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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'; 

1 



The contents of 

the thesis is for 

internal user 

only 



References 

Abadi, H. R. D., Ranjbarian, B., & Zade, F. K. (2012) . Investigate the Customers' Behavioral 

Intention to Use Mobile Ban.king Based on TPB, TAM and Perceived Risk (A Case 

Study in Meli Bank). International Journal of Academic Research in Business and 

Social Sciences, 2(10), 312-330. 

Abduh, M., & Abdul Razak, D. (2012). Customers ' attitude towards diminishing partnership 

home financing in Islamic banking. American Journal of Applied Science, 9(4), 593-

599. 

Abduh., M ., Razak, A., & Dzuljastri , (201 l). Customers ' Attitude towards Diminishing 

Partnership Home Financing in Islamic Banking. American Journal of Applied Science, 

9(4), 593-599. 

Abduljalil , K., & Zainuddin, Y. (2015) . Intrinsic and extrinsic motivation as attitude factors 

towards adoption of accounting information system (AIS) in Libyan 

SMEs. International Journal of Academic Research in Accounting, Finance and 

Management Sciences, 5 ( 1 ), 161-170. 

Abdulsaleh, A. M., & Worthington, A. C. (2013). Small and medium-sized enterprises 

financing: A review of literature. International Journal of Business and 

Management, 8(14), 36. 

Achchuthan, S., & Kandaiya, S. (2014). Entrepreneurial intention among undergraduates: 

Review of literature. European Journal of Business and Managem ent, 5(5), 2013 . 

Adam, A. B., Jizat, J . . E. B. M., & Nor, M. A. B. M . (2016). Internal Factors within 

Entrepreneurs that Influence the Acceptance and Use of Social Commerce among 

229 



SMEs in Malaysia. DeReMa (Development Research of Management) : Jurnctl 

Manajemen, 11(1), 35-45. 

Agresti, A., & Finlay, B. (2009). Table C: Chi-Square Distribution Values for Various Right­

Tail Probabilities. Statistical methods for the social sciences, 4 (3), 593-594. 

Ahad, M. T., Dyson, L. E., & Gay, V. (20 I 2). An Empirical Study of Factors Influencing the 

SME's Intention to Adopt m-Banking in Rural Bangladesh. Journal of Mobile 

Technologies, Knowledge and Society, 12(12), 16. 

Ahmad, N., & Haron, S. (2002). Perceptions of Malaysian corporate customers towards 

Islamic banking products and services. International Journal of Islamic Financial 

Services, 3(4), 13-29. 

Ahmadani, M. M ., Shaikh, N., & Shaikh, F. M. (2012). Impact Analysis of SMEs Sector in 

Economic Development of Pakistan: A Case of Sindh. Journal of Asian Business 

Strategy, 2(2), 44. 

Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. Berlin Heidelberg: 

Springer. 

Ajzen, I. (1988). Attitudes, personality and behavior. Milton Keynes: Open University Press. 

Ajzen, I. ( 1991 ). The theory of planned behavior. Organizational behavior and human decision 

processes, 50(2), 179-211. 

Ajzen, I. (2006). Constructing a theory of planned behavior questionnaire. Unpublished 

manuscript. 

Ajzen, I.(2011). Theory of planned behavior. Handb Theor Soc Psycho/, 1(11), 438. 

230 



Ajzen, I. (2015). The theory of planned behaviour is alive and well, and not ready to retire: a 

commentary on Sniehotta, Presseau, and Araujo-Soares. Health Psychology 

Review, 9(2), 131-137. 

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. 

Retrived from citeulike.org, doi: 10.1234/12345678. 

Ajzen, I., & Klobas, J. (2013). Fertility intentions: An approach based on the theory of planned 

behavior. Demographic Research, 29, 203. 

Ajzen, I., Joyce, N., Sheikh, S., & Cote, N . G. (2011) . Knowledge and the prediction of 

behavior: The role of infonnation accuracy in the theory of planned behavior. Basic 

and Applied Social Psychology, 33(2), 101-117. 

Akala, A. (2015). Understanding Entrepreneurial Behavior in SM Es: A Case of Two Finnish 

Heavy Equipment Companies (Master's Thesis). Retrieved from JYX Digital 

Repository University of Jyvaskyla https://www.jyu.fi/en. 

Akehurst, G., Simarro, E., & Mas-Tur, A. (2012). Women entrepreneurship in small service 

firms: motivations, barriers and perfonnance. The Service Industries Journal, 32(15), 

2489-2505. 

Akturan, U., & Tezcan, N. (2012). Mobile banking adoption of the youth market: Perceptions 

and intentions. Marketing Intelligence & Planning, 30(4), 444-459. 

Alam, S. S., Janor, H., Zanariah, C. A. C. W., & Ahsan, M. N. (2012). Is religiosity an 

important factor in influencing the intention to undertake Islamic home financing in 

Klang Valley. World Applied Sciences Journal, 19(7), 1030-1041. 

231 



Al-Hyari, K., AL-Nasour, M., Alnsour, M., Al-Weshah, G., & Abutayeh, B. (2011). Exporting 

Performance and Manufacturing Activities in Jordanian SMEs: External Barriers and 

Relationships. International Journal of Global Business, 4( 1 ). 

Ali, A., Rahman, M. S. A., & Ismail, W. N. S. W. (2012). Predicting continuance intention to use 

accounting information systems among SMEs in Terengganu, Malaysia. International 

Journal of Economics and Management, 6(2), 295-320. 

Ali, M., & Raza, S. A. (2015). Factors affecting to select Islamic credit cards in Pakistan: The 

TRA model. Munich Personal RePEc Archive (Preliminary Draft). 

Al-Qasa, K. M. A. (2013). Factors determining the purchase intention of bank services in the 

Republic of Yemen (Doctoral dissertation). Retrieved from Electronic Theses and 

Disse1tation Universiti Utara Malaysia. 

Alsamydai, M. J. (2014). Adaptation of the technology acceptance model (TAM) to the use of 

mobile banking services. International Review of lvlanagement and Business 

Research, 3(4), 2039. 

Altawallbeh, M., Soon, F., Thiam, W ., & Alshourah, S. (2015). Mediating Role of Attitude, 

Subjective Norm and Perceived Behavioural Control in the Relationships between Their 

Respective Salient Beliefs and Behavioural Intention to Adopt £-Leaming among 

Instructors in Jordanian Universities. Journal of Education and Practice, 6(11), 152-159. 

American Marketing Association, (2013). Definition of Marketing, Retrieved on July 8, 2017 

from https ://www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx. 

Amin, H. (2012). Patronage factors of Malaysian local customers toward Islamic credit 

cards. Management Research Review, 35(6) , 512-530. 

232 



Amin, H. (2013). Factors influencing Malaysian bank customers to choose Islamic credit cards: 

Empirical evidence from the TRA model. Journal of Islamic Marketing, 4(3), 245. 

Amin, H., Ghazali, M. F. , & Supinah, R. (20 I 0). Determinants of Qardhul Hassan financing 

acceptance among Malaysian bank customers: An empirical analysis. International 

Journal Business and Society, 11 (I), 1-16. 

Amin, H., Rahim, A., Rahman, A., & Abdul Razak, D. (2014). Consumer acceptance of 

Islamic home financing. International Journal of Housing Markets and Analysis, 7(3), 

307-332. 

Amin, H., Rahim, A. , Rahman, A., Laison, S., & Magdalene, C. H. A., (2011) . Determinants 

of customers' intention to use Islamic personal financing: The case of Malaysian 

Islamic banks. Journal of Islamic Accounting and Business Research, 2(1), 22-42. 

Anastasi, A. (1986). Evolving concepts of test validation. Annual review of Psychology, 3 7(1 ), 

1-16. 

Asia Development Bank, (2015). Asia SME Finance Monitor 2014. Retrieved from 

https://www .adb.org/sites/default/files/publication/ 173205/asia-sme-finance­

monitor2014 .pdf on January, 2018. 

Asia Development Bank. (2014). Asia SME Finance Monitor. Mandaluyong City, Philippines. 

Aslam, A.K., & Sattar, H. (2017). Nature and Characteristics of SME Financing and NP ls in 

Pakistan. Retrieved from Karandaaz Pakistan website 

https://karandaaz.com.pk/karandaaz-research/nature-characteristics-sme-financing­

npls-pakistan/ on January, 2018. 

233 



Awa, H. 0., Ojiabo, 0. U., & Emecheta, B. C. (2015). Integrating TAM, TPB and TOE 

frameworks and expanding their characteristic constructs for e-commerce adoption by 

SMEs. Journal of Science & Technology Policy Management, 6(1), 76-94. 

Awan, G. A., & Azhar, M. (2014). Consumer behavior towards Islamic banking in 

Pakistan. European Journal of Accounting Auditing and Finance Research, 2(9), 42-65. 

Ayinde, L. 0., & Echchabi, A. (2012). Perception and adoption of Islamic insurance in 

Malaysia: an empirical study. World Applied Sciences Journal, 20(3), 407-415. 

Azam, M., & Quaddus, M. (2013) . Examining the influence of national culture on adoption 

and use of information and communication technology: A study from Bangladesh's 

SME perspective. The International Technology Management Review, 3(2), 116-126. 

Barba-Sanchez, V., & Atienza-Sahuquillo, C. (2012). Entrepreneurial behavior: Impact of 

motivation factors on decision to create a new venture. fnvestigaciones Europeas de 

Direcci6n y Economia de la Empresa, 18(2), 132-138. 

Barclay, D., Higgins, C., & Thompson, R. (1995). The partial least squares (PLS) approach to 

causal modeling: personal computer adoption and use as an illustration. Technology 

Studies, 2(2), 285-309. 

Barnett, V., & Lewis, T. (1994). Outliers in Statistical Data (Probability & Mathematical 

Statistics). UK: Sage Publishers 

BarNir, A., Watson, W. E., & Hutchins, H. M. (2011). Mediation and moderated mediation in 

the relationship among role models, self-efficacy, entrepreneurial career intention, and 

gender. Journal of Applied Social Psychology, 41(2), 270-297. 

234 



Bayrak, T. (20 I 3). A decision framework for SME Information Technology (IT) managers: 

Factors for evaluating whether to outsource internal applications to Application Service 

Providers. Technology in Society, 35(1), 14-21. 

Beckett, A., Hewer, P., & Howcroft, B. (2000). An exposition of consumer behaviour in the 

financial services industry. International Journal of Bank Marketing, 18( 1 ), 15-26. 

Beil, A., & Th0gersen, J. (2007) . Activation of social norms in social dilemmas: A review of 

the evidence and reflections on the implications for environmental behavior. Journal of 

Economic Psychology, 28(1), 93-112. 

Belas, J. , Demjan, V., Habanik, J., Hudakova, M., & Sipko, J. (2015). The business 

environment of small and medium-sized enterprises in selected regions of the Czech 

Republic and Slovakia. E and M Ekonomie a Management,] (I), 95 . 

Bertolino, M., Truxillo, D. M ., & Fraccaroli, F. (2011). Age as moderator of the relationship of 

proactive personality with training motivation, perceived career development from 

training, and training behavioral intentions. Journal of Organizational Behavior, 32(2), 

248-263. 

Bhakar, S., Bhakar, S., & Dubey, A. (2015) . Analysis of the factors affecting customers' 

purchase intention: The mediating role of customer knowledge and perceived 

value. Advances in Social Sciences Research Journal, 2(1). 

Bisharat, R. M. N. (2014). Patronage Factors 111 Islamic Banks 111 Pakistan. Journal of 

Business and Management, 16(6), 108-114. 

Blackbum, R. A., Hart, M., & Wainwright, T. (2013). Small business performance: business, 

strategy and owner-manager characteristics. Journal of small business and enterprise 

development, 20(1), 8-27. 

235 



Blackwell, R., Miniard, P., & Engel, J. (2006). Consumer behavior. Mason: Thompson. 

Boulding, W., Katra, A., Staelin, R., & Zeithaml, V . A. (1993). A dynamic process model of 

service quality: from expectations to behavioral intentions. Journal of marketing 

research, 30(1), 7. 

Bright, A. D., Manfredo, M. J., Fishbein, M., & Bath, A. (1993). Application of the theory of 

reasoned action to the National Park Service's controlled bum policy. Journal of 

Leisure Research, 25(3), 263. 

Brigida, M., Borrachero, A. B., Bermejo, M. L., & Mellado, V. (2013). Prospective primary 

teachers' self-efficacy and emotions in science teaching. European Journal of Teacher 

Education, 36(2), 200-217. 

Broussard, S. C., & Garrison, M. E. B. (2004). The relationship between classroom motivation 

and academic achievement in elementary school-aged children. Family and Consumer 

Sciences Research Journal, 33(2), I 06-120. 

Bryman, A. (200 I). The nature of qualitative research. Social research methods, 365-399. 

Bryman, A., & Bell, E. (2015). Business research methods. USA: Oxford University Press. 

Buchanan, T., Sainter, P., & Saunders, G. (2013). Factors affecting faculty use of learning 

technologies: Implications for models of technology adoption. Journal of Computing in 

Higher education, 25(1), 1-11. 

Bulling, J. (2013). Complex Financial Products - International Support for yet More Investor 

Protection. USA: K&L Gates. 

Bullough, A., Renko, M., & Myatt, T. (2014). Danger zone entrepreneurs: The importance of 

resilience and self-efficacy for entrepreneurial intentions. Entrepreneurship Theory and 

Practice, 38(3), 473-499. 

236 



Business Recorder, (2015). Leasing Sector. Retrieved online from 

http://fp.brecorder.com/2015/08/201508271221071/ accessed on December, 2016. 

Carbo-Valverde, S., Rodriguez-Fernandez, F., & Udell, G. F.(2016). Trade credit, the financial 

crisis, and SME access to finance. Journal of Money, Credit and Banking, 48(1), 113-

143. 

Carson, D . S., Cromie, P. & McGowan, J. H. (1995). Marketing and Entrepreneurship in 

SMEs: An Innovative Approach. London, UK: Prentice Hall. 

Carsrud, A., & Brann back, M. (2011 ). Entrepreneurial motivations: what do we still need to 

know?. Journal of Small Business Management, 49( 1 ), 9-26. 

Cassar, G. (2004). The financing of business start-ups. Journal of business venturing, 19(2), 

261-283 . 

Cavana, R. Y., Delahaye, B. L. , & Sekaran, U. (2001) . Applied Business Quantitative and 

Qualitative Methods. Sydney: John Wiley & Sons. 

Celerier, C., & Vallee, 8. (2015). Catering to investors through product complexity. USA: 

Harvard Business School. 

Chang, Y. P., & Zhu, D. H. (2011). Understanding social networking sites adoption in China: 

A companson of pre-adoption and post-adoption. Computers in Human 

behavior, 2 7( 5), 1840-1848. 

Charfeddine, L., & Nasri, W . (2013). The Behavior Intention of Tunisian Banks' Customers on 

using Internet Banking. International Journal of Innovation in the Digital 

Economy, 4(1 ), 16-30. 

237 



Chen, WH. (2014). Determinants of Internet Banking Adoption by Corporate Customers: A 

Study of Behavioral Intentions in Taiwanese Businesses (PHD Thesis). Retrieved from 

online repository of Warwick Business School, University of Warwick. 

Chen, Y. H., & Barnes, S. (2007). Initial trust and online buyer behaviour. Industrial 

management & data systems, 107(1), 21-36. 

Chin, W. W. (1998). The partial least squares approach to structural equation 

modeling. Modern methods for business research, 295(2), 295-336. 

Cho, J., & Lee, J. (2006). An integrated model of risk and risk-reducing strategies. Journal of 

Business Research, 59(1), 112-120. 

Cho, Y. J., & Perry, J. L. (2012). Intrinsic motivation and employee attitudes: Role of 

managerial trustworthiness, goal directedness, and extrinsic reward expectancy. Review 

of Public Personnel Administration, 32(4), 382-406. 

Chughtai, M. W . (2014). Impact of Small and Medium Enterprises on Economic Growth: 

Evidence from Pakistan. Standard Research Journal of Business Management, 2(2), 

19-24. 

Churchill, G . A. (1999). Marketing research: Methodological foundations (Seventh Edition). 

Fort Worth: The Dryden Press . 

Clemes, M. D., Gan, C., & Zhang, J. (2014). An empirical analysis of online shopping 

adoption in Beijing, China. Journal of Retailing and Consumer Services, 21(3), 364-

375. 

Compeau, D. R., & Higgins, C. A. (1995). Computer self-efficacy: Development of a measure 

and initial test. MIS quarterly, 3(2), 189-211. 

238 



Conner, M., & Armitage, C. J. (1998) . Extending the theory of planned behavior: A review and 

avenues for further research. Journal of applied social psychology, 28( 15), 1429-1464. 

Creswell, J. W. (2009). Mapping the field of mixed methods research. Journal of Mixed 

Methods Research, 3(2), 95-108. 

Creswell, J.W. (I 994). Research design: Qualitative and Quantitative Approaches. California: 

SAGE Publications Inc. 

Cusmano, L. (2015). New Approaches to SME and Entrepreneurship Financing: Broadening 

the Range of Instruments. Istanbul: OECD. 

Dahnil, M. I., Marzuki, K. M., Langgat, J., & Fabeil, N. F. (2014). Factors influencing SMEs 

adoption of social media marketing. Procedia-Social and Behavioral Sciences, 148, 

119-126. 

Dasanayaka, S. W. S. B. (2011). Global challenges for SMEs in Sri Lanka and Pakistan in 

comparative perspectives. Business Review, 6( 1 ), 61-80. 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS quarterly, 3(3), 319-340. 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to 

use computers in the workplace!. Journal of applied social psychology, 22(14), 111-

132. 

Dawson, C. (2009). Introduction to research methods: A practical guide for anyone 

undertaking a research project. United Kingdom: Hachette UK. 

Deci, E. L., Koestner, R., & Ryan, R. M. (1999). A meta-analytic review of experiments 

examining the effects of extrinsic rewards on intrinsic motivation. Psychological 

bulletin, 125(6), 627. 

239 



Dijkstra, T. ( 1983). Some comments on maximum likelihood and partial least squares 

methods. Journal of Econometrics, 22(1-2), 67-90. 

Dijkstra, T. K., & Henseler, J. (2012). Consistent and asymptotically normal PLS-estimators 

for linear structural equations (Working paper). Retrieved from 

http://www.rug.nl/staff/t.k.diikstra/dijkstra-henseler-plsc-linear.pdf. 

Dlodlo, N., & Dhurup, M. (2013). Drivers of e-marketing adoption among small and medium 

enterprises (SMEs) and variations with age of business owners. Mediterranean Journal 

of Social Sciences, 4(14), 53. 

Duarte, P. A. 0., & Raposo, M. L. B. (2010). A PLS model to study brand preference: An 

application to the mobile phone market. In Handbook of partial least squares (pp. 449-

485). Berlin -Heidelberg: Springer. 

Echchabi, A. (2012) . Empirical investigation of customers' perception and adoption towards 

Islamic banking services in Morocco. Middle-East Journal of Scientific Research, 

12(6), 849-858. 

Echchabi, A., & Nafiu Olaniyi, 0 . (2012). Malaysian consumers' preferences for Islamic 

banking attributes. International Journal of Social Economics, 39(1 l), 859-874. 

Edris, T. A., & Almahmeed, M.A. (1997). Services considered important to business customers 

and determinants of bank selection in Kuwait : A Segmentation Analysis. international 

Journal of Bank Marketing, 15( 4 ), 126-133 . 

Egan, J. (2007). Marketing Communications. London: Cengage Leaming. 

Eijdenberg, E. L., & Masure I, E. (2013 ). Entrepreneurial motivation in a least developed 

country: Push factors and pull factors among MSEs in Uganda. Journal of Enterprising 

Culture, 21(01), 19-43. 

240 



Elliou, A. C., & Woodward, W. A. (2007). Statistical analysis quick reference guidebook: 

With SPSS examples. UK: Sage Publisers. 

Eniola, A. A., & Entebang, H. (2016). Financial literacy and SME firm 

performance. International Journal, 5(1), 31-43 . 

Eri, Y., Islam, M. A., & Daud, K. A. K. (201 l). Factors that influence customers' buying 

intention on shopping online. International Journal of marketing studies, 3(1), 128. 

Eriksson, K., Kerem, K., & Nilsson, D. (2005). Customer acceptance of internet banking in 

Estonia. International Journal of Bank Marketing, 23(2), 200-216. 

Fagan, M. H., Neill, S., & Wooldridge, B. R. (2008). Exploring the intention to use computers : 

An empirical investigation of the role of intrinsic motivation, extrinsic motivation, and 

perceived ease of use. Journal of Computer Information Systems, 48(3), 31-37. 

Farah, M. F . (2017). Application of the theory of planned behavior to customer switching 

intentions in the context of bank consolidations . International Journal of Bank 

Marketing, 35(1), 147-172. 

Fararah, F. S., & Al-Swidi, A. K. (2013). The role of the perceived benefits on the relationship 

between service quality and customer satisfaction: A study on the Islamic microfinance 

and SMEs in Yemen using PLS approach. Asian Social Science, 9(10), 18-36. 

Fa yo Ile, A., & Gailly, B. (2015) . The impact of entrepreneurship education on entrepreneurial 

attitudes and intention: Hysteresis and persistence. Journal of Small Business 

Management, 53(1), 75-93. 

Fayolle, A. , Linan, F., & Moriano, J. A. (20 I 4). Beyond entrepreneurial intentions: values and 

motivations in entrepreneurship. International Entrepreneurship and Management 

Journal, 10( 4 ), 679-689. 

241 



Ferreira, J. J., Raposo, M. L., Gouveia Rodrigues, R., Dinis, A., & do Payo, A. (2012). A 

model of entrepreneurial intention: An application of the psychological and behavioral 

approaches. Journal of Small Business and Enterprise Development, 19(3), 424-440. 

Field, A. (2009). Discovering statistics using SPSS. UK: Sage publications. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitudes, intention, and behavior. An introduction to 

the01y and research. Massachussets: Addison-Wesley. 

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behavior: An introduction to 

theory and research. Massachussets: Addison-Wesley. 

Fishbein, M., & Ajzen, I. (1981). Acceptance yielding and impact: cognitive processes in 

persuasion. Massachussets: Addison-Wesley. 

Fishbein, M., & Stasson, M. (1990). The Role of Desires, Self-Predictions, and Perceived 

Control in the Prediction of Training Session Attendance! .Journal of Applied Social 

Psychology, 20(3), 173-198. 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables 

and measurement error: Algebra and statistics. Journal of marketing research, 4(2), 

382-388. 

Gait , A., & Worthington, A. (2008). An empirical survey of individual customer, business 

firms and financial institution attitudes towards Islamic methods of finance. 

International Journal of Social Economics, 35(11), 783-808. 

Gangwal, N., & Bansal, V. (2016). Application of Decomposed Theory of Planned Behavior 

for M-commerce Adoption in India: Proceedings of the 18th International Conference 

on Enterprise Information Systems (ICEIS 2016) - Volume 2, (pp. 357-367). 

242 



Garthwaite, P. H. ( 1994 ). An interpretation of pa1iial least squares. Journal of the American 

Statistical Association, 89(425), 122-127. 

Gay, L. R., Mills, G. E., Airasian, P. (2006). Education research: Competencies for analysis 

and applications Columbus. OH: Pearson Education. Inc. Google Scholar. 

Gerrard, P., & Barton Cunningham, J. (2003). The diffusion of internet banking among 

Singapore consumers. International Journal of Bank Marketing, 21(1), 16-28. 

Godin, G., & Kok, G. (1996). The theory of planned behavior: a review of its applications to 

health-related behaviors. American journal of health promotion, 11 (2), 87-98. 

Godin, G., Valois, P., Lepage, L., & Desharnais, R. (1992). Predictors of smoking behaviour: 

an application of Ajzen's theory of planned behaviour. British journal of 

addiction, 87(9), 1335-1343. 

Gonzales, E., Hommes, M., & Mirrnulstein, M. L., (2014). MSME Country Indicators 2014 

towards a Better Understanding of Micro, Small, and Medium Enterprises. 

International Finance Corporation- World Bank Group. 

Grant, K., Edgar, D., Sukumar, A., & Meyer, M. (2014). 'Risky business': Perceptions of e­

business risk by UK small and medium sized enterprises (SMEs). International Journal 

of Information Management, 34(2), 99-122. 

Gumel, A. M., & Othman, M.A. (20 I 3). Reflecting customers' innovativeness and intention to 

adopt Islamic banking in Nigeria. Business and Management Quarterly Review, 4( 4), 

27-37. 

Gumela, A. M., Othman, M. A., & Yusof, R. M (2015). Critical Insights into an Integrated 

Literature Revievv on Customers' adoption of Islamic Banking Research. international 

Journal of Scientific Research and Innovative Technology, 2(6), 45-57. 

243 



Gupta, D., & Woldemariam, G. S. (2011). The influence of motivation and attitude on writing 

strategy use of undergraduate EFL students: Quantitative and qualitative 

perspectives. Asian EFL Journal, 13(2), 34-89. 

Guriting, P., & Oly Ndubisi , N. (2006) . Borneo online banking: evaluating customer 

perceptions and behavioural intention. Management research news, 29( 1/2), 6-15 . 

Ha, H. Y., & Janda, S. (2012). Predicting consumer intentions to purchase energy-efficient 

products. Journal of Consumer Marketing, 29(7), 461-469. 

Haenlein, M., & Kaplan, A . M. (2004). A beginner's guide to partial least squares analysis. 

Understanding Statistics, 3(4), 283-297. 

Hair Jr, J. F., Hult, G . T. M ., Ringle, C., & Sarstedt, M. (2016). A primer on partial least 

squares structural equation modeling (PLS-SEM). UK: Sage Publications. 

Hair, J. F., Hult, G.T., Ringle, C. M . & Sarstedt, M. (2014). A Primer on Partial Least Squares 

Structural Equation Modeling (PLS-SEM). USA: Sage Publications - Second Edition 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of 

Marketing theory and Practice, 19(2), 139-152. 

Hamid, A., & Masood, 0. (2011) . Selection criteria for Islamic home financing: a case study of 

Pakistan. Qualitative Research in Financial Markets, 3(2), 117-130. 

Haque, A. K. M. (20 I 0) . Islamic banking in Malaysia: a study of attitudinal differences of 

Malaysian customers . European Journal of Economics, Finance and Administrative 

Sciences, 18(4), 7-18. 

Baron, S., Alunad, N., & Planisek, S. L. (1994). Bank patronage factors of Muslim and non­

Muslim customers. International Journal of Bank Marketing, 12( 1 ), 32-40. 

244 



Harvie, C., & Charoenrat, T. (2015). SMEs and the rise of global value chains. Integrating 

SMEs into Global Value Chains, Philippines: Asia Development Bank. 

Hasan, S. A., Subhani, M. I., & Osman, M. (2012). Consumer criteria for the selection of an 

Islamic Bank: Evidence from Pakistan. International Research Journal of Finance and 

Economics, MPRA Paper No. 4038 (94). 

Hassan, M. U. (2008). Microfinance in small and medium-sized enterprises (SMEs) in 

Pakistan: practices and problems in the prevailing system and prospects for Islamic 

finance. Kyoto Bulletin of Islamic Area Studies, 2(1), 231-237. 

Haus, I., Steinmetz, H., Isidor, R., & Kabst, R. (2013). Gender effects on entrepreneurial 

intention: A meta-analytical structural equation model. International Journal of Gender 

and Entrepreneurship, 5(2), 130-156. 

Henseler, J. (2010). On the convergence of the partial least squares path modeling algorithm. 

Computational Statistics, 25(1), 107-120. 

Hernandez, B., Jimenez, J., & Jose Martin, M. (2011). Age, gender and income: do they really 

moderate online shopping behaviour?. Online Information Review, 35(1), 113-133. 

Hockerts, K. (2017). Dete1minants of social entrepreneurial intentions. Entrepreneurship 

Theo,y and Practice, 41(1), 105-130. 

Hossain, M . M . (2013). Leasing: An Alternative Financing Mechanism for SMEs. ABC 

Journal of Advanced Research, 2(1), 66-82. 

Hoyer, W. D., & Stokburger-Sauer, N. E. (2012) . The role of aesthetic taste in consumer 

behavior. Journal of the Academy of Marketing Science, 40(1), 167-180. 

Hsiao, K. L., Lu, H. P., & Lan, W. C. (2013) . The influence of the components of storytelling 

biogs on readers' travel intentions . Internet Research, 23(2), 160-182. 

245 



Hsin Chang, H., & Wen Chen, S. (2008) . The impact of online store envjronment cues on 

purchase intention: Trust and perceived risk as a mediator. Online information 

review, 32(6), 818-841. 

Hsu, C. L., Wang, C. F., & Lin, J.C. C. (2011). Investigating customer adoption behaviours in 

mobile financial services. International Journal of Mobile Communications, 9(5), 477-

494. 

Hulbert, B., Gilmore, A., & Carson, D. (2013). Sources of opportunities used by growth 

minded owner managers of small and medium sized enterprises. International Business 

Review, 22(1), 293-303. 

Bulland, J., Ryan, M. J., & Rayner, R. K. (2010). Modeling customer satisfaction: A 

comparative performance evaluation of covariance structure analysis versus partial 

least squares. In Handbook of partial least squares. Berlin, Heidelberg: Springer. 

Hussain, J ., Ismail, K., & Akhtar, C. S. (2015). Market orientation and organizational 

performance: case of Pakistani SMEs. Arabian Journal of Business and Management 

Review, 5(5), 1-6. 

lakovleva, T., Kolvereid, L., Stephan, U. (2011 ). Entrepreneurial intentions in developing and 

developed countries. Education and Training, 53(5), 353-370. 

International Finance Corporation, (2014a). Islamic Banking Opportunities across Small and 

Medium Enterprises Pakistan. Retrieved from http://www.ifc.org/ 12 December, 2015. 

International Finance Corporation, (2014a). Islamic Banking Opportunities Across Small and 

Medium Enterprises Pakistan. Retrieved from http://www.ifc.org/ 12 December, 2015. 

246 



International Finance Corporation, (2014b). Islamic Banking Opportunities Across Small and 

Medium Enterprises Middle East. Retrieved from http://www.ifc.org/ 12 December, 

2015. 

Islam, A., Khan, M. , Aktaruzzaman, 0 ., Abu Zafar, M. & Alam, M.S. (2011). Effect of 

Entrepreneur and Firm Characteristics on the Business Success of Small and Medium 

Enterprises (SMEs) in Bangladesh. International Journal of Business and Management, 

6(3), 289-299. 

Ismail, N., Othman, A. A., Din, S. Z. M., bin Noh, M. K. A., Yousop, N. L. M., Bakar, N. A., 

& Shafi, R. H. M. (2012). An Investigation of the Awareness Level of Takajitl Products 

among the Micro Enterprises in Malaysia. San Francisco: Academia. edu. 

Itani, H., Sidani, Y. M., & Baalbaki, I. (2011) . United Arab Emirates female entrepreneurs: 

motivations and frustrations. Equality, Diversity and Inclusion: An International 

Journal, 30(5), 409-424. 

Jafarkarimi, H., Saadatdoost, R., Sim, A. T. H., Hee, J. M. (2016). Behavioral intention in 

social networking sites ethical dilemmas: An extended model based on Theory of 

Planned Behavior. Computers in human behavior, 62(7), 545-561. 

Jaffar, M. A., & Musa, R. (2013). Determinants of attitude towards Islamic financing among 

Halal-certified micro and SMEs: A proposed conceptual framework. International 

Journal of Education and Research, /(8) , 24-33. 

Jahangir, N., & Begum, N. (2008). The role of perceived usefulness, perceived ease of use, 

security and privacy, and customer attitude to engender customer adaptation in the 

context of electronic banking. African Journal of Business Management, 2(2), 32. 

247 



Jalaluddin, A. ( 1999). Attitudes of Small Business Firms and Financial Institutions towards 

The Profit/Loss Sharing Method of Finance. Chapter in Attitudes of Australian Small 

Business Firms and Financial Institutions towards the Profit/ Loss Sharing Method of 

Finance (PhD Dissertation). Retrieved from the online repository of University of 

Wollongong. 

Jalilvand, M. R., & Samiei, N . (2012). The impact of electronic word of mouth on a tourism 

destination choice: Testing the theory of planned behavior (TPB). Internet Research: 

Electronic Net.vorking Applications and Policy, 22(5), 591-612. 

Jasra, J.M., Hunjra, A. I., Rehman, A. U., Azam, R. I., & Khan, M.A. (2012). Determinants 

of business success of small and medium enterprises . International Journal of 

Business and Social Science, 2 (20), 274-280. 

Jin, D., Chai K.H. and Tan K.C. (2012). Organizational adoption of new service development 

tools. Managing Service Quality: An International Journal, 22 (2), 233-259. 

Johan, Z. J., & Pu tit, L. (2014). Impact of Knowledge and Religiosity on halal Product 

Compliance: A Financial Service Perspective. International Journal of Business and 

Management Studies, 3 (1), 453-461. 

Johnson, D. R. (2002). The effect of inflation targeting on the behavior of expected inflation: 

evidence from an l l country panel. Journal of Monetary Economics, 49(8), 1521-1538. 

Jones, P., Miller, C., Jones, A., Packham, G. , Pickemell, D., & Zbierowski, P . (2011). 

Attitudes and motivations of Polish students towards entrepreneurial 

activity. Education and Training, 53(5), 416-432 . 

Joreskog, K. G., & Sorbom, D. (1996). LISREL 8: Structural equation modeling. Chicago, IL: 

Scientific Software International Corp. 

248 



Kaabachi, S., Kaabachi, S., Obeid, H., & Obeid, H. (2016). Determinants of Islamic banking 

adoption in Tunisia : empirical analysis. International Journal of Bank Marketing, 34(7), 

1069-1091. 

Kalish, S. ( 1985). A new product adoption model with pnce, advertising, and 

uncertainty. Management science, 31(12), 1569-1585. 

Kamarulzaman, Y., & Madun, A. (20 l 3). Marketing Islamic banking products: Malaysian 

perspective. Business Strategy Series, 14(2/3), 60-66. 

Kanagal, N. B. (20 l 6). An Extended Model of Behavioural Process in Consumer Decision 

Making. International Journal of Marketing Studies, 8(4), 87. 

Kanchanatanee, K., Suwanno, N., & Jaremvongrayab, A. (2014). Effects of attitude toward 

using, perceived usefulness, perceived ease of use and perceived compatibility on 

intention to use £-marketing. Journal of Management Research, 6(3), 1-17. 

Karjaluoto, H., Mattila, M., & Pento, T. (2002). Factors underlying attitude formation towards 

online banking in Finland. International Journal of Bank Marketing, 20(6), 261-272. 

Katua, T. N. (2014). The Role of SMEs in Employment Creation and Economic Growth in 

Selected Countries. International Journal of Education and Research, 2(12), 461-469 

Kautonen, T., Van Gelderen, M., & Tomikoski, E. T. (2013). Predicting entrepreneurial 

behaviour: a test of the theory of planned behaviour. Applied Economics, 45(6), 697-707. 

Kazi, A. K., & Mannan, M.A. (2016) . Factors affecting adoption of mobile banking in Pakistan: 

Empirical Evidence. International Journal of Research in Business and Social Science 

2(3), 54-61. 

249 



Kesharwani, A., & Singh Bisht, S. (2012). The impact of trust and perceived risk on internet 

banking adoption in India: An extension of technology acceptance model. International 

Journal of Bank Marketing, 30(4), 303-322. 

Khan, H. N., & Asghar, N. (2012). Customer awareness and adoption of Islamic Banking in 

Pakistan. Interdisciplinary Journal of Contemporary Research in Business, 3(9), 359-

366. 

Khan, M. M. (20 I 5a). Sources of finance available for SME sector in Pakistan. International 

Letters of Social and Humanistic Sciences, 6(3 ), 184-194. 

Khan, M. W. J ., & Khalique, M. (2014c). An Overview of Small and Medium Enterprises in 

Malaysia and Pakistan: Past, Present and Future Scenario. Business and Management 

Horizons, 2(2), 38. 

Khan, S. (2015b). Impact of sources of finance on the growth of SMEs: evidence from 

Pakistan. Decision, 42(1), 3-10. 

Khaniwale, M. (2015). Consumer buying behavior. International Journal of Innovation and 

Scientific Research, 14(2), 278-286. 

Kim, H. W., Chan, H. C., & Gupta, S. (2007). Value-based adoption of mobile internet: an 

empirical investigation. Decision Support Systems, 43( 1 ), 111-126. 

Kim, J. B., & Kang, S. (2012). A study on the factors affecting the intention to use smartphone 

banking: The differences between the transactions of account check and account 

transfer. International Journal of Multimedia and Ubiquitous Engineering, 7(3), 87-96. 

Koropp, C., Grichnik, D., & Kellermanns, F. (2013). Financial attitudes in family firms: The 

moderating role of family commitment. Journal of Small Business 

Management, 51(1), 114-137. 

250 



Koropp, C., Kellermanns, F. W., Grichnik, D., & Stanley, L. (2014). Financial decision making 

in family firms: An adaptation of the theory of planned behavior. Family Business 

Review, 27(4), 307-327. 

Kothari, C.R. (2004). Research methodology: Methods and techniques. New Jersy: New Age 

International. 

Kotler, P. (1965). Behavioral models for analyzing buyers. The Journal of Marketing, 4 (4), 

37-45. 

Kotler, P. (1997). Marketing Management: Analysis, Planning, Implementation and Control 

(9th ed.) . India: Prentice Hall. 

Kotler, P., & Keller, K. (2011). Marketing Management (14th edition). London: Pearson 

Education. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. India: Pearson. 

Kotler, P., Keller, K. L., & Lu, T. (2009). Marketing management in China. London: Prentice 

Hall. 

Kouser, R. , Durani, A., Hussain, F. Z., & Hassan, M. (2012). Investigation of Banker's 

Lending Criteria to SMEs and Assessment Thereof. International Research Journal of 

Finance and Economics, 4(89), 158-186. 

Kraemer-Eis, H., & Lang, F. (2012). The importance of leasing for SME finance (No. 

2012/15). EIF Working Paper. 

Krejcie, R. V., & Morgan, D. W. (1970). Table for determining sample size from a given 

population. Educational and Psychological Measurement, 30, 607-610. 

Krishanan, D., Teng, K. L. L., & Khalidah, S. (20 I 7). Moderating Effects of Age & Education 

on Consumers' perceived Interactivity & Intention to Use Mobile Banking in 

251 



Malaysia: A Structural Equation Modeling Approach: Proceeding of International 

Conference on Humanities, Language, Culture & Business, Penang I 9-20 March 

2017, Hotel Bayview Beach Resort Batu Feringgi. Penang, Malaysia. 

Krishna, M. (2013 ). Entrepreneurial motivation: a case study of small scale entrepreneurs in 

Mekelle, Ethiopia. Journal of Business Management & Social Sciences research, 2( l ), 

1-6. 

Kristensen, K., & Eskildsen, J.(2010). Design of PLS-based satisfaction studies. In Handbook 

of partial least squares. Berlin, Heidelberg: Springer. 

Ku Ishak, A. (2012) . Personality, Occupational Stress and Wellness among Prison Officers: 

The Mediating Role of Self Efficacy and Perceived Fairness (PhD Dissertation). 

Retrieved from online Repository University Utara Malaysia, Malaysia. 

Kurt, L. (1935). A dynamic theory of personality. New Cork: McGraw-Hill. 

Ladhari, R. (2009). Service quality, emotional satisfaction, and behavioural intentions: A 

study m the hotel industry. Managing Service Quality: An International 

Journal, 19(3), 308-331. 

Laksamana, P., Wong, D., Kingshott, R. P., & Muchtar, F. (2013). The role of interaction 

quality and switching costs in premium banking services. Marketing Intelligence & 

Planning, 31(3), 229-249. 

Lappalainen, J ., & Niskanen, M. (2013 ). Behavior and attitudes of small family firms towards 

different funding sources. Journal of Small Business & Entrepreneurship, 26(6), 579-

599. 

Uizaroiu, G. (20 I 5). Employee Motivation and Job Performance. Linguistic and 

Philosophical Investigations, 3(14), 97-102. 

252 



Lee, J. , & Beeler, C . (2009) . An investigation of predictors of satisfaction and future intention: 

links to motivation, involvement, and service quality in a local festival. Event 

Management, 13(1), 17-29. 

Lee, K. H., & Ullah, S. (201 I). Customers' attitude toward Islamic banking in 

Pakistan. International Journal of Islamic and Middle Eastern Finance and 

Management, 4(2) , 131-145. 

Lee, L., Petter, S., Fayard, D., & Robinson, S. (2011). On the use of partial least squares path 

modeling in accounting research. International Journal of Accounting Information 

Systems, 12( 4 ), 305-328. 

Lee, M . C. (2009) . Factors influencing the adoption of internet banking: An integration of 

TAM and TPB with perceived risk and perceived benefit. Electronic Commerce 

Research and Applications, 8(3 ), 130-141. 

Lee, N. R., & Kotler, P. (2015). Social marketing: Changing behaviors for good. UK: Sage 

Publications. 

Lee, N. , Sameen, H., & Cowling, M. (2015). Access to finance for innovative SMEs since the 

financial crisis. Research policy, 44(2), 370-380. 

Legris, P., Ingham, J., & Collerette, P. (2003). Why do people use infomrntion technology? A 

critical review of the technology acceptance model. Information & management, 40(3), 

191-204. 

Li, Y. M. (2014). Effects of Story Marketing and Travel Involvement on Tourist Behavioral 

Intention in the Tourism Industry. Sustainability, 6(12), 9387-9397. 

Liker, J. & Sindi, A. ( 1997). User acceptance of expert systems: a test of the theory of reasoned 

action. Journal of Engineering and Technology management, 14(2), 147-173. 

253 



Lim, N. (2003). Consumers' perceived risk: sources versus consequences. Electronic 

Commerce Research and Applications, 2(3 ), 216-228. 

Liu, Y., Li, H., & Carlsson, C. (2010). Factors driving the adoption of m-leaming: An 

empirical study. Computers & Education, 55(3), 1211-1219. 

Lomax, R. G., & Schumacker, R. E. (2004). A beginner's guide to structural equation 

modeling. UK: psychology press. 

Low, C., & Mazzara!, T. (2006, June). Owner-managers' preferences for financing: A study of 

Singaporean SME. In JCSB, World Conference 2006. 

Lu, C. Y., Yeh, W. J., & Chen, B. T. (2016). The study of international students' behavior 

intention for leisure participation: Using perceived risk as a moderator. Journal of 

Quality Assurance in Hospitality & Tourism, 17(2), 224-236. 

Luam, P., & Lin, H. H. (2005). Toward an understanding of the behavioral intention to use 

mobile banking. Computers in human behavior, 21(6), 873-891. 

Lukonga, M. I. (2015). Islamic finance, consumer protection, and financial stability (Working 

Paper - No. 15-107). International Monetary Fund. 

Lule, I., Omwansa, T. K., & Waema, T. M. (2012). Application of technology acceptance 

model (TAM) in m-banking adoption in Kenya. International Journal of Computing 

and JCT Research, 6(1), 31-43. 

Lumpkin, S. (2013). Consumer Protection and Financial Innovation: A Few Basic Prepositions. 

OECD Journal: Financial Market Trends, 2( 1 ), 1-23. 

Ma, Y. J., Garn, H. J ., & Banning, J. (2017). Perceived ease of use and usefulness of 

sustainability labels on apparel products: application of the technology acceptance 

model. Fashion and Textiles, 4(1 ), 3-12. 

254 



Maiyaki, A. A., & Mokhtar, S. S. M. (2011). Determinants of customer behavioural intention 

in Nigerian retail banks. Interdisciplinary Journal of Research in Business, 1(10), 42-

48. 

Malhotra, N. K., & McCort, J. D. (2001). A cross-cultural comparison of behavioral intention 

models-Theoretical consideration and an empirical investigation. International 

Marketing Review, 18(3), 235-269. 

Mansor, N., Shariff, A., & Manap, N. R. A. (2012). Determinants of awareness on Islamic 

financial institution e-banking among Malaysian SMEs. International Journal of 

Business and Social Science, 3(5), 72-84. 

Marin, I. (2012). Increase employee motivation in Romanian SME'S. Revista De Management 

Comparat International, 13(5), 804. 

Mateev, M., & Ivanov, K. (2011). How SME uniqueness affects capital structure: Evidence 

from Central and Eastern Europe panel data. Quarterly Journal of Finance & 

Accounting, 4(5), 115-143. 

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value: conceptualization, 

measurement and application in the catalog and Internet shopping environment. Journal 

of retailing, 77( 1 ), 39-56. 

Mattila, A. S. (2001). The effectiveness of service recovery in a multi-industry setting. Journal 

of Services Marketing, 15(7), 583-596. 

Mattila, M., Karjaluoto, H., & Pento, T. (2003). Internet banking adoption among mature 

customers: early majority or laggards. Journal of services marketing, 17(5), 514-528. 

255 



McGowan, P., Cooper, S., Durkin, M., & O'Kane, C. (2015). The influence of social and 

human capital i.n developing young women as entrepreneurial business leaders. Journal 

of Small Business Management, 53(3), 645-661. 

McMillan, J. (2004). De.fining interactivity: The Proceedings of the 2004 Conference of the 

American Academy of Advertising. USA. 

Md Husin, M., & Ab Rahman, A. (2016). Do Muslims intend to pai1icipate m Islamic 

insurance? Analysis from theory of planned behaviour. Journal of Islamic Accounting 

and Business Research, 7(1). 

Metawa, S. A. , & Almossawi, M. (1998). Banking behavior of Islamic bank customers: 

perspectives and implications. International Journal of Bank Marketing, 16(7), 299-

313. 

Miner, J. B. (2015). Organizational behavior: Essential theories of motivation and leadership . 

UK: Routledge. 

Mirani, M. A., & Shah, S. M. M. (2012). What does it take to succeed in small business in 

Pakistan? the Lessons for Emerging Entrepreneurs. International Journal of Trade, 

Economics and Finance. 3 (2), 167-169. 

Mishra, D., Akrnan, I., & Mishra, A. (2014) . Theory of reasoned action application for green 

information technology acceptance. Computers in human behavior, 36(4), 29-40. 

Mitchell, V. W. (1999). Consumer perceived risk: Conceptualizations and models. European 

Journal of marketing, 33(1/2), 163-195 . 

Mochoge, 0. C. (2014). Determinants of implementation of strategic information systems in 

small and medium finns. International Journal of Advanced Research in Computer 

Science, 5(7), 58-71. 

256 



Moen, 0 ., Heggeseth, A. G., & Lome, 0. (2016). The positive effect of motivation and 

international orientation on SME growth. Journal of Small Business Management, 54(2), 

659-678. 

Moons, I., & De Pelsmacker, P. (2015). An extended decomposed theory of planned behaviour 

to predict the usage intention of the electric car: A multi-group comparison. 

Sustainability, 7(5), 6212-6245. 

Mortan, R. A ., Ripoll, P., Carvalho, C., & Bernal, M. C. (2014). Effects of emotional intelligence 

on entrepreneurial intention and self-efficacy. Revista de Psicologia de! Trabajo y de las 

Organizaciones, 30(3), 41-56. 

Mueller, S. (2011 ). Increasing entrepreneurial intention: effective entrepreneurship course 

characteristics. International Journal of Entrepreneurship and Small Business, 13(1), 55-

74. 

Mukhtar, A., & Mohsin Butt, M. (2012). Intention to choose Halal products: the role of 

religiosity. Journal of Islamic Marketing, 3(2), 108-120. 

Mungiru, J. W., Njeru, A., (2015). Effects oflnformal Finance on the Performance of Small and 

Medium Enterprises in Kiambu County. International Journal of Scientific and Research 

Publications, 5(11), 338-358. 

Neneh, B.N. (2011 ). The Impact of Entrepreneurial Characteristics and Business Practices on 

the Long Term Survival of Small and Medium Enterprises (SMEs) (PhD Dissertation). 

Retrieved from online Repository University of Free State, South Africa. 

Nkuah, J. K., Tanyeh, J. P., & Gaeten, K. (2013). Financing small and medium enterprises 

(SMEs) in Ghana: Challenges and determinants in accessing bank credit. International 

Journal of Research in Social Sciences, 2(3), 12-25. 

257 



Nooteboom, B. (1994). " Innovation and Diffusion in Small Firms: Theory and Evidence . Small 

Business Economics 6(4), 327-347. 

Norman, P., & Smith, L. (1995). The theory of planned behaviour and exercise: An 

investigation into the role of prior behaviour, behavioural intentions and attitude 

variability. European Journal of Social Psychology, 25(4), 403-415. 

Nunnally, J. C., & Bernstein, I. H. (1994). The theory of measurement error. Psychometric 

theory, 3(2), 209-247. 

Nunoo, J. , & Andoh, F . K. (2012, August). Sustaining small and medium enterprises through 

_financial service utilization: Does financial literacy matter: Unpublished Paper 

presented at the Agricultural & Applied Economics Associat;on 's 2012 AAEA Annual 

Meeting. Seattle: Washington. 

Ogubazghi, S. K., & Muturi, W. (2014). The Effect of Age and Educational Level of 

Owner/Managers on SMMEs' Access to Bank Loan in Eritrea: Evidence from Asmara 

City. American Journal of Industrial and Business Management, 4(11), 632. 

Okolo, V. 0. (2017). Evaluation of the Effects of Marketing Strategies on Consumer Patronage 

of Restaurants in Enugu (A Study of Mr. Bigg's) . European Journal of Social 

Sciences, 55(3), 297-320. 

Osano, H. M., & Languitone, H. (2016) . Factors influencing access to finance by SMEs in 

Mozambique: case of SMEs in Maputo central business district. Journal of Innovation 

and Entrepreneurship, 5(1 ), 13-21. 

Osman, M. R., & Ali, H. (2008, October). Exploring Mushm entrepreneurs' knowledge and 

usage of Islamic financing: Presented in Seminar Keusahawanan Islam fl Peringkat 

Kebangsaaan, Universiti Malaya (Vol. 15). 

258 



Othman, A., & Owen, L. (2001 ). The multi dimensionality of Carter Model to measure 

customer service quality (SQ) in Islamic banking industry: a study in Kuwait finance 

house. International Journal of Islamic Financial Services, 3(4), 1-12. 

Pakistan Bureau of Statistics, (2017). Population Size and Growth of Major Cities. Karachi: 

Pakistan. 

Pandya, V. (2012). Comparative analysis of development of SM Es in developed and developing 

countries: In Proceedings of the 2012 International Conference on Business and 

Management (pp. 426-433). 

Pentina, I., Koh, A. C., & Le, T. T. (2012). Adoption of social networks marketing by SMEs: 

exploring the role of social influences and experience m technology 

acceptance. International Journal of internet Marketing and Advertising, 7(1 ), 65-82. 

Pickernell, D., Packham, G., Jones, P., Miller, C., & Thomas, B. (2011). Graduate 

entrepreneurs are different: they access more resources?. International Journal of 

Entrepreneurial Behavior & Research, 17(2), 183-202. 

Pikkarainen, T ., Pikkarainen, K., Karjaluoto, H., & Pahnila, S. (2004). Consumer acceptance 

of online banking: an extension of the technology acceptance model. Internet 

research, 14(3 ), 224-235. 

Piperopoulos, P ., & Dimov, D. (2015). Burst bubbles or build steam? Entrepreneurship 

education, entrepreneurial self-efficacy, and entrepreneurial intentions. Journal of 

Small Business Management, 53(4), 970-985. 

Pookulangara, S., & Koesler, K. (2011 ). Cultural influence on consumers' usage of social 

networks and its' impact on online purchase intentions. Journal of Retailing and 

Consumer Services, 18(4), 348-354. 

259 



Proctor, T. (2005). Essentials of marketing research. UK: Pearson Education. 

Puplampu, B. B., & Adomako, S. (2014). What he wants is not what she wants: Using VIE 

theory to test manager and worker motivation in Ghanaian SMEs. JFE Psychological: An 

International Journal, 22(1), 1-10. 

Piischel, J., Afonso Mazzon, J., & Mauro C. Hernandez, J. (2010). Mobile banking: proposition 

of an integrated adoption intention framework. International Journal of Bank 

Marketing, 28(5), 389-409. 

Qureshi, J. A. (2012). Financial Quota of Loans for the SME Sector in Pakistan: A Survey in 

Karachi. Interdisciplinary Journal of Contemporary Research in Business, 4(5), 10-18. 

Ramayah, T., Ling, N. S., Taghizadeh, S. K., & Rahman, S. A. (2016). Factors influencing SMEs 

website continuance intention in Malaysia. Telematics and Informatics, 33( 1 ), 150-164. 

Ramya, N., Ali, S. M.(2016). Factors affecting consumer buying behavior. International Journal 

of Applied Research, 2(10), 76-80. 

Reinartz, W., Haenlein, M., & Henseler, J. (2009). An empirical comparison of the efficacy of 

covariance-based and variance-based SEM. International Journal of Research in 

Marketing, 26(4), 332-344. 

Ringim, K. J., & Mohd Yussof, I. (2014). Assessing the Insight of Muslim Account Holders in 

Conventional Bank to Purchase Islamic Bank Products. Journal of Emerging Economies · 

& Islamic Research, 2(3), 41-53. 

Ringle, C. M., Sarstedt, M., & Straub, D. W. (2012). A critical look at the use of PLS-SEM in 

MIS Quarterly. MIS Quarterly, 36(1), 3-14. 

Riquelme, H. E., & Rios, R. E. (2010). The moderating effect of gender in the adoption of 

mobile banking. International Journal of Bank Marketing, 28(5), 328-341 . 

260 



Rizwan, M., Hayat, R ., & Ali, M. (2013). Antecedents of Customer Switching Intentions: A 

case study of Nokia Mobile Phones' users. Journal of Public Administration and 

Governance, 3(3), 375-391. 

Rogers, R. W . (1983 ). Cognitive and physiological processes m fear appeals and attitude 

change: A revised theory of protection motivation. Social psychophysiology, 4( 4 ), 153-

176. 

Ross, S., Laing, G., & Parle, G. (2015) . Attitudes towards budgets in SME's: Exploring the 

theory of planned behaviour. £-Journal of Social & Behavioural Research in 

Business, 6(2), 34. 

Rossi, M., Lombardi, R. , Siggia, D., & Oliva, N. (2016). The impact of corporate 

characte1istics on the financial decisions of companies: Evidence on funding decisions 

by Italian SMEs. Journal o_f Innovation and Entrepreneurship, 5(1 ), 2. 

Roy, A., Vyas, V., & Jain, P. (2013). SMEs motivation: Corporate social 

responsibility. Journal of Indian Management, 10(1), 11-21. 

Sadri, G., & Bowen, C. R. (2011 ). Meeting employee requirements: Maslow's hierarchy of 

needs is still a reliable guide to motivating staff. Industrial engineer, 43( l 0), 44-49. 

Saeed, A., & Sameer, M. (2015). Financial constraints, bank concentration and SM Es: 

evidence from Pakistan. Studies in Economics and Finance, 32(4), 503-524. 

Safeena, R ., Hundewale, N., & Kamani, A. (2011). Customer's Adoption of Mobile-Commerce 

A Study on Emerging Economy. International Journal of e-Education, e-Business, e­

Management and e-Learning, 1(3), 228-238. 

261 



Sahinidis, A. G. , Yassiliou, E. E., & Hyz, A. B. (2014). Factors affecting entrepreneurs' 

intention to start a new venture: an empirical study. International Journal on Strategic 

Innovative Marketing, 1 (3), 148-162. 

Saibaba, S., & Murthy, T. N. (2013). Factors Influencing the Behavioural Intention to Adopt 

Internet Banking: An Empirical Study in India. Researchers World: Journal of Arts, 

Science and Commerce, 4(4), l 

Sakari Soininen, J., Puumalainen, K. , Sjogren, H ., Syrja, P., & Durst, S. (2013). 

Entrepreneurial orientation Ill small fums-values-attitudes-behavior 

approach. International Journal of Entrepreneurial Behavior & Research, 19(6), 611-

632 . 

Salciuviene, L., Auruskeviciene, Y., & Ivanauskiene, N. (2014). Key Drivers Affecting 

Customer Intention to Purchase Financial Services Online. Engineering 

Economics, 25(2), 194-202. 

Samat, S., Acquisti, A., & Babcock, L., (2017). Raise the Curtains: The Effect of Awareness 

About Targeting on Consumer Attitudes and Purchase Intentions: In Thirteenth 

Symposium on Usable Privacy and Security, (pp. 299-319). 

Saqib, L., Farooq, M. A. , & Zafar, A. M. (2016). Customer perception regarding SharT 'ah 

compliance of Islamic banking sector of Pakistan. Journal of Islamic Accounting and 

Business Research, 7(4), 282-303 . 

Sarstedt, M ., Ringle, C. M., Smith, D., Reams, R ., & Hair Jr, J. F. (2014) . Partial least squares 

structural equation modeling (PLS-SEM): A useful tool for family business 

researchers. Journal of Family Business Strategy, 5( l ), 105-115. 

262 



Sayani, H., & Miniaoui, H. (2013). Detenninants of bank selection in the United Arab 

Emirates. International Journal of Bank Marketing, 31(3), 206-228. 

Schewan, C. D. ( 1973). Selected social psychological models for analyzing buyers. The 

Journal of Marketing, 4(3), 31-39. 

Schiffman, L., Hansen H., & Kanuk L. (2007). Consumer Behaviour: A European Outlook. London: 

Pearson Education. 

Schlaegel, C., & Koenig, M. (2014). Detenninants of entrepreneurial intent: a meta-analytic 

test and integration of competing models. Entrepreneurship Theory and 

Practice, 38(2), 291-332. 

Schumacker, R. E., & Lomax, R. G. (2010). A Beginner's Guide to. Stntctural Equation 

Modeling (3rd Edition). New York: Taylor & Francis Group. 

Seipati, B., Norman, C., & Christopher, T. C. (2016). The factors affecting customers' 

decisions to adopt Islamic banking. Banks and Bank Systems, 11(4), 31-45 . 

Sekaran, U. & Bougie, R. (2010). Research methods for business: A skill building approach 

(5th ed.). Chichester. 

Sekaran, U. (2003). Research method for business: A skill Approach. New Jersey: John Willey 

and Sons, Inc. 

Sekaran, U. (2009). Research Methods for Business: A Skill Building Approach. UK: John 

Wiley & Sons. 

Shanmugam, A., Savarimuthu, M. T., & Wen, T. C. (2014). Factors Affecting Malaysian 

Behavioral Intention to Use Mobile Banking With Mediating Effects of 

attitude. Academic Research international, 5(2), 236. 

Sheldon, P. (2008). The relationship between unwillingness-to-communicate and students' 

Facebook use. Journal of Media Psychology, 20(2), 67-75. 

263 



Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The theory of reasoned action: A 

meta-analysis of past research with recommendations for modifications and future 

research. Journal of consumer research, 15(3), 325-343. 

Sherazi, S. K., Iqbal, M. Z., Asif, M., Rehman, K., & Hussain Shah, S.S. (2013) . Obstacles to 

small and medium enterprises in Pakistan: Principal component analysis 

approach. Middle-East journal of scientific research, 13(10), 1325-1334. 

Shih, Y. Y ., & Fang, K. (2004). The use of a decomposed theory of planned behavior to study 

Internet banking in Taiwan. Internet Research, 14(3), 213-223. 

Shinnar, R. S., Giacomin, 0., & Janssen, F. (2012). Entrepreneurial perceptions and intentions: 

The role of gender and culture. Entrepreneurship Theory and practice, 36(3), 465-493. 

Shinnar, R. S., Giacomin, 0., & Janssen, F. (2012). Entrepreneurial perceptions and intentions: 

The role of gender and culture. Entrepreneurship Theory and practice, 36(3), 465-493 . 

Shinozaki, S. (2012). A New Regime of SME Finance in Emerging Asia: Empowering Growth­

Oriented SMEs to Build Resilient National Economies: Asian Development Bank 

working paper series on Regional Economic Integration, 104. 

Siddique, I., Saleem, I., & Abbas, S. (2016). SMEs Business Growth Model and Mediating 

Role of Market Orientation. Pakistan Business Review, 17( 4 ), 845-862. 

Singh, F., & Kaur, M. (2014). Small and Medium Enterprises' Awareness Regarding Export 

Credit Delivery System. Management and Labour Studies, 39(1), 63-79. 

Singh, S., Srivastava, V., & Srivastava, R. K. (2010). Customer acceptance of mobile 

banking: A conceptual framework. SIES Journal of management, 7(1), 55-67. 

264 



Sivarajah, K., & Achchuthan, S. (2013). Entrepreneurial Intention among Undergraduates: 

Review of Literature. European Journal of Business and Management, 5(5), 172-186, 

2013. 

Slovic, P. (2016). The perception of risk. UK: Routledge. 

SME (2009) . SME Sector: SME Bank Pakistan. Retrieved from http://www.smebank.org on 

12 December, 2015. 

SMEDA Pakistan, (2013). Developing SM£ Policy in Pakistan . Retrieved from 

http: //www.smeda.org.pk/main on 12 December, 2015. 

SMEDA. (2009). SME Policy 2006-07. Retrieved from http://www.smeda.org.pk on 12 

December, 2015. 

Smith, M. B. (1947). The personal setting of public opinions: A study of attitudes toward 

Russia . Public Opinion Quarterly, 11(4), 507-523. 

Solesvik, M. Z. (2013). Entrepreneurial motivations and intentions: investigating the role of 

education major. Education and Training, 55(3), 253-271. 

Sommer, L., & Haug, M. (2011 ). Intention as a cognitive antecedent to international 

entrepreneurship-understanding the moderating roles of knowledge and 

experience. International Entrepreneurship and Management Journal, 7(1), 111-142. 

Souiden, N., & Rani, M. (2015). Consumer attitudes and purchase intentions toward Islamic 

banks: the influence of religiosity. International Journal of Bank Marketing, 33(2), 

143-161. 

Southey, G. (2011 ). The theories of reasoned action and planned behaviour applied to 

business decisions: a selective annotated bibliography. Journal of NeH1 Business Ideas 

& Trends, 9(1), 43-50. 

265 



Sripalawat, J., Thongmak, M., & Ngramyam, A. (2011). M-banking in metropolitan Bangkok 

and a comparison with other countries. Journal of computer information systems, 51(3), 

67-76. 

Srivastava, K., & Sharma, N. K. (2011). Exploring the multidimensional role of involvement 

and perceived risk in brand extension. International Journal of Commerce and 

Management, 21(4), 410-427. 

State Bank of Pakistan, (2010). State Bank of Pakistan Policy and Regulation. Karachi: 

Pakistan. 

State Bank of Pakistan, (2014). Knowledge, Attitude and Practices of Islamic Banking m 

Pakistan. Department of International Development: Ebiz Consulting, Pakistan. 

State Bank of Pakistan, (2015). National Financial Inclusion Strategy Pakistan. Karachi: 

Pakistan. 

State Bank of Pakistan, (2016) . Prudential Regulations for Small & Medium Enterprises 

Financing. Karachi: Pakistan. 

State Bank of Pakistan,(2015). Quarterly SME Finance Review: Infrastructure, Housing & 

SME Finance Department. Karachi: Pakistan. 

Subhan, Q. A., Mehmood, M. R., & Sattar, A. (2013, January). Innovation in Small and 

Medium Enterprises (SME's) and its impact on Economic Development in Pakistan. 

In Paper was presented in 6th International Business and Social Sciences Research 

Conference (pp. 3-4). 

Suki, N. M., & Suki, N. M. (2011). Exploring the relationship between perceived usefulness, 

perceived ease of use, perceived enjoyment, attitude and subscribers' intention towards 

using 3G mobile services. Journal of Information Technology Management, 22(1), 1-7. 

266 



Sun, S., Goh, T ., Fam, K. S., Xue, Y., & Xue, Y. (2012). The influence of religion on Islamic 

mobile phone banking services adoption. Journal o_( Islamic Marketing, 3(1 ), 81-98. 

Swierczek, F. W., & Ha, T. T. (2003). Entrepreneurial orientation, uncertainty avoidance and 

firm performance: an analysis of Thai and Vietnamese SMEs. The International 

Journal of Entrepreneurship and Innovation, 4( l ), 46-58. 

Swierczek, F . W. , & Jatusripatak, S. (1994). Exploring entrepreneurship cultures in Southeast 

Asia . Journal of Enterprising Culture, 2(02), 687-708. 

Swierczek, F. W., & Thai, T. H. (2003). Motivation, entrepreneurship and the perfonnance of 

SM Es in Vietnam. Journal a/Enterprising Culture, 11(01), 47-68. 

Tabachnick, B. G., & Fidell, L. S. (2007). Using multivariate statistics. UK: Allyn & 

Bacon/Pearson Education. 

Tara, N. , Irshad, M., Khan, M. R., Yamin, M., & Rizwan, M. (2014). Factors Influencing 

Adoption of Islamic Banking: A Study from Pakistan. Journal of Public Administration 

and Governance, 4(3), 352-367. 

Tarhini, A. , Hone, K., & Liu, X. (2014) . The effects of individual differences on e-leaming 

users ' behaviour in developing countries : A structural equation model. Computers in 

Human Behavior, 41(4), 153-163. 

Taylor, S., & Todd, P. (1995). Decomposition and crossover effects in the theory of planned 

behavior: A study of consumer adoption intentions. International journal of research in 

marketing, 12(2), 137-155. 

Tenenhaus, M., Vinzi, V. E. , Chatelin, Y. M., & Lauro, C. (2005). PLS path modeling. 

Computational Statistics & Data Analysis, 48(1), 159-205. 

267 



Teo, A. C. , Tan, G. W. H. , Cheah, C. M., Ooi, K. B., Yew, K. T. (2012). Can the demographic 

and subjective norms influence the adoption of mobile banking?. International Journal 

of Mobile Communications, 10(6), 578-597. 

Terungwa, A: (2012). Risk management and insurance of small and medium scale enterprises 

(SMEs) in Nigeria. International Journal of Finance and Accounting, 1(1), 8-17. 

Thakur, R., & Srivastava, M. (2013). Customer usage intention of mobile commerce in India: 

an empirical study. Journal of Indian Business Research, 5(1 ), 52-72. 

Thambiah, S., Ismail, H., & Malarvizhi, C. (2011). Islamic Retail Banking Adoption: A 

Conceptual Framework. Australian Journal of Basic & Applied Sciences, 5(12), 15-27. 

The World Bank, (2015). Financial Inclusion. Retrieved from 

http ://www.cgap.org/taxonomy/term/52 on 10 December, 2015. 

The World Bank,(2014). Global Financial Development Goals Report. Washington DC: The 

green press. 

Tolba, A., Seoudi, I., & Fahmy, K. (2015). Factors influencing intentions of Egyptian MSME 

owners in taking commercial bank loans. Journal of Small Business and 

Entrepreneurship, 27(6), 497. 

Trafimow, D., & Finlay, K. A. (1996). The importance of subjective nonns for a minority of 

people: Between subjects and within-subjects analyses. Personality and social 

psychology bulletin, 22(8), 820-828. 

Triandis, H. C. ( 1979). Values, attitudes, and interpersonal behavior: Presented in Nebraska 

symposium on motivation. Nebraska: University of Nebraska Press . 

268 



Tyszka, T., Cieslik, J., Dornurat, A., & Macko, A. (2011 ). Motivation, self-efficacy, and risk 

attitudes among entrepreneurs during transition to a market economy. The Journal of 

Socio-Economics, 40(2), 124-131. 

UMA, D. (2013). Role of SMEs in economic development of India. Asia Pacific Journal of 

Marketing & Management Review, 2(6), 120-126. 

United Nations, (2013). United Nations Secretary-Generals Special Advocate For Inclusive 

Finance For Development: Complementarity of financial inclusion, integrity and 

s !ability. Retrieved from http://www.unsgsa.org/priori ties/focus-areas/financial-inclusion­

integri ty-and-sta bility on 10 December, 2015. 

Vanderstoep, S. W., & Johnston, D. D. (2009). Research methods for everyday life. New 

Jersey: John Willey & Sons Inc. 

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control, intrinsic 

motivation, and emotion into the technology acceptance model. Information systems 

research, 11(4), 342-365. 

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance 

model: Four longitudinal field studies. Management science, 46(2), 186-204. 

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of 

information technology: Toward a unified view. MIS quarterly, 4 (4), 425-478. 

Venkatesh, V ., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information 

technology: extending the unified theory of acceptance and use of technology. MIS 

quarterly, 4 (3), 157-178. 

Verardi, V. , & Croux, C. (2008). Robust regression in Stata. UK: Pearson Education. 

269 



Verhees, F. J ., & Meulenberg, M. T. (2004). Market orientation, innovativeness, product 

innovation, and performance m small firms. Journal of small business 

management, 42(2), l 34-154. 

Vinzi, V. E., Lauro, C., & Tenenhaus, M. (2003). PLS path modelling (Doctoral Dissertation). 

Retrieved from online repository of University of Naples: Naples. 

Wahlgren, A ., & Virtanen, A. (2015). Owner-managers' motivation and the growth of family­

owned small and medium-sized enterprises. International Journal of Entrepreneurship 

and Small Business, 26(3), 293-3 l l. 

Wahyuni, S. (2012). Moslem community behavior in the conduct of Islamic bank: The 

moderation role of knowledge and pricing. Procedia-Social and Behavioral 

Sciences, 57, 290-298. 

Wahyuni, S., Sakur, S., & Arifin, T. (2013). Knowledge as an antecedent variable of intention 

to use Islamic banking product: In ASEAN/Asian Academic Society International 

Conference Proceeding Series, (pp. 245-253). 

Waita, S. M. (2013). Entrepreneurial Motivation As A Factor Affecting Small and Medium 

Enterprises Perfonnance in the coffee subsector in Kenya; A Case Study of Tropical 

Farm Management Kenya Limited. International Journal of Academic Research in 

Business and Social Sciences, 3(12), 98-110. 

Wamba, S. F., & Carter, L. (2016). Social media tools adoption and use by SMES: An 

empirical study. In Social Media and Networking: Concepts, Methodologies, Tools, and 

Applications (pp. 791-806). IGI Global. 

270 



Wang, H., Hall, N. C., & Rahimi, S. (2015). Self-efficacy and causal attributions in teachers: 

Effects on burnout, job satisfaction, illness, and quitting intentions. Teaching and 

Teacher Education , 47(3), 120-130. 

Warshaw, P. R., & Davis, F. D. (1985). Disentangling behavioral intention and behavioral 

expectation. Journal of experimental social psychology, 21(3), 213-228 . 

Wennberg, K., Pathak, S. , & Autio, E. (2013). How culture moulds the effects of self-efficacy 

and fear of failure on entrepreneurship. Entrepreneurship & Regional 

Development, 25(9-10), 756-780. 

Wiedmann, K., Hennigs. N., & Siebels, A. (2007) . Measuring Luxury consumer perception: A 

cross-culture framework. Academy of Marketing Science review, 2(7), 131-142. 

Wilson, M., & Sapsford, R. (2006). Data collection and analysis. UK: Sage Publishers. 

Winer, R. S. (2009). New communications approaches in marketing: Issues and research 

directions . Journal of interactive marketing, 23(2), 108-117. 

Xiang,D.,Worthington,A.C.,Higgs,H.,(2011). Firm-level determinants and impacts of finance­

seeking behavior and outcomes for small and medium-sized enterprises (SMEs) in 

Australia: (Finance Discussion Paper No. 2011-2015). Department of Accounting, 

Finance and Economics, Griffith University. 

Xiao, J. J ., Tang, C., Serido, J ., & Shim, S. (2011). Antecedents and consequences of risky 

credit behavior among college students: Application and extension of the theory of 

planned behavior. Journal of Public Policy & Marketing, 30(2), 239-245. 

va·gobi, N. M ., & Rad, Z. N. (2015). Effective Behavioral Factors on Customers' Intention to 

Use Mobile Banking Services (Case Study: Saderat Bank Branches of Mashhad) . Arth 

prabandh: A Journal of Economics and Management, 4(2), 128-143. 

271 



Yaghoubi, N. M. Ebrahim bahmani. (2010). Factors Affecting the Adoption of Online Banking­

An Integration of Technology Acceptance Model and Theory of Planned Behavior, 

(Preliminary Draft). 

Yahaya, S., Yusoff, W. S. B. W., Idris, A. F. B., & Haji-Othman, Y. (2014). Conceptual 

Framework for Adoption of Islamic Banking in Nigeria: The Role of Customer 

Involvement. European Journal of Business and Management, 6(30), 11-24. 

Yu, C. S. (2012). Factors affecting individuals to adopt mobile banking: Empirical evidence 

from the UTA UT model. Journal of Electronic Commerce Research, 13(2), 104-120. 

Zhang, K. Z., Cheung, C. M., & Lee, M. K. (2014). Examining the moderating effect of 

inconsistent reviews and its gender differences on consumers' online shopping 

decision. International Journal of Information Management, 34(2), 89-98. 

Zhou, T. (2011). Understanding online community user participation: a social influence 

perspective. Internet research, 21(1), 67-81. 

Zikmund, W. G. (2000). Business Research Methods, 6th (ed). USA: Dryden Press. 

Zin, S. M., Ahmad, N., Ngah, N. E. B., Ismail, R. B., Ibrahim, N. B., & Abdullah, I. H. T. B. 

(2012). Motivation Model for Employee Retention: Applicability to HRM Practices in 

Malaysian SME Sector. Canadian Social Science, 8(5), 8-12. 

272 



Annexure A - Summary of Manufacturing Units in Punjab (District Wise) 
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COMPOSIT 
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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 
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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 
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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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