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Abstract. Small and Medium Enterprises (SMEs) are dominant to Malaysia’s economic growth but still face challenges in accessing sustainable financing. Islamic crowdfunding offers a Shariah-compliant, inclusive alternative for underserved entrepreneurs. Using an extended UTAUT framework and PLS-SEM analysis of 486 Bumiputera SME entrepreneurs, this study identifies Business Expectations, Social Influence, Facilitating Conditions, and Trialability as significant drivers of adoption, while Performance Expectations are not. The findings extend UTAUT within Islamic finance and offer key insights for policymakers, fintech developers, and SME practitioners in strengthening financial inclusion and supporting Malaysia’s Islamic digital economy.
INTRODUCTION
Small and Medium Enterprises (SMEs) are critical to economic sustainability, comprising 97.2% of Malaysian businesses and contributing over a third to the GDP while employing millions ([1]). Recognizing their significance, the Malaysian government, through the 12th Malaysia Plan (2021-2025), emphasizes transformative initiatives to enhance SMEs' competitiveness, particularly for Bumiputera entrepreneurs. Despite constituting 63% of Malaysia's population, Bumiputera ownership in SMEs remains disproportionately low at 29.8%, contributing only 17.6% to GDP in Q4 2023 ([2]). Structural challenges, such as limited market competitiveness and financing constraints, hinder their economic growth ([3]; [4]). Alternative financing options, such as angel financing, venture capital, and crowdfunding, offer viable solutions. Islamic crowdfunding, a fintech innovation rooted in Shariah principles, provides a transparent and ethical funding mechanism that appeals to both Muslim and non-Muslim investors ([5]). Crowdfunding leverages online platforms to raise capital efficiently, bypassing traditional intermediaries. However, research on the adoption of Islamic crowdfunding by Bumiputera SMEs remains scarce, with previous studies demonstrating theoretical inconsistencies and a lack of focus on specific ethnic groups ([6]). This study aims to address these gaps by examining factors influencing Bumiputera SMEs' intent to adopt Islamic crowdfunding. A key focus is trialability, an overlooked factor in conventional crowdfunding adoption research, which can enhance trust and reduce uncertainty. Additionally, the study integrates the Unified Theory of Acceptance and Use of Technology (UTAUT) and Innovation Diffusion Theory (IDT) to provide a comprehensive model for understanding adoption behavior ([7]; [8]). Given the persistent economic disparities between Bumiputera and other ethnic groups, a targeted approach is essential. Research questions addressed include: To what extent do performance expectancy (PE), effort expectancy (EE), social influence (SI), facilitating conditions (FC), and trialability (TB) influence Bumiputera SMEs' adoption of Islamic crowdfunding? 



LITERATURE REVIEW
The rapid advancement of financial and communication technologies, particularly fintech, has broadened SMEs’ access to alternative financing such as angel investors, venture capital, P2P lending, and crowdfunding ([9]). Islamic crowdfunding, adhering to Shariah principles, distinguishes itself by prioritizing halal investments, risk-sharing, and avoiding riba. It serves as a vital intermediary between investors and entrepreneurs. However, awareness remains limited, necessitating further analysis of factors influencing its adoption among SMEs. The adoption of Islamic crowdfunding can be analyzed through the integration of the UTAUT and IDT. UTAUT consolidates multiple acceptance models to explain technology adoption through four key constructs: performance expectancy, effort expectancy, social influence, and facilitating conditions. It provides a structured approach to understanding behavioral intention, with strong predictive power for adoption decisions ([10]). While UTAUT is effective in explaining direct adoption behavior, IDT contributes by assessing the broader social and contextual aspects of adoption, particularly in emerging financial technologies like Islamic crowdfunding. However, IDT’s limitations in practical application necessitate refinement in specific fintech contexts ([11]). By integrating UTAUT’s structured determinants with IDT’s emphasis on diffusion and innovation characteristics, this study provides a more comprehensive framework for examining Bumiputera SMEs’ adoption of Islamic crowdfunding. 
Behavioral intention (BI) represents an individual’s willingness to engage with a particular technology, and in this context, it refers to the likelihood of SMEs adopting Islamic crowdfunding. Islamic crowdfunding platforms offer an alternative financing mechanism that aligns with Shariah principles, emphasizing ethical investment, risk-sharing, and interest-free transactions. Given the limitations of conventional financial institutions in catering to SMEs, Islamic crowdfunding has the potential to fill this gap by offering inclusive and accessible funding opportunities. However, studies have reported varying levels of adoption, largely due to differing perceptions of its effectiveness, trustworthiness, and regulatory constraints ([12]). While some SMEs recognize the benefits of Islamic crowdfunding in providing capital without the burden of interest-based debt, others remain skeptical about its reliability and efficiency, particularly due to the novelty of the platform and the perceived complexity of compliance with Islamic finance regulations. Another challenge impacting the adoption of Islamic crowdfunding is the lack of awareness and familiarity among SMEs regarding how the platform operates and its advantages over conventional financing methods. Unlike traditional financial products, which have established market trust, Islamic crowdfunding remains relatively new, necessitating further investigation into the behavioral factors that drive its adoption. The presence of perceived risk, technological barriers, and the need for financial literacy education further complicate the adoption process. Additionally, research indicates that factors such as social influence, perceived ease of use, and facilitating conditions play a critical role in shaping SMEs' intention to use Islamic crowdfunding ([13]). Therefore, understanding these determinants will help policymakers, platform developers, and financial regulators design more effective strategies to encourage wider adoption among Bumiputera SMEs. 
Performance expectancy (PE) refers to the belief that using a specific technology will enhance productivity and performance ([14]). In the context of Islamic crowdfunding, PE represents SMEs' expectations that adopting this platform will improve access to financing, facilitate business growth, and increase profitability. Several studies confirm a positive relationship between PE and behavioral intention toward adopting Islamic crowdfunding ([15]). Entrepreneurs view Islamic crowdfunding as an effective tool for raising capital without reliance on traditional financial institutions, enabling more inclusive financing, especially for those with limited access to conventional loans ([13]). However, Husin et al. [16] argue that while crowdfunding offers financing benefits, it may not always align with SMEs' financial needs or strategies, leading to variations in adoption levels. Therefore, further research is needed to understand how PE shapes SMEs' decisions to engage with Islamic crowdfunding (H1: Performance expectancy is positively related to the intention to use Islamic crowdfunding). 
Effort expectancy (EE) pertains to the perceived ease of using a technology ([17]). A user-friendly and intuitive crowdfunding platform is crucial in encouraging adoption among SMEs, particularly those with limited technological proficiency. Research suggests that simplicity in platform navigation, ease of setting up campaigns, and streamlined transaction processes significantly enhance SMEs’ willingness to adopt Islamic crowdfunding ([13]). Conversely, some entrepreneurs, particularly those from older generations, struggle with digital financial platforms due to inadequate technological literacy, limiting EE’s influence on adoption decisions. Additionally, limited knowledge of Islamic crowdfunding mechanisms and compliance requirements may further hinder adoption. Ensuring a user-friendly interface and sufficient educational support is essential to encourage Islamic crowdfunding adoption among SMEs. Thus, effort expectancy is expected to enhance SMEs’ intention to adopt the platform (H2: Effort Expectancy positively affects the intention to use Islamic crowdfunding).
Social influence (SI) refers to the impact of external opinions and social networks on an individual’s technology adoption decision ([14]). In the context of Islamic crowdfunding, SI involves the role of peers, family, business networks, and industry experts in shaping SMEs' perceptions and acceptance of the platform. Prior studies suggest that recommendations from trusted sources, success stories from other entrepreneurs, and community-driven advocacy contribute positively to adoption ([4]). However, other studies indicate that SI may have limited impact in cases where Islamic crowdfunding lacks widespread recognition or endorsement from influential figures ([13]). As Islamic crowdfunding is still emerging, promotional efforts and testimonials from early adopters can strengthen the role of social influence in adoption decisions. Thus, social influence is expected to positively shape SMEs’ intention to adopt Islamic crowdfunding (H3: Social Influence positively influences the intention to use Islamic crowdfunding).
Facilitating conditions (FC) refer to the availability of organizational, technical, and infrastructural support that enables the use of a new technology ([14]). In Islamic crowdfunding, FC encompasses factors such as internet accessibility, regulatory frameworks, platform credibility, and financial literacy support. Studies indicate that SMEs are more likely to adopt Islamic crowdfunding when they have access to supportive policies, training programs, and secure transaction mechanisms ([4]). However, other research highlights challenges such as a lack of regulatory clarity, insufficient public awareness, and cybersecurity concerns as barriers to adoption ([17]). The Malaysian government’s push for fintech and digital entrepreneurship suggests that strengthening facilitating conditions could further support the growth of Islamic crowdfunding among SMEs. Accordingly, facilitating conditions are expected to positively influence SMEs’ intention to adopt Islamic crowdfunding (H4: Facilitating Conditions positively impact the intention to use Islamic crowdfunding).
Trialability (TB) refers to the extent to which an innovation can be experimented with before full-scale adoption. In Islamic crowdfunding, trialability allows SMEs to explore how the platform functions, test its efficiency, and build trust in its compliance with Islamic finance principles. Studies suggest that providing SMEs with opportunities to experiment with crowdfunding platforms fosters confidence, reducing hesitation in adoption ([18]). However, limited accessibility to trial programs and inadequate awareness campaigns often hinder SMEs from fully exploring these platforms ([4]). Thus, incorporating trialability as a key determinant can enhance understanding and encourage greater SME engagement with Islamic crowdfunding. Accordingly, trialability is expected to positively influence SMEs’ intention to adopt Islamic crowdfunding (H5: Trialability positively impact the the intention to use Islamic crowdfunding). The study analyzes the relationship between the core elements of the UTAUT theory (PE, EE, SI, and FC) and a single element from the Innovation Diffusion Theory (TB).

METHODOLOGY
This study adopts a quantitative research design, employing a structured survey to collect data on factors influencing the adoption of Islamic crowdfunding among Bumiputera SMEs. Data collection was conducted through a survey questionnaire. The study employs descriptive and inferential statistical analyses to interpret the collected data and derive meaningful insights regarding SMEs' behavioral intentions toward Islamic crowdfunding adoption. The target population consists of approximately 11,000 Bumiputera SMEs registered with SME Corp ([19]). The sample size was determined using G*Power analysis, with a power level of 0.8, an effect size of 0.15, and five predictors ([20]), leading to a minimum required sample size of 92 respondents. However, to enhance the robustness of the study, 528 completed responses were collected. After data screening for missing values, monotone responses, and outliers, the final usable sample consisted of 486 respondents. The study employs a stratified random sampling technique, which ensures a proportional representation of SMEs from different sectors. Stratification ensures that each sector's representation is proportionate to its actual distribution within the SME population. The survey distribution process was carefully monitored to achieve the minimum required responses from each sector. To minimize common method bias, several procedural remedies were implemented. These include using different Likert scale ranges for dependent and independent variables, incorporating marker variables, and conducting pre-tests before full-scale data collection. The questionnaire underwent validation by five domain experts and received ethical clearance from the appointed ethics committee. A pilot study was conducted with 100 Bumiputera SME entrepreneurs before the full-scale survey distribution. Since no major issues were identified in the pilot phase, the questionnaire was finalized and distributed. The constructs - Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (SI), Facilitating Conditions (FC), and Trialability (TB)—were measured using a 5-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). To further mitigate common method bias, the measurement of behavioral intention to use Islamic crowdfunding employed a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). This methodological approach ensures reliability, validity, and generalizability in assessing the factors influencing Bumiputera SMEs’ intention to adopt Islamic crowdfunding. Also, surveys were employed to gather demographic data, encompassing factors like age, capital sources, annual revenue, staff counts, and related metrics. The demographic breakdown, demonstrates that the trade and services sector house the majority of SMEs, trailed by manufacturing, construction, agriculture, and a small portion in mining and quarrying. In terms of funding, most businesses depend on their savings (56%), while others obtain capital through loans, investors, and alternative means. Simultaneously, the predominant participants fall within the demographic bracket of 25-35 years, denoted as the millennial or generation Y cohort. 

FINDINGS AND DISCUSSION
This study scrutinized the authenticity of the measurement model through examinations for convergent and discriminant validity using confirmatory factor analysis (CFA). The CFA evaluation in PLS-SEM incorporates metrics such as internal consistency reliability (Cronbach's Alpha/Composite reliability), convergent validity (factor loadings and Average Variance Extracted, AVE), and discriminant validity (Heterotrait-Monotrait Ratio of Correlations, HTMT) ([20]). The findings found that all of the outer loading values ​​for the constructs meet the minimum value of at least 0.708 and the constructs have reached a satisfactory level which is AVE > 0.5 and Composite Reliability CR > 0.7. Meanwhile, the results ​​meet the criterion of HTMT being less than 0.85, suggesting that discriminant validity has been established.  
In assessing the structural model, this study establishes five straight hypotheses between the variables, and their significance is determined by calculating t-statistics for all paths using the bootstrapping function as shown in Table 1. 

Table 1. Hypothesis Testing Results
	Hypothesis
	Relationship
	Beta
	Std Erroror
	t-value
	Decision
	R2
	f2
	Q2

	H1
	PE -> BI
	-0.045
	0.056
	0.801
	Rejected
	0.564
	0.001
	0.525

	H2
	EE -> BI
	-0.162
	0.079
	2.061**
	Accepted
	
	0.014
	

	H3
	SI -> BI
	-0.045
	    0.062
	4.373**
	Accepted
	
	0.051
	

	H4
	FC -> BI
	0.276
	    0.074
	3.734**
	Accepted
	
	0.046
	

	H5
	TB -> BI
	0.150
	    0.076
	1.985**
	Accepted
	
	0.021
	


Note: ** indicates significant relationships
The findings show that four relationships exhibit t-values ​​≥ 1.645, indicating significance at the 0.05 level. Specifically, EE (β = -0.165, p < 0.01), SI (β = 0.273, p < 0.01), FC (β = 0.270, p < 0.01), and TB (β = 0.149, p < 0.01) are positively associated with Behavioral Intention, explaining 56.4% of the variance. Therefore, H2, H3, H4, and H5 are verified. Trialability shows a highly significant relationship with the intention to use Islamic crowdfunding, indicating that SMEs are more inclined to adopt the platform when they can test or experience it beforehand, thereby reducing uncertainty and increasing confidence. The relationship between Performance Expectancy (β = –0.041, p > 0.01) and Behavioral Intention is insignificant, with a t-value below 1.645, resulting in the rejection of H1. The model’s R² value of 0.564 indicates moderate explanatory power based on Hair et al.’s (2017) classification. Next, the effect sizes (f2) are evaluated. The values ​​of 0.02, 0.15, and 0.35 are considered low, moderate, and high, respectively. Also, we observe that SI (0.051), FC (0.046), and TB (0.021) have small effects on producing R2 for Behavioral Intention with EE (0.014) has a very small effect. Furthermore, the predictive relevance is calculated, and with a value of Q2 = 0.525 larger than 0, demonstrating predictive relevance for a specific endogenous behavior ([20]). 
The study indicates that EE, SI, FC, TB exhibit significant positive relationships with Bumiputera SMEs' behavioral intention to utilize Islamic crowdfunding. However, PE shows no significant relationship with their intention. The insignificant result between performance expectancy and behavioral intention aligns with previous studies on conventional crowdfunding ([21]) and Islamic crowdfunding ([16]), possibly due to certain crowdfunding structures and the platform's perceived impact on business growth and performance, Considering that most respondents are from the age group of 25-35 years old, they are considered as less experienced millennials, and from diverse educational backgrounds, their skepticism towards Islamic crowdfunding's potential impact on business performance may stem from limited exposure to such financing technologies. Moreover, the scarcity of Islamic-oriented crowdfunding platforms globally underscores the novelty of this concept, emphasizing the necessity for further exploration of its potential and societal acceptance 
Meanwhile, the factors EE, SI, FC, and TB exhibit a positive correlation with the behavioral intention to utilize Islamic crowdfunding. Regarding EE, this positive association may stem from the predominantly youthful and millennial demographic of respondents, who are well-versed in technological advancements, thus finding the Islamic crowdfunding platform user-friendly. Similarly, SI's favorable relationship with BI may be attributed to the pervasive online presence of individuals, spending substantial time on social media where peer influence is significant, as corroborated by Moon & Hwang [21]. Additionally, FC demonstrates a positive link with BI as the crowdfunding platform's robust technical support, customer service, and expertise likely incentivize entrepreneurs to opt for this financing avenue, aligning with governmental initiatives to promote digital technology adoption among Muslim entrepreneurs. Bumiputera SMEs are likely more interested in using Islamic crowdfunding because they can try the technology first, which helps them reduce risks and take advantage of Malaysia's new crowdfunding opportunities. Trying out Islamic crowdfunding helps people understand it better, see its social impact, and how it matches their values. This understanding can make them more likely to support similar projects in the future. While there not many studies on trying out Islamic crowdfunding specifically, other studies have shown that trying out new online platforms, like takaful platforms, internet banking, and online learning can make people more likely to use them ([22]). 

CONCLUSION
This study yields significant theoretical insights into behavioral intention factors and Islamic crowdfunding research, particularly within the realm of Bumiputera entrepreneurship. It does not only address gaps in existing literature, but also extends the UTAUT theory, specifically within the Bumiputera SME sector. Moreover, the study serves to raise awareness among Bumiputera SMEs regarding the unique features of Islamic financing alternatives, thereby offering practical benefits. Additionally, policymakers may derive useful insights from this research to gauge SMEs' mindfulness of financing options and formulate relevant regulations and policies. 
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