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Abstract

Youth entrepreneurs in Malaysia are getting very little financial assistance despite the
various funding options available for small and medium enterprises (SMEs). While
financial institutions are the main source of external finance to SMEs, this financing option
is often not readily accessible to youth entrepreneurs due to the latter’s high-risk profile.
Islamic crowdfunding, which offers access to financing that conforms to Shari’ah
principles, has the potential to significantly change the financing landscape for youth
entrepreneurs. To enable this, it is crucial to examine factors influencing an entrepreneur’s
intention to accept the Islamic crowdfunding as an alternative financing mechanism. This
research aims to identify factors influencing the intention to accept Islamic crowdfunding
among youth entrepreneurs in Malaysia. The data were collected based on a sample of 260
youth entrepreneurs in Malaysia through adopted questionnaires. The data were analysed
using the Partial Least Squares-based Structural Equation Modelling (PLS-SEM). The
results revealed that perceived usefulness, perceived ease of use, self-efficacy, Islamic
platform, and financial accessibility have positive influences on youth entreprencurs’
intention to accept the Islamic crowdfunding, but it was not the case for social influence.
The findings for perceived risk, however, show a positive influence on intention instead of
negative influence. Perceived usefulness significantly mediates the relationship between
perceived ease of use and intention as suggested by the Technology of Acceptance Model
(TAM). The findings of this study will help crowdfunding platform providers and
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policymakers have a better understanding of Islamic crowdfunding acceptance by youth
entrepreneurs thus enhancing the growth of the crowdfunding sector in Malaysia.

Keywords: alternative financing, technology acceptance model, perceived ease of use,
perceived usefulness, intention to accept.

1. Introduction

Obtaining finance is one of the foremost challenges among youth entrepreneurs due to lack
of collateral, lack of credit history, inability to provide financial statements and other strict
terms and conditions which financial institutions consider essential for evaluating
creditworthiness. In their early stages of operations, youth entrepreneurs do not have
audited financial statements, limited tangible assets that can be pledged as collateral, and
inability to cope with high financing rates (Berger & Udell, 1998). The inability to fulfil
these financing requirements make it difficult for financial institutions to assess youth
entrepreneurs’ creditworthiness, leading to difficulties in obtaining the required financing
(Rahman et al., 2016; Chik et al., 2015; Khan & Anuar, 2016; Duasa & Thaker, 2016;
BNM Annual Report, 2016). Youth entrepreneurs lack sufficient value due to their high-
risk profile, leading to expanding access to finance costly and risky. Without sufficient
financing, youth entrepreneurs are not able to grow further and bring about advanced
development changes in the economy. Thus, increasing access to financing is necessary for
youth entrepreneurs to unleash their potential to contribute to economic growth.

A new alternative financing mechanism known as crowdfunding has emerged and has the
potential to minimise the complications in accessing financing from financial institutions
(Rahim et al., 2018). Past studies suggested crowdfunding may solve small and medium
enterprises (SMEs) issues of accessing financing (Belleflame et al., 2014; Mollick, 2014).
This new financial innovation has the potential to bring tremendous change to widen
financing options for SMEs and start-ups (Ghazali & Yasuoka, 2018). In Malaysia, Bank
Negara Malaysia (BNM) in its Report on Financial Stability and Payment Systems (2016)
estimated that there are RM21.8 billion SME-related financing issues that could potentially
be mitigated by alternative financing including crowdfunding. For this potential to be
realised, youth entrepreneurs must first accept and start using this new innovative
financing. However, some barriers make this industry unable to be utilised fully by youth
entrepreneurs in SMEs (Ghazali & Yasuoka, 2018). These barriers could exist due to a lack
of Islamic practices that prevent entrepreneurs from using existing online channels to raise
funds (Saiti et al., 2019; Dahlan et al., 2016). A study by Salim and Kassim (2018) revealed
that youth entrepreneurs in Institusi Pendidikan MARA (IPMA) may consider using
crowdfunding if Shari’ah-compliant crowdfunding platforms are available in the market.
Seventy-eight percent of business owners in Malaysia indicated having no knowledge of
crowdfunding operations (Asian Institute of Finance, 2017). They also lack the specific
skills needed to venture into crowdfunding, such as English proficiency, marketing,
pitching, and presentation skills. Further, Yang and Lee (2018) stated that the associated
risks, such as financial risk, plagiarism risk (idea-stealing), and potential reputation loss,
may undermine crowdfunding sustainability. Considering the current situation, it is thus
essential to better understand the key factors that may influence youth entrepreneur’s

444



Salim et al.

intention towards crowdfunding. Ley and Weaven (2011) suggest future research should
focus on determining the factors that influence entrepreneurs to use crowdfunding.

Past literature have included the acceptance of crowdfunding mostly from the perspective
of investors, with very few studying entrepreneurial behaviour (Meric et al., 2016).
Furthermore, according to Ali et al. (2018), there is a lack of research related to the
acceptance of crowdfunding from the aspect of Shari’ah. In Malaysia, there are limited
studies that discuss youth entrepreneurs and their acceptance factors towards Islamic
crowdfunding. Hence, to fill the gap, the current study will examine factors influencing
youth entrepreneurs in Malaysia to use the Islamic crowdfunding model as an alternative
financing mechanism. For this purpose, Extended TAM suggested by Davis et al. (1989),
is adopted as a theoretical framework. Along with TAM core constructs (intention,
perceived ease of use, and perceived usefulness), the researchers decided to include
perceived risk, financial accessibility, Islamic platform, self-efficacy, and social influence
to expand the phenomenon under investigation.

It is expected that the study findings will assist in comprehending the key factors that may
influence youth entrepreneur’s intention towards crowdfunding. Better understanding of
these factors may inspire youth entrepreneurs to look to these new financing sources and
further explore crowdfunding operations, enabling them to tap on the crowdfunding
potentials, leading to crowdfunding sustainability.

The paper is organised as follows. First, a review of the literature on technological
acceptance models and crowdfunding. Next, the research model, variables, and proposed
research hypotheses are explained. Following this, the methodology used in the study, and
the results attained are presented and discussed. Finally, the study’s conclusions,
implications as well as limitations and future directions are presented.

2. Literature Review
2.1 Technology Acceptance Model

Technology acceptance is defined as the choice to acquire and adopt a new invention or
innovation. The most popular models and theories examining an individual’s technology
acceptance include Theory of Reasoned Action (TRA), Theory of Planned Behaviour
(TPB), Technology Acceptance Model (TAM), Innovation Diffusion Theory (IDT), and
Unified Theory of Acceptance and Use of Technology (UTAUT).

After reviewing the existing models and theories, the TAM model is the most favourable
model to be used for determining an innovative technology such as crowdfunding. Davis
(1989) developed TAM, and it is an adaption of TPB and TRA which has been tailored to
the technology acceptance context. According to Davis et al. (1989), behaviour intention
for technology acceptance can be measured through two key constructs, namely perceived
ease of use (PEOU) and perceived usefulness (PU). PEOU is defined as “the degree to
which an individual expects that by using a particular system would be free of effort, e.g.,
not be overly complex, confusing or difficult to use”. PU refers to an “individual’s
perception that using the new technology will increase his or her performance”. TAM can
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be characterised as easy, simple, and focuses on voluntary individual acceptance
(Yousafzai et al., 2010).

Despite its strengths, TAM has been considered to have some weaknesses especially on
predictive power (Ajibade, 2018). Davis (1989) believed that researchers can enhance the
predictive power of TAM by combining it with other variables to make it fit for explaining
specific technology acceptance context. TAM has been criticised for not considering some
important theoretical constructs such as social influence (Malhotra & Galleta, 1999;
Olushola & Abiola, 2017; Ristola, 2010) and lack of individual difference factors such as
self-efficacy (Ghongli et al., 2019). TAM has also been commented for its emphasis on
positive constructs while neglecting the importance of negative constructs such as
perceived risk (Yang & Lee, 2018). Thus, many researchers have extended and integrated
TAM with other theories or models and have achieved better results.

2.2 Crowdfunding: Definitions and Business Models

The definition of crowdfunding is still in the revolutionary modification state, causing the
complete crowdfunding definition to be expeditiously defined (Mollick, 2014). Mollick
(2014) provides most comprehensive crowdfunding definition from the entrepreneurial
viewpoint by describing it as “the efforts by entrepreneurial individuals and groups either
cultural, social, or for-profit to fund their ventures by drawing on relatively small
contributions from a relatively large number of individuals using the internet, without
standard financial intermediaries”. In other words, crowdfunding is a new financing source
which uses the help of the internet to connect businesses or individuals with funders or
investors. Depending on the purpose of a project, there are two categories of crowdfunding
models — non-financial crowdfunding model (in the form of donation- or reward-based) or
the financial crowdfunding model (in the form of debt-based and equity).

Donation-based crowdfunding is a model designed to raise funds through donations,
microfinancing, and social causes (Rijanto, 2018). A fundraiser is essentially requesting
the support of others towards a specific project. This model operates on the power of
crowd-giving, whereby funders do not expect to receive anything in return for their
donations (Mollick, 2014). However, entrepreneurs seeking money through crowdfunding
without private claims must generate non-monetary motivations such as invitations to visit
the project being backed, mentions, or simple acknowledgments as incentives to ensure
financing. (Rijanto.2018; Boudreau, Jeppesen, Reichstein & Rullani, 2021).

Reward-based crowdfunding is considered a pre-order in which fundraisers search for
funding on the (crowdfunding) platform to fund their product. Subsequently, a particular
product edition will be delivered to funders as a reward (Cox & Nguyen, 2018). A reward-
based crowdfunding project receives the funded amount beforehand in a pre-order product;
hence, the funder's money supports the product manufacturing (Lam & Law, 2016).

Debt-based model is known as peer-to-peer (P2P) lending. The funders will provide funds

for a specified period, and expect their funds to be returned either with or without interest.

According to Belleflamme et al. (2014), funders offer a specific interest rate on successful

projects if the project pays out. At the same time, funders bear the risk of losing their capital

if the fundraiser is unable to repay them. Equity crowdfunding prioritises monetary returns
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for funders (Ahlers, Cumming, Gunther, & Schweizer, 2015). Belleflamme et al. (2014)
pointed out that funders will receive a return in the shares or profit-sharing form in this
model type. Thus, equity crowdfunding is the most complex crowdfunding form requiring
much information and regulations (Wilson & Testoni, 2014).

In summary, the appropriate crowdfunding business model according to business needs is
essential because each model offers different rewards.

2.3 Benefits and Barriers to Crowdfunding

There are multiple benefits provided to entrepreneurs through crowdfunding as an
alternative financing mechanism. Crowdfunding improves access to financing among
underserved groups, including youth entrepreneurs (InfoDev, 2013; Jenik et al., 2017;
Onyango, 2018). Crowdfunding provides an indication of how ideas or projects will
perform in the real market (Sarkar, 2016). Thus, fundraisers will have the opportunity to
refine and validate their business propositions (Adhikary et al., 2018). Entrepreneurs use
crowdfunding to validate market potential as well as to gain better customer acceptance
(Schwienbacher & Larrade, 2010; Lambert & Schwienbacher, 2010). Crowdfunding is also
considered a marketing tool to increase brand and product awareness and to get honest
customer feedback (Manchanda & Muralidharan, 2014). Crowdfunding eliminates
geographical barriers opening up the opportunity for entrepreneurs to raise financing from
both local and international investors (Agrawal et al., 2011).

Despite the strategic benefits of crowdfunding for entrepreneurs, crowdfunding
technologies present complexities, especially for start-ups (Gleasure, 2015). According to
Gerber and Hui (2013), the inability to attract supporters, fear of public disclosure and
failure are among the reasons that hinder entrepreneurs from using crowdfunding. On a
similar note, Gleasure (2015) studied the resistance among entrepreneurs in Ireland
towards crowdfunding and found that entrepreneurs avoided crowdfunding due to factors
such as little strategic value, unable to commit time and effort, fear of visible failure and
fear of disclosure.

2.4 Crowdfunding Success Factors

Startups Team (2018) reported that the average success rate of a crowdfunding campaign
is 50%, with 78% of campaigns exceeding their goal. In the Malaysian context, a study by
Lew et al. (2019) revealed that the success rate for Mystartr is 15.28% in 2018. Another
study conducted by Rahman et al. (2016) reported that from 103 projects funded in Pitchin
and Mystartr, only 20 projects were successful, making the success rate is 19.42%. It is
thus important for entrepreneurs to know the factors that they need to consider before
participating in a crowdfunding to ensure funding for their projects or idea.

Koch and Siering (2015) found that project founders can increase their funding success on
crowdfunding platforms through appropriate project descriptions, including providing
information in image, text, and video formats. Thus, it is important for entrepreneurs to
have skills on information and communication technology (ICT) and knowledge on how
crowdfunding works as these will help in the process of funding (Koch & Seiring, 2015).
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In the case of Malaysia, language is one of the factors contributing to a successful
fundraising (Rahman et al., 2016). Entrepreneurs need to possess good English
communication competency as most social media platforms and information related to
fundraising are in English (Rahman et al., 2016).

Mollick (2014) believed that social network size leads to the success of a project.
Entrepreneurs need to broaden their network which comprise of family members, friends
and neighbours before participating in crowdfunding as this helps in increasing their
funding chances (Rey-Marti et al., 2019). Agrawal et al. (2011) stated that early investment
by friends and family is an important sign of entrepreneurial commitment. The flexibility
and adaptability of platforms are signs of opportunities for success. According to Amuna
(2019), the services in each crowdfunding platform must be attractive such as unique link
for each project, administrative financial services, sponsorships, and others as these can
promote participation in crowdfunding. The willingness and motivation to participate in
crowdfunding can be affected by the crowdfunding platforms (Willems, 2013).

2.5 Islamic Crowdfunding

Islamic crowdfunding can be defined as the minimal money utilisation obtained from the
masses or organisations to fund a business or project through an online platform based on
Shari’ah principles (Achsien & Purnamasari, 2016). The operations of crowdfunding and
Islamic crowdfunding are basically the same except that Islamic crowdfunding raises
financing through online Shari’ah-compliant platforms. This is to ensure that there are no
prohibited projects, no Riba and the risks of the investment are fairly and equitably shared
(Wahjono et al., 2017; Alonso, 2015). There are four parties involved in an Islamic
crowdfunding, namely (i) project initiator/fundraiser, (ii) funders/investors, (iii)
crowdfunding operator, and (iv) Shari’ah board.

Since more than 1.6 billion of the world’s population is Muslim, there is good reason to
anticipate the future of Islamic crowdfunding as a new financing tool. However, according
to the Islamic Financial Services Industry Stability Report (2017) published by the Islamic
Financial Services Board (IFSB), there are only 80 Islamic-oriented crowdfunding
platforms all over the world. This number, reflected also by the limited amount of research
that has been conducted in this area, shows that Islamic crowdfunding is still in its infancy.

2.6 Crowdfunding Acceptance among Entrepreneurs

There is a dearth of scholarly research that attempted to identify the factors influencing the
acceptance of the Islamic crowdfunding model by youth entrepreneurs in Malaysia. A
study by Thaker (2016) on the acceptance of Islamic crowdfunding as a source of financing
among SMEs in Malaysia revealed that both PU and PEOU significantly influence the
intention of SMEs to use Islamic crowdfunding. However, this study only focused on PU
and PEOU and ignored other factors that might give impact to the intention to use. On the
same note, Husin et al. (2019) conducted a study, using TAM, to investigate factors that
could impact SMEs intention to use the Islamic crowdfunding model. 1t was found that
PEOU is the only significant factor impacting the intention to use the Islamic crowdfunding
model while PU was found insignificant. Nevertheless, this study also considered limited
factors namely PU and PEOU without considering other factors.
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In China, Yang and Lee (2018) investigated entrepreneurs’ positive and negative
perceptions about crowdfunding by using the Innovation Diffusion Theory (IDT), the Two
Factor Theory and the Status Quo Bias Theory. The study found that relative advantage
and result demonstrability acted as strong predictors on crowdfunding while operational
cost, complexity and reputational risk have negative intention on the acceptance of
crowdfunding. This study also found that information disclosure was not significant, which
can be a basis for future studies since information disclosure was documented in the
literature as important factor that hinders entrepreneurs from using crowdfunding. Kim
(2017) examined the acceptance of crowdfunding among users in Korea. TAM was applied
with an additional construct which is perceived risks to examine the factors. Through the
structural equation modelling (SEM) approach, the results showed strong support for the
validity of TAM in predicting user’s intention to accept crowdfunding.

Pangaribuan and Wulandari (2018) measured user acceptance on crowdfunding platforms
using the Unified Theory of Acceptance and the Use Technology (UTAUT) in Indonesia
and revealed that performance expectancy, effort expectancy and facilitating conditions
have positive relationships with user acceptance of crowdfunding, with effort expectancy
being the most dominant variable. However, this study did not specifically measure an
entrepreneur’s intention as the study focused on anyone who has the potential to be a user
of a crowdfunding platform, either as a creator or funder.

Jaziri and Miralam (2019) investigated factors influencing the acceptance of crowdfunding
among novice entrepreneurs in Tunisia. TAM was employed and incorporated with two
additional constructs, which are perceived risk and perceived trust. The results revealed
that perceived risk plays a major role in affecting entrepreneur’s intention to use
crowdfunding. However, their study also highlighted factors related to personality traits
which were not included in the study, and suggested that they be tested in future research,
as these traits may influence entrepreneur’s intention.

Islam and Khan (2021) examined the factors affecting start-up entrepreneurs in Bangladesh
in accept crowdfunding by employing UTAUT model. The model was extended by three
additional constructs, which were perceived risk, perceived trust and trialibility.
Empirically, it was found that performance expectancy, effort expectancy, social influence,
facilitating conditions and perceived trust have significant effect on start-up entrepreneur’s
intention to use crowdfunding. Trialibility and perceived trust were not significant. In
voluntary settings, trialibility was generally found as an insignificant factor, while
perceived trust is more relevant from the perspective of investors as the provider of funds
rather than entrepreneurs as the receivers of fund.

A study by Hasan et al. (2018) on the determinants of an entrepreneur’s behavioural
intention to participate in crowdfunding process in Dhaka revealed that technology
awareness, financial openness and perceived cost significantly affected entrepreneur’s
intention. However, this study also ignored some factors deemed important to be measured
in the context of technological innovation such as PU and PEQU.
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Based on the review above, it is revealed that very little research had been conducted to
examine youth entrepreneurs' intention to accept and/or use crowdfunding. Thus, there is
a demand for more studies to examine the factors affecting youth entrepreneurs' intentions
with regard to their acceptance crowdfunding. Davis (1989) believed that researchers could
enhance the TAM predictive power by discovering other variables to make it fit for
explaining specific technology acceptance contexts. This study, therefore, adds additional
constructs to the proposed model. Perceived risk is considered a useful construct in
exploring a user’s perception in accepting new technology like crowdfunding (Kim, 2017).
Therefore, this current study uses perceived risk as one of the independent variables for the
proposed conceptual framework. Financial accessibility and Islamic platform were added
into the proposed conceptual framework based on their significance in the crowdfunding
research context. The importance of financial accessibility is confirmed in the literature
regarding crowdfunding (Schwienbacher & Larralde, 2010; Ley & Weaven, 2011; Pereira,
2012; Gerber & Hui, 2013: Mollick, 2014; Virani & Kaur, 2016; Mokhtarrudin et al.,
2017). According to Ali et al. (2018), the existing studies in the area of crowdfunding
acceptance have not tackled SMEs’ acceptance of crowdfunding from a Shari’ah
perspective. Thus, Islamic platform was also used for the proposed conceptual framework
as one of the independent variables. The current study also integrates self-efficacy and
social influence with TAM constructs. Considering earlier criticisms, incorporating these
factors is deemed appropriate.

3. Research Model and Hypothesis Development
3.1 Research Model

This current study focuses on new and innovative technology; in this case, crowdfunding
with the intent to assess the factors influencing youth entrepreneurs’ intention to accept the
Islamic crowdfunding model. TAM serves as the most appropriate model to be employed
in this study. TAM is adopted for many reasons. Firstly, TAM maintains its consistency
and validity in the IS/IT acceptance determinant studies under different technologies or
different situations (Ramayah et al., 2003). Secondly, TAM has been cited more than
43,000 times, and the work of Davis et al. (1989) has been used over 22,300 times
(Binyamin, 2019). Thirdly, no single model or theory can cover all acceptance factors due
to the behavioural research complexity. TAM is still being used as the core model due to
its flexibility in allowing the addition of more variables or integration with other models
and theories (Lou & Li, 2017). The flexibility feature enables the researchers to easily
integrate the desired variables into the proposed model to investigate the youth
entrepreneurs’ acceptance factor in crowdfunding.

The researchers advocate that the TAM alone is insufficient to model youth entrepreneurs’
behaviour. The research thus extends the TAM with PU, PEOU, social influence (Sl), self-
efficacy (SE), perceived risk (PR), Islamic platform (IP), and financial accessibility (FA),
as depicted in Figure 1, to understand the factors influencing youth entrepreneurs' intention
to accept the Islamic crowdfunding model in Malaysia. The proposed framework manifests
how these factors influence youth entrepreneurs’ intention to accept the Islamic
crowdfunding model as an alternative financing mechanism. The proposed framework not
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only enriches the conceptual understanding of how these factors influence youth
entrepreneurs’ intention to accept the Islamic crowdfunding model but also serves as a
foundation for further theoretical and empirical investigations. It can also help the platform
owner design an effective crowdfunding model to suit the needs of youth entrepreneurs.

Perceived
Usefulness

Perceived
Ease of Use

Visibility

Social
Influence

r——
Subjective
Norm

-~

Intention to Use Islamic
Crowdfunding Model

Plagiarism
Risk

Perceived Risk

Financial Risk

—
Reputational Self-Efficacy
Risk

Islamic — Dj_rect effECt
Platform e Indirect effect

Figure 1: Proposed Factors Influencing Islamic Crowdfunding Acceptance
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3.2 Hypothesis Development
3.2.1 Perceived Usefulness (PU)

PU refers to “individual’s perception that using the new technology will increase his or her
performance” (Davis et al., 1989). PU is the primary significant factor affecting technology
acceptance in the information system area and the strongest intention predictor within
different fields. The current study defines PU as the benefits that youth entrepreneurs can
gain from the Islamic crowdfunding model acceptance. Thus, entrepreneurs perceiving
significant financial and value-added benefits from crowdfunding are more likely to accept
the crowdfunding model (Yang & Lee, 2018).

A study by Thaker (2016) on the acceptance of Islamic crowdfunding model among SMEs
revealed that PU has significant positive relationship with the intention to use Islamic
crowdfunding model. It shows that SMEs are attracted to the benefits that Islamic
crowdfunding model can offer. On the same note, Jaziri and Miralam (2019) studied factors
influencing novice entrepreneurs in Tunisia to use crowdfunding and revealed that PU
positively influences entrepreneur’s intention to use crowdfunding. The entrepreneurs are
convinced that crowdfunding is useful especially with regard to the speed and efficiency
of getting funding. A study by Chuang, Liu, and Kao (2016) in Taiwan revealed that PU
has a significant positive effect on the behavioural intention to use fintech services as the
entrepreneurs believe that fintech help in performing their transactions. Eventhough some
earlier studies have stated that PU as a significant construct associated with using
innovative technology, while in contrast, other studies have found it to be non- influential
(Tulasombat and Chuchuen, 2016; Husin et al.,2019). Based on this discussion, this study
proposes the following hypothesis:

» Hi: There is a significant positive influence of perceived usefulness on the
intention to accept the Islamic crowdfunding model.

3.2.2 Perceived Ease of Use (PEOU)

PEOU is defined as “the degree to which an individual expects that using a particular
system would be free of effort e.g., not be overly complex, confusing or difficult to use”
(Davis et al., 1989). In this study, PEOU refers to the youth entrepreneurs’ perception that
participating in an Islamic crowdfunding model will be easy and free of physical and
mental effort. If youth entrepreneurs perceive that an Islamic crowdfunding model is easy
to use, less complex and more accessible, the likelihood of Islamic crowdfunding being
accepted is higher. A study by Thaker (2016) revealed that both PU and PEOU have high
performance in predicting intention of accepting an Islamic crowdfunding model, but
PEOU appeared as being a more important variable. It shows that the more user-friendly
the model, the higher the attracted among SMEs to participate in it. A significant impact
on SMEs intention to use Investment Account Platform (1AP) is revealed by Husin et al.,
(2019) in their study on SMEs intention to use IAP in Malaysia. It shows that the easier the
platform is to use, the higher their intention to use it.

However, in some past studies, PEOU were found to have insignificant influence on
intention to use (Gefen,Straub, & Boudreau, 2000; Tulasombat & Chuchuen, 2016). Hence,
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Davis et al. (1989) suggested that PEOU operates through PU to achieve the overall PEOU
importance in IT/IS acceptance. Some previous studies (Husin et al., 2019; Herzallah &
Mukhtar, 2016) found a significant relationship between PEOU and PU. It shows that
SMEs are more likely to perceive the platform as useful when they believe that the platform
is free of effort. In consideration of these discussions, this study sets hypotheses as below:

» H2: There is a significant positive influence of perceived ease of use on the
intention to accept the Islamic crowdfunding model.

» Ha: Thereis a significant positive influence of perceived ease of use on perceived
usefulness of the Islamic crowdfunding model.

3.2.3 Social Influence (SI)

In the context of technology acceptance, social influence is defined as a “user’s decision to
accept the technology based on observed behaviour of others and also based on the
perception of other people’s opinion on how the individual should or should not accept
the technology” (Shneor & Munim, 2019). Various scholars have devised different
constructs associated with social influence such as subjective norm, visibility, image and
voluntariness (Ajzen, 1991; Mathieson, 1991; Moore & Benbasat, 1991). In this study, two
constructs were selected as dimensions of social influence as suggested by Yang and Choi
(2001), namely visibility (V1) and subjective norm (SN). Moore and Benbasat (1991)
defined visibility as “the degree to which an individual can see others using the system in
the organisation”. It means that an individual rate of acceptance will be higher if the
innovation is visible to them, while subjective norm means that an individual’s willingness
to accept the technology depends on the extent to which their social context influences
them to do so (Shneor & Munim, 2019).

The current study defines social influence as youth entrepreneurs’ decision to accept
Islamic crowdfunding based on their reference group influence and the crowdfunding cases
and usage visibility. According to Jaafar et al. (2017), crowdfunding is considered as new
and unfamiliar technology in Malaysia. Thus, the degree to which this technology is visible
in the community as well as a person’s opinions and experiences in influencing others to
accept the new technology are important factors to explore.

Past research have incorporated social influence into the TAM framework and found mixed
results on the impact of social influence on behavioural intention. A study by Islam and
Khan (2019) revealed that social influence plays a major impact on the willingness to use
crowdfunding among entrepreneurs in Bangladesh. The study showed that entrepreneurs’
intention to use crowdfunding was heavily influenced by opinions and recommendations
from their reference groups. When compared to other technology conducted in other fields,
social influence is found to be insignificant towards intention (Yang & Choi, 2001; Lee et
al., 2006; Hui, 2016). Hence, this study proposes that:

» Ha: There is a significant positive influence of social influence on the intention to
accept the Islamic crowdfunding model.
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3.2.4 Perceived Risk (PR)

Perceived risk refers to “the potential loss associated with the acceptance of technological
innovation and acts as inhibitor to the acceptance decision” (Featherman & Pavlou, 2003).
Perceived risk has been conceptualised either as a one-dimensional or a multi-dimensional
construct. According to Featherman and Pavlou (2003), the dimensions of perceived risk
vary according to the characteristics of a product or service. Taking into consideration the
findings of Gleasure (2015) and Gerber and Hui (2013) in the context of crowdfunding, in
this current study, financial risk (FR), reputational risk (RR) and plagiarism risk (PGR) are
considered as perceived risk. In the context of crowdfunding research, few studies have
analysed the influence of perceived risk towards intention to accept and the findings of
these prior studies are controversial (Gerber & Hui, 2013; Gleasure 2015; Kim, 2017,
Hasan et al., 2018; Yang & Lee, 2018; Moon & Hwang, 2018; Jaziri & Miralam, 2019).

Jaziri and Miralam (2019) indicated that perceived risk has a negative impact towards
intention to accept crowdfunding among novice entrepreneurs in Tunisia. The results show
that entrepreneurs who have higher concerns on risk, show less possibility of accepting
crowdfunding as an alternative financing. However, Kim (2017) showed that perceived
risk is not significant towards intention to accept the crowdfunding among inexperienced
users of crowdfunding. A recent study by Islam and Khan (2019) also indicated the same
findings as Kim (2017) where perceived risk is found not significant towards an
entrepreneur’s intention to use crowdfunding in Bangladesh.

The study defines perceived risk as the degree of risk perceived by youth entrepreneurs
and their tolerance to risk-taking. It is expected that perceived risk will reduce the youth
entrepreneurs’ intention to use an Islamic crowdfunding model. Hence, we develop the
following hypothesis:

» Hs: There is a significant negative influence of perceived risk on the intention to
accept the Islamic crowdfunding model.

3.2.5 Self-Efficacy (SE)

In the context of the TAM, self-efficacy means the assessment of one’s own ability to use
technology (Venkatesh & Davis 2000). The basic principle of self-efficacy is that the
motivations of individuals are determined by their self-confidence, where individuals with
high self-efficacy are more likely to use the technology, than those with low self-efficacy
(Zheng, Li & Zheng, 2017). Self-efficacy plays an important role in influencing
individual’s behaviour and motivation (Adli et al., 2014). The current study refers to self-
efficacy as a youth entrepreneurs’ belief in using the Islamic crowdfunding model. It means
that the stronger the youth entrepreneurs’ self-efficacy, the higher their intention to accept
an Islamic crowdfunding model as an alternative financing mechanism.

Earlier studies reveal that self-efficacy was found to have direct influence towards intention
(Kuo et al., 2019; Mohammadi & Isanejad, 2018; Adli et al., 2014; Sugiharto et al., 2010).
In the context of crowdfunding, a qualitative study conducted by Gleasure (2015) found
that none of the entrepreneurs doubted their personal ability to fundraise through
crowdfunding. Even though self-efficacy is intention determining factors (Kuo et al.,
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2019), there are limited studies incorporating self-efficacy in the TAM framework.
Consequently, the following is hypothesised:

» He: There is a significant positive influence of self-efficacy on the intention to
accept the Islamic crowdfunding model.

3.2.6 Islamic Platform (IP)

Dahlan et al. (2016) revealed insufficient Islamic practices in the conventional
crowdfunding platform, hindering the participation of Muslim communities in the industry.
The elements of gambling, possible Riba (or interest), and speculation, which are strictly
forbidden in Islam, create barriers for Muslim communities’ involvement in fundraising
activities through an online platform. Most Muslim entrepreneurs prefer an Islamic
platform (Marzban et al., 2014). A study by Salim and Kassim (2018) on youth
entrepreneur’s perception on what kind of elements they would consider when choosing
crowdfunding as an alternative financing mechanism, revealed that the existence of
Shari’ah-compliant crowdfunding platforms in the market is the most considered element.
In this current study, Islamic platform has been defined as the characteristics of a
crowdfunding platform that enables youth entrepreneurs to raise funds from funders in line
with the Shari’ah principles.

According to Ali et al. (2018), there are insufficient existing studies on the acceptance of
crowdfunding platform by SMEs which take into consideration Shari’ah principles. Thus,
the current study is an excellent opportunity to explore the interaction between
crowdfunding activities and faith by introducing Islamic platforms to influence youth
entrepreneurs’ intention to accept an Islamic crowdfunding. Past studies have shown that
religion influences consumer behaviour and worthy of being tested (Salman, Naveed &
Nazir, 2017; Jamshidi & Hussin, 2016; Putit & Johan, 2015; Amin et al., 2014). Hence,
the following hypothesis is proposed:

» Hz: There is a significant positive influence of Islamic platforms on the intention
to accept the Islamic crowdfunding model.

3.2.7 Financing Accessibility (FA)

Financial accessibility in this study is defined as the inability of youth entrepreneurs to
access financing offered by financial institutions. Entrepreneurs facing funding gap issues
may be more influenced to use a crowdfunding model as an alternative financing
mechanism (Munyanyi & Mapfumo, 2016). Based on a study conducted by Estrin et al.
(2018), one of the significant reasons entrepreneurs opt for crowdfunding, bypassing
financial institutions, is the difficulty in getting financing. Thus, this study incorporates
“Financing Accessibility” as one of the constructs that may influence youth entrepreneur’s
intention to accept crowdfunding as an alternative financing mechanism.

Entrepreneurs who typically lack credit history, have insufficient proven track record and
are high-risk tend to use crowdfunding to fill this financing gap (Cohen, 2017). Hassan et
al. (2018) studied entrepreneurs’ intention to participate in crowdfunding determinants
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found that financial accessibility significantly affects an entrepreneurs’ intention.
Consequently, the following hypothesis is proposed:

» Hs: There is a significant positive influence of financing accessibility on the
intention to accept the Islamic crowdfunding model.

3.2.8 The Mediating Role of Perceived Usefulness

PEOU may have an indirect influence via PU on behavioural intention (Davis et al., 1989).
In the context of crowdfunding, when a platform is relatively easy to use, and businesses
have a more enjoyable experience in seeking for funding, the perceived usefulness of the
platform will improve further facilitating the intention to use (Husin et al., 2019). The PU
of a crowdfunding can be proposed as a mediator in the relationship between PEOU and
the intention to accept the Islamic crowdfunding model (Baron & Kenny 1986). Hence, the
following hypothesis is proposed:

» Ho: There is an indirect effect of perceived usefulness on the relationship between
perceived ease of use and intention to accept the Islamic crowdfunding model.

4. Methodology

The sample of this study on acceptance of Islamic crowdfunding consists of entrepreneurs.
In particular, the targeted population of this study is youth entrepreneurs from among
SMEs in Malaysia. The samples for this study are drawn from those registered with three
major entrepreneur-funding organisations in Malaysia namely, “Perbadanan Usahawan
Nasional Berhad” (PUNB), “Majlis Amanah Rakyat” (MARA) and Malaysian Global
Innovation and Creativity Centre (MAGIC). Purposive sampling has been used in selecting
respondents to make up the sample. Purposive sampling is chosen to ensure the presence
of certain eligibility criteria which is intended to be studied. These eligibility criteria are,
namely; youth entrepreneurs in Malaysia, aged 18-40 years old, SME owners at the early-
stage business up to three years, know about the term crowdfunding, but do not have
previous experience participating in crowdfunding.

To collect the data, the drop-off questionnaire survey was employed. Out of 670
questionnaires distributed to respondents, 260 usable responses were identified after
missing data treatment and checking outliers. Using the Gpower software, the
recommended sample size for this study is 103 respondents. Similar past studies on
crowdfunding intention have shown sample sizes ranging from 125 to 250 respondents
(Jaziri & Miralam, 2019; Husin et al., 2019; Thaker, 2016). Considering the Gpower
software recommendation and sample sizes from prior studies, the sample size of 260
usable responses in this study is adequate to represent the population.

The questionnaire is adopted and modified based on previous studies using the extended
TAM to suit this current study. An expert review and a pilot study were conducted to help
refine the questionnaires. The refined questionnaire was then used to collect data in the
actual field study. The collected data was analysed using PLS-SEM. The choice to use
PLS-SEM was made because of its ability to predict newly-established relationships in a
path model.
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5. Results and Analysis
5.1 Measurement Model

The first stage in PLS-SEM analysis is to examine construct reliability and validity by
evaluating the measurement model (Ringle, Wende & Becker, 2015). Since there are two
multi-dimensional latent variables (social influence and perceived risk) in the research
model, this study embedded two two-stage approach as demonstrated in Sarstedt, Hair,
Cheah, Becker, & Ringle (2019).

The first stage measurement model assessment looked at 13 latent variables —i.e., 8 LOCs
(IN, PEOU, PU, SE, FA, IP, FR, RR, PGR, SN and VI) and two HOCs (PR and SI).
Meanwhile, the second stage measurement model assessment portrayed only eight latent
variables — i.e., IN, PEOU, PU, SE, FA, IP, SI and PR. Table 1 and Table 2 present the
value of factor loading as well as the average variance extracted (AVE) values. An AVE
of at least 0.5 is required for convergent validity (Fornell & Larcker, 1981; Gefen et al.,
2000; Hair et al., 2017), while the satisfactory level for pc coefficient is more than 0.7
(Gefen et al., 2000). All unidimensional and multidimensional constructs in this study meet
the criteria for convergent validity and composite reliability.
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Table 1: Convergent Validity Results
(Unidimensional Construct)

Constructs Items Loadings pc AVE

IN1 .879

. . IN2 911
Behavioural Intention (IN) N3 930 961 830

IN4 933

IN5 .900

PEOU1 .839

PEOU2 .894

Perceived Ease of Use (PEOU) PEOU3 .864
PEOU4 .709 931 692

PEOUS .829

PEOU6 .845

PU1 797

PU2 .803

. PU3 .853
Perceived Usefulness (PU) PUZ 358 945 710

PU5 .882

PU6 872

PU7 .831

SE1 .892

SE2 917

Self-Efficacy (SE) SE3 923
SE4 864 .954 Ja77

SE5 .814

SE6 .873

FAl .830

FA2 910
Financial Accessibility (FA) FA3 .865 925 713

FA4 .876

FA5 731

IP1 .945

Islamic Platform (IP) P2 .964
P3 958 974 .904

IP4 .936

458




Salim et al.

Table 2: Internal Consistency Reliability and Convergent Validity Results
(Multi-Dimensional Constructs)

Constructs .
Items Loadings pc AVE
LOC HOC
VIl .888
Visibility (V1) VI2 921 .933 .822
VI3 .910
SN1 901
Subjective Norm
(SN) SN2 919 931 .819
SN3 .895
i VI .539
Social Influence 713 568
(S SN 919
FR1 .821
Financial Risk
(FR) FR2 .842 .876 .702
FR3 .849
RR1 901
i RR2 .924
Reputatlonal 937 789
Risk (RR) RR3 893
RR4 .832
PGR1 .923
Plagiarism Risk
(PGR) PGR2 .888 .878 710
PGR3 .698
FR 77
Perceived Risk
(PR) RR .687 .821 .607
PGR .864

The measurement model is further assessed by verifying the discriminant validity using
HTMT ratio (Hair et al., 2017; Henseler et al., 2015). A HTMT ratio greater than 0.85
(Kline, 2011) indicates a problem in discriminant validity. The result of this test as per
Table 3, exhibiting a HTMT below 0.85 indicates that the discriminant validity has been
established.
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Table 3: Results of HTMT Ratio

PE PG
IN ouU PU SE FA IP N VI SN PR FR RR R
IN
PE
ou .620 -

PU .638 | .755 -
SE .624 | .624 | 574 -
FA 505 | 477 | .395 | 451 -
IP 596 | .585 | .559 | .633 | .495 -
Sl 475 | 654 | 545 | .789 | .440 | .372 -
Vi A28 | 179 | 167 | .324 | .114 | .622 - -
SN 277 | .380 | .299 | .350 | .266 | .364 - 182 -
PR 303 | .249 | .207 | .240 | .379 | .240 | .678 | .249 | .268 -
FR 241 | 187 | .176 | .155 | .262 | .187 | .371 | .296 | .234 - -

RR | .103 | 102 | 080 | 105 | 198 | 093 | 236 | 159 | 178 | - | .636 | -
EG 345 | 278 | 218 | 303 | 389 | 263 | 308 | 176 | 264 | - | 478 | 482 | -

5.2 Structural Model Analysis

In this study, the structural model analysis is performed using the bootstrapping procedures
with 5,000 resamples (Hair et al., 2017). Based on Hair et al. (2014), the structural model
analysis in this study assesses: (i) collinearity issues, (ii) exploratory power (R?) and effect
sizes (2), iii) predictive accuracy (Q2), and iv) relationships significance.

The author looked at the variance inflation factor (VIF) to assess the severity of collinearity
issues in a PLS-SEM path model. A VIF statistic of 3.3 or higher suggests that collinearity
issues may mislead the structural model findings (Diamantopoulos & Siguaw, 2006). The
collinearity assessment results reveal that all VIFs of the construct in the study are below
3.3. The structural model explanatory power is then measured by R? value, where R? values
of 0.67, 0.33, and 0.19 are classified as substantial, moderate, and weak, respectively
(Chin, 1998). Figure 2 shows that PU, PEOU, SI, PR, SE, IP, and FA have explained 51.8%
of the variance in IN. Similarly, PEOU has explained 49.9% of variance in PU.
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[+]

0.022
P
0.007
O/ 0.061
s
[+] [+]
0.996 0.499
FA PEOU PU

Note: Values on arrows indicate f2. The values within the endogenous construct represent R?.
Figure 2: Path Model with R? and f? Values

In assessing direct relationship effect sizes, the magnitudes of 0.02, 0.15, and 0.35 represent
small, medium, and large effects, respectively (Cohen, 1988). Table 5 shows that PEOU,
Sl, and PR do not affect IN (2 < 0.02). The results hint that PEOU, S, and PR may have
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non-significant relationships with IN. However, the final results depend on significance
testing. The remaining predictor variables (PU, SE, FA, and IP) have small effect sizes on
IN, hinting the possibility of significant relationships between these variables with IN. In
addition, PEOU shows a large effect size on PU. On the other hand, for indirect relationship
effect size, the magnitudes of 0.01, 0.075 and 0.175 to represent small, medium, and large
effects (Ogbeibu et al., 2021) were used. Thus, the mediation effect of PU on the
relationship between PEOU and intention can be classified as small.

In addition, the predictive relevance (Q? of the model is computed using the blindfolding
procedure. A specific rule of thumb indicates that Q2 values of 0.1 to 0.249 as small, 0.25
to 0.499 as a medium, and 0.50 and higher as large (Hair et al., 2019). All endogenous
constructs in this structural model demonstrate medium predictive accuracy at Q2 = 0.404
for IN and Q? = 0.329 for PU. Hence, these values suggest that this model has acceptable
predictive accuracy.

To evaluate the significance of the hypothesis, we compare the empirical t-value to the
critical t-value. The critical t-value benchmarks in the one-tailed test are 2.33, 1.65, and
1.28, and p < 0.10, p < 0.05, and p < 0.01, consecutively (Hair et al., 2017). Table 4 shows
the results of the hypotheses testing.

Table 4: Results of Significance Testing

Relationships p | t-value | f2 Decision
Hi: PU > IN 248 | 3.476* | 0.061 Supported
Hz: PEOU - IN 31 | 1.711* | 0.015 Supported
Hs: PEOU - PU .708 | 17.569* | 0.996 Supported
Hs: SI >IN -.065 | 1.242 | 0.007 Not Supported
Hs: PR > IN .097 | 2.005* | 0.017 Not Supported
He: SE > IN 228 | 3.744* | 0.056 Supported
H7z: IP >IN 170 | 2.522** | 0.032 Supported
Hs: FA > IN 131 | 2.054* | 0.026 Supported
He: PEOU->PU->IN 175 | 3.412** | 0.030 Supported

Note. One-tailed test

The result from significance testing above found that out of nine hypotheses, seven were
found significant, and two were insignificant. These findings interpret that the PU, PEOU,
SE, IP and FA have positive influence on youth entrepreneurs’ intention to accept the
Islamic crowdfunding model. In other words, as the level of PU, PEOU, SE, IP and FA
increase, the level of intention also increases. On top of that, the findings also show that
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the PEOU influences the PU (= 0.708, t = 17.569, p < 0.001, LL = 0.640, UL = 0.773).
In addition, the PU significantly mediates the relationship between the PEOU and intention
(#=0.175,t=3.412, p=0.001, LL = 0.081, UL =0.285) as suggested by TAM. The PU
demonstrates a complementary partial mediation effect as the results show that both the
direct effect (PEOU - IN) and the indirect effect (PEOU - PU - IN) are positively
significant (Zhao, Lynch Jr, & Chen, 2010). On the contrary, SI was found to not have an
effect on youth entrepreneurs’ intention to accept the Islamic crowdfunding model.
Meanwhile, PR, which was hypothesised to have a significant negative influence on the
intention to accept an Islamic crowdfunding model, showed the contrary. The author did
not find a negative significant influence between PR and IN. Even though the evaluation
criteria for confirmation of significance shows t = 2.005, p = 0.023 the direction of path
coefficient is positive. Thus, it is deemed appropriate to conclude that Hs is not supported.

7. Discussion

The results of the significance testing showed that seven out of the nine hypotheses were
significant and two were insignificant. The seven significant factors are as follows:

(1) PU has a positive (B = 0.248) and significant (p-value < 0.001) effect towards intention.
It shows that the higher the usefulness of a crowdfunding model, the higher the intention
of youth entrepreneurs to use the model. This finding supports previous studies on
crowdfunding acceptance (Jaziri & Miralam, 2019; Thaker, 2016).

In the context of youth entrepreneurs, it is reasonable for Perceived Usefulness to have the
strongest impact on the youth entrepreneurs’ intention to accept the Islamic crowdfunding.
It reflects that they believe that crowdfunding may help them directly access funders and
escape the customary bureaucratic procedures imposed by financial institutions.

(i) PEOU has a positive (p = 0.131) and significant (p-value = 0.044) effect towards
intention to accept. Here the intention of youth entrepreneurs to accept a crowdfunding
model will be higher if they find it easier and takes less effort to raise funds via a
crowdfunding model. The youth entrepreneurs are ready to use crowdfunding if the
technology is understandable and simple to use. Thus, it is suggested for a crowdfunding
platform provider to offer training and a system manual for potential users. The findings
also show that youth entrepreneurs perceive an Islamic crowdfunding model as useful
when they believe that the model is easy to use. In other words, the relationship between
PEOU and PU is found to be positive, which clearly indicates that the PU of crowdfunding
as an alternative financing mechanism should be viewed through the prism of simplifying
the crowdfunding model and the ease of learning it.

(iii) SE has a positive (B = 0.228) and significant (p-value < 0.001) effect towards intention.
This means that the stronger the self-efficacy of the youth entrepreneur, the higher their
intention to accept a crowdfunding model as an alternative financing mechanism. As such,
the respective bodies, such as government or crowdfunding platform providers, need to
boost the elements of youth entrepreneur’s self-efficacy. Youth entrepreneurs need self-
confidence and skills-confidence to engage in this new phenomena.
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(iv) IP has a positive (f = 0.170) and significant (p-value= 0.006) effect towards intention
to accept. Youth entrepreneurs are more likely have the intention to accept the
crowdfunding model as an alternative financing mechanism if the crowdfunding platform
provides features such as training, due diligence and networking that is in line with Shari’ah
principles. The more a crowdfunding platform incorporates faith-based principles into their
platform characteristics, the higher the intention of youth entrepreneurs to accept the
crowdfunding model. This finding also supports suggestions for the establishment of
Shari’ah-compliant crowdfunding platforms in the market proposed by Salim and Kassim
(2018) to promote higher participation and utilisation of Muslim communities in this
industry.

(vi) FA has a positive (B =0.131) and significant (p-value = 0.027) effect towards intention
to accept. Youth entrepreneurs who have poor access to bank financing that may hinder
their growth potential are more likely to have the intention to accept crowdfunding model
as an alternative financing mechanism. Therefore, the higher the challenges facing youth
entrepreneurs in accessing financial assistance from financial institutions, the higher their
intention for them to accept the crowdfunding model. This finding confirms previous
research showing similar findings among youth entrepreneurs faced with financing issues
that hinder them to expand and grow. As such, a suggestion is for the Malaysian
government to understand the specific financing constraints faced by youth entrepreneurs
and implement targeted measures to proactively facilitate youth entrepreneurs financing
via crowdfunding. This new financial innovation has the potential to bring tremendous
change to widen youth entrepreneurs financing options.

(vii) PEOU has an impact on intention, which is realised through PU. This means that the
effect of PEOU on the intention to accept is indirect. As suggested by the TAM, PU is not
only an IT/IS acceptance driver, it also mediates the link between PEOU and IT/IS
acceptance. Thus, youth entrepreneurs who perceive seeking funds through a
crowdfunding model as easy would also perceive it as useful, thus increasing their intention
to accept the crowdfunding model. In this context, the easier a crowdfunding model, the
higher its usefulness, and the greater the intention to accept the crowdfunding model. It can
be concluded that there is a significant indirect relationship between PEOU and intention
to accept the crowdfunding model, through PU.

Two constructs were found to have no significant effects on the intention to accept Islamic
crowdfunding as an alternative financing mechanism among Malaysian youth
entrepreneurs. They are:

(i) Social influence: The findings from past studies found that social influence has a
significant effect on the intention to accept. However, the findings from current study show
that the p-value of social influence is higher than 0.05 and t- value is less than 1.65. Thus
the effect is not significant and supported. According to Jaafar et al. (2017), crowdfunding
is considered as new and unfamiliar technology in Malaysia. Thus, the benefit of using
crowdfunding is not well communicated through word-of-mouth as well as the visibility of
crowdfunding success in the mass media. There is no strong motivation that can influence
them to use crowdfunding. Therefore, policymakers and crowdfunding platform owners in
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Malaysia must collaborate to develop an initiative to make crowdfunding cases and usage
visible to the public. As stated by Tun-Pin et al. (2019), a person’s experience and opinion
on new and unfamiliar technology is essential to influencing others to accept that
technology. In sum, this finding supported previous studies that revealed social influence
as an insignificant factor in predicting behavioural intention (Verkijika, 2019; Tulasombat
& Chuchuen, 2016; Almaimouni et al., 2014).

(ii) Perceived Risk: The intention of youth entrepreneurs to accept crowdfunding will be
influenced if they perceive that there are lower risks associated with a crowdfunding model.
These risks include financial risk, reputational risk and plagiarism. This means that the
higher the perceived risk, the lower will be the intention of youth entrepreneurs to use a
crowdfunding model. However, the empirical findings of this study, which suggest a
positive influence of PR on intention, (rather than a negative one), is unexpected and quite
puzzling. The reason for this could be that the youth entrepreneur respondents in this study
are not crowdfunding participants, implying that they do not have a high level of awareness
of the risks involved, and their intent to use a crowdfunding model may be to avoid risks
associated with it. In addition, youth entrepreneurs were calculated as risk-takers in
achieving their goals and expecting great results (Wharton Online, 2020). These reasons
may lead youth entrepreneurs being less afraid to take risks and continually searching for
innovative solutions in fundraising for their business venture needs. Furthermore, the study
findings show PU a having the strongest impact on the youth entrepreneurs’ intention.
Thus, the number of advantages in using crowdfunding, such as raising funds easily and
quickly, still entice youth entrepreneurs to use the crowdfunding model even though they
perceive some risks. This finding is supported by earlier studies conducted by Wu and
Wang (2005) and Zuelseptia et al. (2018).

8. Conclusion

The purpose of this paper is to examine the factors influencing youth entrepreneur’s
intention to accept an Islamic crowdfunding model as an alternative financing mechanism.
By using the Extended TAM, nine hypotheses were developed where seven were
supported. In brief, it can be interpreted from the seven significant hypotheses that PU,
PEOU, SE, IP and FA have positive influence on youth entrepreneurs’ intention to accept
Islamic crowdfunding. In other words, as the level of PU, PEOU, SE, IP and FA increases,
the level of intention to accept also increases. Furthermore, this paper also indicates the
applicability of extended TAM to predict technology acceptance as it is able to explain up
to 51.8% of the intention to use, which is higher than earlier studies in TAM (TAM has
consistently reported 40% variance).

8.1 Theoretical and Practical Implication

The study findings will expand the existing crowdfunding and youth entrepreneurs’
literature, particularly in Malaysia. According to the best of our knowledge, this research
is the first in Malaysia validating the extended TAM framework in the combined areas of
crowdfunding, Islamic finance, and youth entrepreneurs. The findings show that the
intention to accept an Islamic crowdfunding model is affected by its two core variables,
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namely PEOU and PU. In addition, the external variables which extended the TAM provide
new empirical evidence to policymakers and platform providers for bettering
crowdfunding platform development, leading to foster more youth entrepreneur’s
participation in the sector. The study findings could lay the foundations for other
researchers to explore to obtain further insights into crowdfunding acceptance.

This study is expected to inspire youth entrepreneurs to look up to these new sources of
financing and further explore the operations of crowdfunding platforms that will enable
them to utilise the potentials offered by crowdfunding. It is also expected that with more
youth entrepreneur’s participation in crowdfunding, the Malaysian government’s aim to
create 80% jobs, and increase SME contribution to Gross Domestic Product (GDP) to 50%,
can be achieved. The findings will also enable the government to provide tailor-made
support in facilitating funding for youth entrepreneurs in SMEs by promoting customised
alternative financing mechanisms such as crowdfunding, which is considered as the least
costly intervention suited to the risk characteristics of youth entrepreneurs. The current
study can further benefit policymakers and regulators to fundamentally redesign the
existing policies as the findings can help them understand some of the factors influencing
youth entrepreneur’s intention to accept Islamic crowdfunding as an alternative financing
mechanism, which can ultimately lead to higher utilisation of crowdfunding and potentially
bridge the identified financing gap of RM21.8 billion. At the same time, the findings will
provide new insights and better understanding on what platform providers have to offer to
satisfy the needs of youth entrepreneurs who can be considered as high-risk borrowers.
They will also help platform providers identify the significant factors influencing youth
entrepreneur’s intention to accept crowdfunding. Platform providers may use these
findings in their planning, designing and development, to facilitate crowdfunding in a way
that can encourage more youth entrepreneurs to use crowdfunding platforms, and increase
the size of the crowdfunding sector in Malaysia.

8.2 Limitation and Future Directions

Despite its significant contributions, this research also has several limitations. First, this
study represents youth entrepreneurs who are non-participants of crowdfunding. This may
have contributed to a bias in the current study results, as participants and non-participants
may have different perceptions when identifying the factors influencing their intention to
accept Islamic crowdfunding. Secondly, this study assesses factors impacting the Islamic
crowdfunding acceptance among youth entrepreneurs in Malaysia taking data from inputs
from three central organisations responsible for youth entrepreneurs’ development in
Malaysia as its samples. Their feedback alone may not be enough to comprehensively
describe the current situation in Malaysia. Thirdly, probability sampling could not be used
as a sampling method even though it would have been a suitable method to ensure
generalisability. Given this, the respondents in the current study were selected purposively.

The current study limitations open up avenues for future research. Future research may
consider expanding the unit of analysis. Future study findings may differ in other units of
analysis. Future research could also include a larger youth entrepreneur sample size. A
larger sample size will give better results on youth entrepreneurs’ intention to accept
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crowdfunding as the alternative financing mechanism. Moreover, the insignificant
relationship between social influence, perceived risk, and intention to accept Islamic
crowdfunding is worth further investigation. Lastly, as this study focuses only on the issues
related to access to financing, there are other issues that would be of interest for further
investigation that may influence entrepreneurs’ acceptance of Islamic crowdfunding as an
alternative financing mechanism.
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