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UNDERSTANDING THE DETERMINANT OF SME
OWNERS’ INTENTION TO HAVE BANK CREDIT

Mardika D.R.W., Damayanti T.W., Supramono®

Abstract: This study aims to analyze factors affecting the intention of SME owners to
obtain bank credit by integrating the Theory of Interpersonal Behavior (TIB) and the
Theory of Technology Acceptance Model (TAM) frameworks. We generate our data from
the survey of 150 SME owners located in the Salatiga City, Indonesia. The study uses the
purposive sampling method to generate our sample. Using SEM PLS technique to analyze
our data, we show that (1) the attitude toward bank credit; the social; emotional factors of
bank credit and perceived usefulness of bank credit positively affect the intention to have
bank credit and (2) perceived usefulness of bank credit and perceived ease of use of bank
credit positively affects attitude toward bank credit. This explains that interest of SME
owners have bank credit is influenced by cognitive, social and affective factors. Meanwhile,
cognitive factors are determined by the understanding of SME owners about the use of
bank credit for business development and the ease of applying for banking credit.
Considering the use of bank credit perceived to have the greatest influence on the intention
to have banking credit, to encourage the intention of SME owners to apply for bank credit;
it is necessary to intensively socialize the benefits of bank credit among the SME owners.
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Introduction

Inadequate access to bank credit is one of the main obstacles to SME development
(Chavis et al., 2010; Wang, 2016). Previous studies find that SMEs cannot
sufficiently access bank credit because of their internal factors, such as firm size,
ownership, strength of legal rights (Quartey, 2017), lower repayment capacity,
strict collateral requirements (Gichuki, 2014), and the absence of reliable financial
reporting (Caneghem and Campenhout, 2012; Gamage, 2013).

Besides SMEs’ capacity and ability to meet banks’ technical requirements, SME
owners’ intention to apply for bank credit also likely affects the limited scope of
bank credit to reach SMEs. It is possible that SMEs have the adequate capacity to
have bank credit, but their owners do not intend to do so. As proposed by Harvey
et al. (2012) and Heshmati (2013), the low intention of SME owners to apply bank
credit causes limited access of SME owners to formal financial institutions.
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Financing schemes that are jointly offered by the government and the banking
industry that aim to enable SMEs to access bank will be less effective if not
enthusiastically responded by SME owners. It is therefore important to investigate
factors that affect SME owners’ intention to have bank credit. One can use
a behavioral approach to analyze these factors. According to the Theory of
Interpersonal Behavior (TIB), attention is affected by the attitude, the social, and
the emotional factors. Meanwhile, the Theory of Technology Acceptance Model
(TAM) specifically explains that attitude is affected by perceived usefulness and
perceived ease of use. By integrating the TIB and TAM framework, this study aims
to investigate factors that affect SMEs to have bank credit empirically.

Literature Review

Triandis (1977) formulates TIB by explaining that intention and habits affect
behavior and this relation is strengthened or weakened by facility condition.
Intention represents individuals’ consciousness to decide based on attitudes and
social and the emotional factors. However, subsequent studies tend to rely more
heavily on the Theory of Planned Behavior of Ajzen (1991) than on TIB although
TIB enables scholars to differentiate between cognitive and affective aspects
(Moody and Siponen, 2013). In this context, the cognitive aspect in the TIB can be
identified from the attitude toward bank credit while the emotional factor of bank
credit represents the affective aspect in the TIB.

The TAM developed by Davis (1989) mentions that attitude as an important factor
in influencing intention is affected by the perceived usefulness and perceived ease
of use. Individuals who perceive that bank credit is useful and easy to access will
exhibit a positive attitude that eventually will increase their intention to have bank
credit.

Hypothesis Development

Perceived usefulness is the extent that one believes the benefits of certain behavior
(Davis, 1989). If individuals believe that bank credit is useful, then they will use it.
Perceived usefulness of bank credit shapes individuals’ subjective opinion in
assessing the benefits of bank credit and eventually in using bank credit. Perceived
usefulness of bank credit likely causes individuals to exhibit a positive attitude
toward bank credit because individuals tend to obtain benefits of performing
a certain action (Li, 2013). Greater use of bank credit increases the positive attitude
toward bank credit. Individuals will develop a more positive attitude toward bank
credit that they perceive that using more bank credit is beneficial to them (Wong et
al., 2013; Bogart and Wichadee, 2015). Jamshidi and Hussin (2014) as well as
Quan and Nam (2017) show that perceived usefulness of bank credit affects
attitudes toward bank services.

H1: Perceived usefulness of bank credit positively affects attitude toward bank
credit.
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Perceived ease of use is the extent that individuals believe in obtaining something
would free of effort (Davis, 1989). Simple administration of bank credit likely
causes positive attitude toward bank credit (Hsu, 2016). Individuals will perceive
that they can rely on bank credit because of its ease and eventually they will have
a more positive attitude toward bank credit. Several previous studies empirically
show that perceived ease of use positively affects attitudes toward bank services
(Chau and Hu, 2002; Li, 2013; Kansal, 2016).

H2: Perceived ease of use of bank credit positively affects attitude toward bank
credit.

Basri et al. (2016) empirically show that bank credit will be more effective when it
is easier to apply for the bank credit. Simple administration of bank credit will
cause individuals to rely more on bank credit. Previous studies support these
findings, such as Munoz-Leiva et al. (2017) and Khan et al. (2017).

H3: Perceived ease of use of bank credit positively affects perceived the usefulness
of bank credit.

Individuals tend to generate benefits of performing a certain action. Agarwal and
Prasad (1998) argue that greater benefits of a certain action increase intention.
Consequently, the greater perceived usefulness of bank credit increases the
intention to have bank credit. Basri et al. (2016) and Alzubi (2017) have
empirically found that perceived usefulness of bank credit affects the intention
to have bank credit.

H4: Perceived usefulness of bank credit positively affects the intention to have
bank credit.

Attitude toward bank credit is the individuals’ positive or negative perception Of
using bank credit (Ajzen, 1991). Attitudes towards the behavior are the best
predictor of the intentions (Chipeta and Surujlal, 2017). Individuals who have
a positive attitude toward bank credit tend to exhibit greater the intention to have
bank credit (Basri et al., 2016). Meanwhile, the intention to have bank credit is the
motivation to have bank credit (Ajzen, 1991). Several previous studies have shown
that attitudes affect intention significantly (Pee and Woon, 2008; Liu et al., 2012;
Munoz-Leiva et al., 2017).

H5: Attitude toward bank credit positively affects the intention to have bank credit.

The social factor of bank credit is the interpersonal agreement of individuals about
their communities’ preferred bank credit within a social environment (Triandis,
1980). Fishbein and Ajzen (1975) reveal that group perception around individuals
can affect individuals’ various decisions because humans are social creatures.
Social groups, such as families, tend to affect individuals’ decisions. The
individuals’ tendency to follow their social environment likely affects individuals’
decision making (Aldhmour and Sarayrah, 2016). Previous studies have indicated
that the greater the influence of social factor implies the greater the intention to do
something (Moody and Siponen, 2013; de Sena Abrahao et al., 2016). When social
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groups require individuals to have bank credit, individuals tend to obey this
requirement.

H6: The social factor about bank credit positively affects the intention to have bank
credit.

Triandis (1980) defines emotional aspect as feelings of happiness, relax, joy,
dissatisfaction, dislike, or hatred that underlie individuals’ perception on a certain
issue). Similarly, Maditinos et al. (2013) as well as Alalwan et al. (2018) find that
the emotional aspect positively affects the intention. In making bank credit
decision, the emotional aspect of bank credit can underlie bank credit decision.
A more positive emotional aspect of bank credit increases the intention to have
bank credit.

H7: The emotional aspect of bank credit positively affects the intention to have
bank credit.

The following is the research framework of this study that illustrates the
development of our seven hypotheses by integrating TIB and TAM.

Perceived
usefulness of bank
credit

Hs Attitude toward

bank credit

Ha

Intention to have
bank credit

The social factor
about bank credit

Perceived ease of
use of bank credit

The emotional
aspect of bank
credit

Figure 1. Research Framework
Methodology

Our research population is SME owners in the City of Salatiga. We purposively
select SME owners who have had or currently have bank credit. The two-months
survey produces 150 sample. We use the SEM PLS statistical analysis to identify
factors that affect SMEs the intention to have bank credit. Hair et al. (2012) suggest
that SEM PLS still exhibits high statistical power although the number of samples
is small. Our demographic data reveal that most of our sample are men (60.7%)
and between 36-55 years old (61.4%). Regarding education, most of our sample
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only attained the education level below senior high school (50%) and senior high
school (39.3%). Our sample mainly operates in the processing industry, agriculture,
husbandry, forestry, and fishery sectors (56.6%). Based on sales turnover, only 2%
of our sample is medium enterprises. Most of the sample is micro firms (76.7%),
followed by small firms (21.3%). About 56% of the sample started their business
in 2001. This study uses 34 indicators to measure our six variables. We adopt
Ajzen (1991) to measure the attitude toward bank credit. Next, we measure the
social and the emotional factors of bank credit by adopting Triandis (1980). Lastly,
we follow Davis et al. (1989) to measure the perceived usefulness and perceived
ease of use of bank credit. The endogenous variables in this study are the intention
to have bank credit, attitude towards bank credit, and perceived ease of use of bank
credit while the exogenous variables are perceived the usefulness of bank credit,
the social factor of bank credit, and the emotional factor of bank credit. We
measure these variables using a 5-point Likert scale that ranges from point 1
(strongly disagree) to point 5 (strongly agree). We initially run the validity test to
assess the accuracy of our variable measurement. The validity test shows that we
have to leave out 7 question items because of their factor loading < 0.50. Next, we
run the reliability test to assess the consistency of our question items by using the
Cronbach alpha coefficient. The research instrument is considered reliable if the
value of the Cronbach alpha coefficient is > 0.70 and moderately reliable if the
Cronbach alpha coefficient is between 0.60-0.70 (Hair et al., 2010). Our reliability
test reveals that the values of Cronbach alpha coefficients are between 0.6890-0.89,
indicating that our research instruments are in general highly reliable.

Results

Before testing our hypotheses, it is initially necessary to evaluate whether our
model fits with the criteria of SEM-PLS. Table 1 displays that our model fits the
criteria. More specifically, the Average Path Coefficient (APC) and Average R-
squared (ARS) exhibit p<0.001, implying that the model fits. For the Average
Block VIF (AVIF) criterion, the value must be less than 5 and p<0.001 to have a fit
model. The following are the more detailed results of the test of model fit.

Table 1. Goodness of Fit Model

Criteria Value P-value Model Evaluation
Average Path Coefficient (APC) 0.227 0.000 Fit
Average R-squared (ARS) 0.427 0.000 Fit
Average Block VIF (AVIF) 1.284 0.000 Fit

Our hypothesis test reveals that perceived usefulness of bank credit positively
affects attitude toward bank credit (y= 0.232, p = 0.002) and perceived ease of use
of bank credit also positively affects attitude toward bank credit (y = 0.281,
p =0.000). These findings support Hypotheses 1 and 2, respectively. Besides,
our test also indicates that hypothesis 3 is supported, as indicated by the fact
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that perceived ease of use of bank credit positively affects perceived usefulness of
bank credit (¥ = 0.704, p = 0.000). The results also suggest the positive effects of
perceived usefulness of bank credit (y= 0.521, p = 0.000) and attitude toward bank
credit (f= 0.108, p = 0.094) on the intention to have bank credit. Besides, the
social factor (y = 0.149, p = 0.035) and the emotional factor (= 0.203, p = 0.006)
of bank credit positively affect the intention to have bank credit. Overall, these
findings support Hypotheses 4-7.

Table 2. Hypothesis Testing

Hypothesis Path coefficient p-value t-value Test Result
PU — AT (Hy) 0.232 0.002*** 2.900 Supported
PE — AT (Hy) 0.281 0.000*** 3.557 Supported
PE — PU (Hy) 0.704 0.000*** 9.778 Supported
PU — IN (Hy) 0.521 0.000*** 6.947 Supported
AT — IN (Hs) 0.108 0.094* 1.317 Supported
SF — IN (Hg) 0.149 0.035** 1.840 Supported
EA — IN (Hy) 0.203 0.006*** 2.538 Supported
Age — IN 0.097 0.121 1.183
Education Level— IN 0.032 0.352 0.381
Income Level— IN -0.126 0.0637* -1.53
Business Age— IN 0.042 0.309 0.506

Notes: PU = Perceived usefulness of bank credit; PE = Perceived ease of use of bank credit; AT =
attitude toward bank credit; SF = the social factor about bank credit; EA = the emotional aspect
of bank credit; IN = intention to have bank credit
(*) p<0.1, (**) p<0.05, (***) p<0.01

This study uses four control variables, namely age, income level, business age, and
education level. Income level exhibits significance level of 0.063 and path
coefficient of -0.126, implying a negative effect of income level on the intention to
have bank credit. More specifically, SME owners with lower income level tend
to exhibit greater the intention to have bank credit.

Discussion

This study shows that SME owners’ perception of the usefulness of bank credit and
the ease of use of bank credit affect their attitude toward bank credit. SME owners
who perceive that bank credit is useful as a financing source to increase their
business productivity and sales tend to have a positive perception of bank credit.
These are in line with Davis (1989), Jamshidi and Hussin (2014) as well as Quan
and Nam (2017). Perceived ease of use of credit bank, as indicated by the
proximity between bank location and business location of SMEs has a positive
influence on attitudes towards bank credit. This result supports previous studies
of Munoz-Leiva et al. (2017) and Khan et al. (2017).

SME owners’ perception of the usefulness of bank credit affects both attitude
toward bank credit and the intention to have bank credit. SME owners who
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perceive that bank credit is a useful financing source to facilitate their business
development exhibit greater the intention to have bank credit. The intention to have
bank credit can be indicated by the intention to apply for bank credit or to continue
using bank credit. Basri et al. (2016) and Alzubi (2017) also find the greater
usefulness will increase the intention. This study also finds that positive attitude
toward bank credit, the positive social and emotional environments that favor bank
credit positively affects SME owners’ intention to have bank credit. SME owners
who have a positive perception on bank credit, have adequate support from their
communities and operate in a conducive environment about bank credit (as
indicated by being proud and satisfied in using bank credit) tend to exhibit greater
the intention to have bank credit. These findings are in line with Maditinos et al.
(2013) and Alalwan et al. (2018). Overall, our study suggests that SME owners’ the
intention to have bank credit is affected by perceived usefulness, attitude, and
social and emotional environments. Among the four variables that affect the
intention to have bank credit, perceived usefulness of bank credit exhibit the
greatest path coefficient score. The findings suggest that it is necessary that SME
owners have an adequate understanding of the usefulness of bank credit for their
business development to boost the intention to have bank credit among SMEs. The
emotional factor on bank credit also exhibits high path coefficient score, implying
that being proud and satisfied in having bank credit and not worrying about the
ability to repay the bank credit likely affect SME owners’ intention t0 have bank
credit. This research also reveals that the social factor of bank credit exhibits
greater path coefficient score than the attitude toward bank credit. The finding
indicates that SME owners emphasize more on their social factors, i.e., agreement
from their communities than their perception or opinion.

Conclusion

This study shows that SME owners’ intention to have bank credit is affected by
their perception on the usefulness of bank credit, their attitude toward bank credit,
and the social and the emotional factors of bank credit. Further, the results also
suggest that the attitude toward bank credit is affected by perceived usefulness
of and perceived ease of use of bank credit.

From a managerial perspective these findings provide insight that SME owners'
ownership of bank credit may increase if the SME owner seeks to improve
understanding of the bank's use of credit, positive attitudes toward bank credit and
environmental concerns and has satisfaction using bank credit. As a factor that
affects the intention to have bank credit with the greatest path coefficient,
perceived usefulness of bank credit has the greatest effect on SME owners’
intention to have bank credit. As a factor influencing the intention to have a bank
loan with the greatest perceived path coefficient, it is recommended that
governments and banking companies seeking to promote SMEs to compete in both
domestic and global markets should socialize to SME owners on the critical role
of access to finance and explain the specific benefits of bank credit.
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Our study is subject to the following caveats. First, we do not run a further analysis
of SME owners’ behavior in utilizing bank credit. Further research could
investigate how SME owners allocate their bank credit and what factors explain
this behavior. Second, this study also indicates that lower level of financial literacy
likely explains the significant effect of lower attitude toward bank credit on the
lower the intention to have bank credit. Therefore, we advise that further research
focus more on the role of financial literacy in moderating the effect of the attitude
toward bank credit on the intention to have bank credit.
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POSTRZEGANIE DETERMINANT ZAMIAROW WLASCICIELI
MALYCH I SREDNICH PRZEDSIEBIORSTW DO POSIADANIA
KEDYTOW BANKOWYCH

Streszczenie: Niniejsze badanie ma na celu przeanalizowanie czynnikéw wplywajacych na
zamiar dziatania wiaicicieli MSP, uzyskania kredytow bankowych poprzez integracje teorii
zachowania migdzyludzkiego (TIB) i modeli teorii akceptacji technologicznej (TAM).
W badaniu wzigto udziat 150 wihascicieli MSP zlokalizowanych w miescie Salatiga
w Indonezji. Do wygenerowania proby wykorzystano celowa metode probkowania.
Wykorzystujac do analizy naszych danych technike SEM PLS, wykazano, ze: (1) stosunek
do kredytu bankowego; spoteczne; emocjonalne czynniki kredytu bankowego i postrzegana
przydatnos¢ kredytu bankowego pozytywnie wplywaja na zamiar posiadania kredytu
bankowego i (2) postrzegana przydatno$¢ kredytu bankowego i postrzegana tatwosé
korzystania z kredytu bankowego pozytywnie wplywaja na stosunek do kredytu
bankowego. To wyjasnia, ze na zainteresowanie wiascicieli MSP kredytem bankowym
wplywaja czynniki poznawcze, spoteczne 1 afektywne. Czynniki poznawcze
determinowane s3 $wiadomoscia wiascicieli MSP na temat wykorzystania kredytu
bankowego na rozwdj biznesu i tatwoscig ubiegania si¢ o kredyt bankowy. Bioragc pod
uwage kwestie wykorzystania kredytu bankowego, co wydaje si¢ mie¢ najwigkszy wptyw
na zamiar posiadania kredytu bankowego, aby zachecié¢ wiascicieli MSP do ubiegania sie
0 kredyt bankowy, konieczna jest intensywna socjalizacja korzysci plynacych z kredytu
bankowego wsrod whascicieli MSP.

Stowa kluczowe: kredyt bankowy, Teoria Zachowania Migdzyludzkiego, intencja
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