACTOR 2 7 I 14 3 I 5 
PARTS I 4 

TRACTORS I I I 2 s 

TRUCKS l I 

TV/RADIO 2 2 

TYRES 4 2 4 2 2 14 
AND 
TUDES 
UNANI I 7 I 3 I I I I 16 
MEDICINE 
s 
UTENSILS 45 I 26 48 
JALL 9 6 
SORTS! 
VEGET1\DL 2 5 I I s 4 4 I 3 2 10 3 l I I 2 2 6 2 I I <, 87 
E GHEE 0 s 
AND 
COOKING 
OIL 
VELVET l l 
CLOTH 

VF.RMICIL l 2 I I 2 3 10 
LIES 
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WASHING 90 7 2 I 10 
MA('J·IINE 0 

WATCHES I I 
AN!) 
C'LOC'KS 
WATER I I 

C'OOLER 

WEIGHT II II 
AND 
SC-Al.ES 
WELDING I I 2 
ELEC'TROD 
ES 
WIRE& 14 2 3 I 53 8 81 
('ABLE 

WOODEN 7 9 16 
PRODUCTS 

WOOL 4 4 
SC'OURI NG 

WOOLLEN 2 I 47 9 2 20 8 2 2 2 I 10 
TEXTILE 0 5 
SPINNING 
/ WEAVING 
ZARI 3 3 

ZIN(' 2 2 
SULPHATE 

ZIP I .l 4 

TOTAL 5 2 2 I 2 9 2 16 31 7 2 I 4 7 2 4 30 2 9 I 3 5 I I I 3 2 2 I I .\ 4 7 26 I I 17 
2 7 5 4 7 2 0 44 10 0 2 5 3 9 6 2 07 5 4 2 s g 6 5 2 9 0 9 0 2 3 2 4 70 7 9 S5 

I 2 I 3 4 4 6 3 6 9 2 I 2 5 I 0 2 4 5 6 8 3 4 7 
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Annexure B - Questionnaire 

April 02, 2016 

Dear Sir/Madam/Dr/ Mr/Mrs/Ms 

• 

Othm"n Yaop Abdullah 
GradLtate schc,ot of Bualnes.s 

Unlversltl Utan, Malaysia 

060 10 UUM Simok, Kedah Darul Aman. MALAYSIA. 

A DOCTORAL SURVEY 

I am a PhD student at the Othman Yeop Abdullah Graduate School of Business, Universiti Utara 

Malaysia and currently working on my PhD thesis titled "Determinants of SMEs owner-manager 

behavioral intention towards usage of financial products". Kindly spare 5-10 minutes to give your 

response to the research questionnaire of the study. 

• This questionnaire consists of two parts section A & B. 

• Please, be assured that your responses will be strictly confidential and will be used only for 

academic purposes. 

• The identity of the respondent will not be revealed to anyone throughout any part of the research 

process. 

Thank you, in advance, for taking your valuable time to fill the questio1U1aire in the following pages and 

for your kind cooperation on behalf of OY AGSB, UUM. 

Yours Sincerely, 

Rabia Rasheed 
PhD Student 

Supervisor: 
Dr Maria Abdul Rahman 

284 



Section A; Demographic Background 

Please tick(✓) to the appropriate answer. 

1) Have .YO!! receQJlY or previ9,.qslY._ ll~~d a.9)'. leas'ing pi:od)!cts for any of your b,qsiness .nee!ls?, 

□ 
□: 

Yes 

No 

2) Do you have the intention to use leasing? 

□ 
□ 

Yes 

No 

3) Why you don 't want to use leasing? 

□ 
□ 
□ 
□ 
□ 
□ 

Leasing Products are not according to my requirements 

Procedures are very lengthy 

Di fticult in understanding the leasing products 

Non-cooperative staff of financial institutions 

I prefer o ther financing sources 

Other (Please specify) 

4) What is your choice of institution to obtain leasing for your business? 

□ 
□ 

S) Age 

□ 

□ 

Banking Institutions 

Non-Banking Financial Institutions 

I 8 to 30 years (Adult) D 3 I to 50 years (Adult) 

51 to 60 years (Mature) D Above 60 (old) 
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6) Gender 

Male □ 
7) Highest education level 

No formal education 

Graduate 

Professional 

8) Type of business you are in 

Sole proprietorshi p 

Other (Specify) 

9) Number of years in business 

Section B: 

Less than 5 years 

l O to I 5 years 

20 Above 

Female 

□ 
□ 
□ 

□ 
□ 

□ 
□ 
□ 

□ 

High School/Diploma 

Postgraduate 

Partnership 

5 to 10 years 

15 to 20 years 

□ 
□ 

□ 

□ 
□ 

In reference to the leasing products please tick (\I) the appropriate answer based on the 
following Ukert scale. 

I 2 3 4 5 

Strongly Di.,.grec Disagree Uncertain Agree Strongly Agree 

1 2 3 4 

DVI I intend to use short term leasing products for my business financial 

needs 

DY2 I intend to use medium term leasing products for my business 

financial needs 

DY3 I intend to use long term leasing products for my business financia l 

needs 

DY4 I wil l continue using leasing products for my business financial 
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needs 

AT5 In my opinion using leasing products is a good idea. 

AT6 In my opinion using leasing for financing is useful. 

AT7 In my opinion using leasing is beneficial. 

AT8 In my opinion lease finance is useful for Small and Medium firms. 

AT9 In my opinion leasing is one of the best among financial products. 

MTIO Financ ial needs of my business motivate me towards lease financing 

MTII I use lease financing mostly in peak season of my business to 

accomplish different tasks 

MT12 Financ ial needs of my business are mostly related to finance the 

start-up capital. 

MTl 3 Financia l needs of my business are mostly related to finance working 

capital requirement for successful business operations. 

MTl4 Financial needs of my business are mostly related to finance the 

fixed assets for future business growth. 

AWRl5 I am aware that leasing products will meet financial needs ofmy 
business. 

AWR\6 I have complete knowledge about the Islamic leasing products. 

AWR1 7 I have complete knowledge about the conventional leasing products. 

AWRI8 I know about the banking financial institutions in my area offering 
leasing products. 
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AWRl9 I know about the non-banking financial institutions in my area 

offering leasing products. 

PU20 Usage of leasing enables me to complete my business projects 

efficiently. 

PU21 Usage of leasing enables me to complete business tasks within the 

time period. 

PU22 Usage of leasing makes it easier for me to fulfill my business 

financial needs. 

PU23 Usage of leasing enables me to manage my account (s) more 

effectively. 

PEU24 I can easi ly understand the different leasing products. 

PEU25 To understand the process of leasing does not require a lot of mental 

effort. 

PEU26 Interaction with the financial institution for access of finances is 

clear and understandable. 

PEU27 Jt"s easy fo r me 10 b.:come skillful at using leasing. 

PEU28 Procedures of obtaining leasing are easy and understandable for me. 

RSK29 I fear that my private business information might be disclosed 

RSK30 I fear that my confidential documents might be lost 

RSK3l I fear that inability to pay back may bring loss in business 

I fear that use of leasing from financial institution may bring 
RSK32 

negative personal reputation 

RSK33 I fear that obtaining leasing is very time consuming 

RSK34 I fear that I am not fully able to understand the leasing products 

RSK35 1 fear that I am not fu lly able to understand the leasing procedures 

SN36 Most people who are close to me think that I have to choose leasing 

for my business financial needs. 
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SN37 It is expected by others that I should choose financial products 

according to Shariah principals. 

SN38 People who are important to me suggest that leasing is useful for my 

business growth. 

SN39 My business colleagues will appreciate me if! choose leasing for my 

business financial needs 

SN40 People do not like my decision of using non-Islamic leasing products 

SB41 I prefer advice ofmy family and relatives when dealing with 

financial institutions for leasing 

SB42 I prefer friends and colleagues suggestions before choosing leasing 

for my business financial needs 

SB43 I prefer closed references opinions before taking decision regarding 

selection of leasing products 

SB44 Information regarding leasing products I gee through media and 

advertisement is very beneficial 

R845 I prefer Islamic financial institute 

R846 I take Shariah advice by Al im before using leasing products 

RB47 I give preference to Islamic leasing products 

RB48 I prefer Islamic leasing because its free from Riba 

RB49 I prefer Islamic leasing because its free from fraud 

PBC50 I have the authority to take my business financial decisions 

PBC51 I have au thority of selection among leasing products for my business 

financial needs 

PBC52 I am confident that I can use leasing for my business needs 

PBC53 lam sure that by using leasing products my business wi ll grow 

PBC54 l am able to manage ups and downs regarding my financial decisions 

289 



SE55 I am able to use the leasing products if I have only the basic 

information about the products 

SE56 I can use leasing products if someone else who is using leasing 

before assist me 

SE57 My own previous experience with financ ial institution help me in 

selection of leasing products further 

SE58 I am able to use the leasing products if someone help me in my first _ 

time usage 

SE59 l can use leasing products if I get little support from financial 

institutions 

Your cooperation was very much appreciated. 
Thanks a lot. 
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