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Abstract

Prosocial crowdfunding is a crowdfunding model whereby organizations, mostly microfinance
institutions (MFI) use digital media to access funds from individual lenders with a social mission.
Although it has several potential advantages to MFIs such as providing cheap access to sources of
funds, a high success rate, providing an opportunity to transfer credit default risk from MFIs to
social investors, and improving both outreach and sustainability of MFIs, its diffusion in
developing countries is relatively low, and little is known about factors influencing its adoption.
Therefore, this study investigates the role of four environmental factors namely, client readiness,
supplier support, competitive pressure, and regulatory support in influencing prosocial
crowdfunding adoption in MFIs in Tanzania. The study employed a cross-sectional survey to
collect data from 228 MFIs from five big cities in Tanzania (Dares Salaam, Mwanza, Arusha,
Mbeya, and Dodoma). The study used partial least square structural equation modeling (PLS-
SEM) for data analysis. The study revealed that while two environmental factors, client readiness,
and supplier support have a significant effect on MFI's intention to adopt prosocial crowdfunding,
the effect of the two remaining factors was insignificant.

Key words: Prosocial crowdfunding, financial technologies, environmental factors, Adoption
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1.Introduction

Prosocial crowdfunding refers to the crowdfunding model whereby organizations mostly
microfinance institutions raise additional or emergency funds for their clients through numerous
investors via Internet platforms (Dorfleitner et al., 2020; Moleskis & Canela, 2016). Being among
the crowdfunding models prosocial crowdfunding is a novel approach that involves leveraging
digital technology to solicit contributions from numerous individuals globally (Jenik et al., 2017;
Moleskis & Canela, 2016). As one of the models of crowdfunding, it is a promising innovation
and the number of institutions that employ it is increasing (Bruton et al., 2011). Prosocial
crowdfunding started formally in the 2000s when international prosocial crowdfunding platforms
such as Kiva, Babyloan, and Unitedprosperity decided to partner with microfinance institutions in
developing countries to provide micro-loans to the owners of micro and small enterprises (Allison
et al., 2013; Flannery, 2009; Marakkath & Attuel-mendes, 2015; Moleskis & Canela, 2016).
Providing access to cheap sources of funds, a high success rate, opportunity to transfer the credit
default risk from the MFIs to individual lenders, and improving both MFIs’ outreach and
sustainability are some of the potential advantages of prosocial crowdfunding to MFIs (Anglin et
al., 2020; Ashta, 2016; Belleflamme et al., 2015; Dorfleitner et al., 2017; Dorfleitner et al., 2020;
Kauffman & Riggins, 2012). However, being one of the models of crowdfunding, its diffusion in
developing countries is relatively low (Coffie et al., 2021; Yermack, 2018) and little is known
about the factors influencing its use (Dorfleitner et al., 2020; Yang & Lee, 2019). From a strategic
perspective of innovation, this is a significant oversight, as many prior scholars suggest that the
worth of group lending technologies may be limited if some groups of individuals and
organizations are excluded (Majchrzak & Malhotra, 2013; Rasheed et al., 2019). Hence, it is vital
to comprehend the factors that motivate MFIs’ decision to adopt prosocial crowdfunding.

The influence of environmental factors is important in organizations' decision to adopt various
financial technologies such as FinTech payment services (Coffie et al., 2021), big data analysis
(BDA) (Lai et al., 2018; Maroufkhani et al., 2020), cloud computing (Alshamaila et al., 2013),
mobile banking (Ammar & Ahmed, 2016), electronic banking systems (Bultum, 2014) and other
IT related innovations such as e-business (Zhu et al., 2003), and electronic data interchange (Kuan
& Chau, 2001). Prosocial crowdfunding, being financial innovation in nature (Coffie et al., 2021;
Yermack, 2018), its adoption at the organizational level may also be influenced by environmental
factors. However, this relationship remains hypothetical because it is under-researched in the
context of prosocial crowdfunding (Dorfleitner et al., 2020). Therefore, this study is determined to
investigate the influence of environmental factors on crowdfunding adoption from the perspective
of Microfinance institutions by employing a Technological-Organizational and Environmental
(TOE) framework. TOE framework identifies three key contexts including environmental context
that affect innovation adoption at the organizational level (Baker, 2012; Tornatzky & Klein, 1982).
Since prosocial crowdfunding is at the infant stage in Tanzania, this study focuses on potential
adopters because there is a positive relationship between intentions and behaviors (Gieure et al.,
2020; Holak et al., 1990; Mathieson, 1991).

84



JOURNAL OF LANGUAGE, TECHNOLOGY & ENTREPRENEURSHIP IN AFRICA (JOLTE)
VOL 14 No.2 2023

2. Literature Review

2.1 Prosocial Crowdfunding in Tanzania

Tanzania is among the developing countries where diffusion of crowdfunding is relatively low
(Coffie et al., 2021; Yermack, 2018). Due to the lack of formal home-based crowdfunding
platforms in Tanzania, prosocial crowdfunding is the dominant model of crowdfunding whereby
Microfinance institutions partner with international prosocial crowdfunding platforms such as
Kiva to provide micro loans to micro and small business owners (Kiva, 2020a). Like in other
developing countries, Kiva is the most popular international prosocial crowdfunding platform in
Tanzania (Dorfleitner et al., 2020). Since the establishment of Kiva in 2005 to date, only thirteen
(13) microfinance institutions in Tanzania use prosocial crowdfunding to raise additional funds for
their clients (Kiva, 2020b).

2.2 Theory Underpinning the Study

In 1990 Tornatzky and Fleischer developed the Technology-Organization-Environment (TOE) to
study the adoption of technological innovation in general (Zhu et al., 2003). TOE framework
identifies three key contexts that affect innovation adoption at the organizational level; technology
context, organizational context, and environmental context, hence the name “TOE” Framework
(Baker, 2012; Tornatzky & Klein, 1982). Technological context considers both internal and
external technologies available for the organization that might be useful for improving
organizational productivity. The organizational context is defined in terms of resources available
to support the acceptance of the innovation. The environmental context describes how factors
external to the organization affect the innovativeness of the organization. It consists of the industry,
competitors, access to resources supplied by others, and dealings with the governments (Baker,
2012).

The focus of this study is environmental context. Four environmental factors; competitive
pressure, consumer readiness, Government regulations, and supplier support consistently have
been found to influence the adoption of web-based technologies in several previous studies which
examined the influence of environmental factors in the process of adopting the innovations
(Alshamaila et al., 2013; Ammar & Ahmed, 2016; Ghobakhloo et al., 2011; Kuan & Chau, 2001,
Maduku et al., 2016; Muthinja & Chipeta, 2018; Nam et al., 2015; Thong, 1999; Thong & Yap,
1995; Zhu et al., 2003). Accordingly, this study wishes to determine the effect of the four
environmental factors on MFI’s intention to adopt prosocial crowdfunding.

3.3 Conceptual Model and Hypothesis Development

Drawing on the TOE framework, particularly the environmental context and the literature review,
four environmental factors particularly client readiness, supplier support, regulatory support, and
competitive pressure are proposed to influence MFIs' intention to adopt prosocial crowdfunding
(see Figure 1). Brief explanations about the four environmental factors and their relationship with
firms’ innovativeness and the four proposed hypotheses are presented in the following subsections.
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3.3.1 Competitive Pressure and MFIs' Intention to adopt prosocial crowdfunding

The degree of pressure felt by the organization from competitors within the industry is known as
competitive pressure. Competition stimulates innovation in two major ways; through high
competition which forces some firms to adopt innovations to gain competitive advantage (Thong,
1999); and through mimetic pressure whereby both the perceived extent of innovation adoption
and success derived from innovation adopted by competitors force some firms to adopt the
innovation (Teo, 2003) Several previous studies identified Competition as a significant predictor
of technological innovation in organizations (Kuan & Chau, 2001; Premkumar, 2003; Zhu et al.,
2003). Also, previous studies on financial technologies found that competition was a significant
predictor of the adoption of FinTech services such as Internet banking and big data analytics (Lai
et al., 2018; Ndungu & Moturi, 2020). Therefore, this study also expects a positive effect of the
perceived level of competition on MFIs’ intention to adopt prosocial crowdfunding in Tanzania.
Hence;

H1: Perceived competitive pressure has a positive effect on MFI’s intention to adopt prosocial
crowdfunding.

3.3.2 Client Readiness and MFIs' Intention to adopt prosocial crowdfunding

Client readiness is a combination of clients' willingness and internet penetration, whereby client
willingness reflects the degree to which the client is willing to engage in online shopping by
providing information required to close sales while internet penetration is measured by the
diffusion of personal computers and internet penetration in the population (Zhu et al., 2003).
Accordingly, in this study, client willingness refers to the extent to which MFI’s clients are willing
to disclose their information both personal and business information publicly by legally allowing
MFIs to post their information on the crowdfunding platforms for funding, while internet
penetration reflects the degree to which MFIs’ clients own and use smartphones to send their
information to MFIs when required. Clients’ readiness is important to the MFIs as it reflects the
number of crowdfunding campaigns to be posted on the prosocial crowdfunding platforms which
determine the number of funds to be raised through prosocial crowdfunding (Dorfleitner et al.,
2017; Dorfleitner et al., 2020).In previous studies, client readiness had a positive effect on e-
business adoption (Zhu et al., 2003). Therefore, in this study also, client readiness is expected to
have a positive effect on MFI’s intention to adopt prosocial crowdfunding. Hence the following
hypothesis is proposed,;

H2: Client readiness has a positive effect on MFIs’ intention to adopt prosocial crowdfunding.

3.3.3 Regulatory Support and MFIs' Intention to adopt prosocial crowdfunding

Several studies have found an association between regulation and innovation adoption. The impact
of regulation on innovation depends on both compliance cost and the incentive effect, whereby
low or even zero compliance costs impact innovation positively while high compliance cost has
negative impacts on innovation (Blind, 2016). Additionally, the absence of a specific legal
framework for the implementation of a particular innovation affects negatively its adoption
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(Bultum, 2014). Several previous studies have found a positive relationship between enabling legal
environment and the adoption of financial technologies in the banking industry (Ammar & Ahmed,
2016; Muthinja & Chipeta, 2018; Ndungu & Moturi, 2020). Crowdfunding activities in Tanzania
are potentially regulated by several regulatory bodies particularly, The Bank of Tanzania (BOT)
and The Capital Markets Authority (CMA) subject to the interpretation of the existing pieces of
legislation such as the National Payment Systems (NSP) Act and NPS Regulations, Electronic
Money Regulations and Anti-Money Laundering Regulations, The Microfinance Act (MA Act),
the Capital Markets Act (CMA Act) and Banking and Financial Institutions Act (BAFIA) (Garvey
et al., 2017). Therefore, we expect a positive relationship between the support of the existing
government regulations and MFIs’ intention to adopt prosocial crowdfunding.

H3: Regulatory support has a positive effect on MFIs' intention to adopt prosocial crowdfunding.

3.3.4 Supplier Support and MFIs' Intention to adopt prosocial crowdfunding

Marketing activities of the suppliers of the innovations stimulate innovation adoption (Frambach
et al., 1998). Among others, innovation targeting, innovation communication, and all activities of
the supplier such as giving time for potential adopters to try innovation before full adoption have
a high impact on innovation adoption (Easingwood & Beard, 1989). Suppliers' marketing activities
reduce the perceived risk of innovation adoption and develop potential adopters' innovation-related
capabilities which potentially influence innovation adoption in firms (Frambach & Schillewaert,
2002; Weigelt & Sarkar, 2009). There are mixed findings concerning the impact of Vendors'
Marketing activities on technology adoption. While in some previous studies vendors' marketing
activities were found to predict significant adoption of innovations (Alshamaila et al., 2013;
Thong, 1999), vendors' support was found to have an insignificant impact on innovation adoption
in other previous studies (Maduku et al., 2016). A high knowledge base about the use of technology
within the studied organizations was a possible reason for the insignificant effect of vendors’
marketing on innovation adoption. The Newness of the prosocial crowdfunding concept in
Tanzania may imply a low knowledge base about prosocial crowdfunding among MFIs. In this
situation, supplier support may be regarded as important in stimulating the adoption of prosocial
crowdfunding. Therefore, we expect supplier support to affect MFIs’ intention to adopt prosocial
crowdfunding positively. Hence the following hypothesis is proposed;

H4: Supplier support has a positive effect on MFI’s intention to adopt prosocial crowdfunding.
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Figure 1: Conceptual Model showing the relationship between environmental factors
and the intention of MFIs to adopt prosocial crowdfunding.

3. Research Methods

3.1 Measurements

The latent variables in this study were measured by multiple items which were adapted from
previously-validated scales literature with slight modifications to fit the context (See appendix 1).
Seven-point Likert scale-type anchors ranging from 1(Strongly disagree) to 7(Strongly agree) were
used to measure the constructs' items. To ensure adequate reliability, a minimum of three items
were used per construct as recommended by previous literature (Hair Jr et al., 2021). As the
medium of communication in Tanzania is Kiswahili, the data collection instrument was translated
into the Kiswahili language by a language professional. After translating the instrument into the
Kiswahili language, it was back-translated into English by another translator to validate the
translation. To ensure the comprehensibility of the survey, the translated version of the
questionnaire was piloted to 30 MFIs’ CEOs before collecting data from a larger population.
Feedback from a pilot study enabled the researcher to make minor improvements to the research
questions.

3.2 Sampling and Data Collection

The target population of the study was microfinance institutions under tier 2 (URT, 2019) from
Tanzania's mainland. The list of 578 MFIs under tier 2 was obtained from the website of The Bank
of Tanzania (BoT) on November 2020 (BoT, 2020). The sample size of 236 was determined by
using the Yamane formula as suggested by extant literature (Singh & Masuku, 2014). Since the
headquarters of MFIs were concentrated in big cities (Chijoriga, 2015), judgemental sampling was
used to select the area of the study whereby five big cities in Tanzania (Dares salaam, Mwanza,
Mbeya, Dodoma, and Arusha) were selected. The number of MFIs to be studied from each big
city was obtained by using proportional sampling whereby the total number of MFIs in each
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selected city was divided by the total number of MFIs in all five big cities. The proportions
obtained from each city were multiplied by the determined sample. Simple random sampling
particularly fishbowl sampling was used to obtain MFIs to be studied from each city. MFIs' CEOs
were selected by using purposeful sampling as a respondent to represent their MFIs because they
were members of the body of directors and involved in decision-making concerning all matters
(URT, 2019). The questionnaires were sent to the selected 236 MFIs and administered to MFIs’
CEOs. Of 236 MFIs sent questionnaires, 208 firms submitted their responses. Out of 208 submitted
questionnaires, five questionnaires were not considered for data analysis because they were
incomplete. Table 1 shows the profile of both respondents and the studied MFIs.

Since the study collected self-reported data, two steps were taken to avoid common bias method
issues. First, respondents’ desire to please and give incorrect answers was restricted by informing
them about their anonymity and confidentiality as suggested by extant literature (Uddin et al.,
2019). Second, the variance explained by the factors was examined by performing the Harmon
one-factor test, the results showed that no single factor explains more than 50% of the overall
variance, indicating that the common method bias problem was in the acceptable range (Lindell &
Whitney, 2001).

Table 1: Demographic Information of Respondents and MFIs

Items Category Frequency Percentage
Sex Male 143 70.4
Female 60 29.6
CEO’s Age 18-25 years 6 3
26-36 years 61 30
36-45 years 125 61.6
Above 45 years 8 3.9
Missing systems 3 1.5
Education level Primary level 6 3
Secondary level 29 14.3
Diploma level 8 3.9
Degree level 96 47.3
Postgraduate 64 31.5
CEO Tenure 1-4 years 141 69.5
5-8 years 58 28.6
Above 8 years 4 2.0
MFT’s Age 1-4 years 138 68
4-8 years 58 28.6
Above 8 years 7 34
MFT’s Size 1-4 employees 75 36.9
4-9employees 77 37.9
10-14 employees 17 8.4
Above 14 employees 31 15.5
Missing system 3 1.5
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3.2 Data Analysis

To analyze the collected data, the Partial Least Square-Structural Equation Modeling (PLS-SEM)
analysis method was employed. Several advantages of PLS-SEM such as accommodating latent
variables, strong statistical predictive power compared to covariance-based structural equation
modeling (CB-SEM), insensitivity to relatively small sample size and ability to accommodate both
normal and non-normal data(Hair Jr et al., 2021) supported the uses of PLS-SEM in this study.
The data analysis process involved two steps, the measurement model evaluation step and the
structural model step to evaluate the reliability and validity of the constructs and to test the
hypotheses, respectively.

4. Results

4.1 Measurement Model Evaluation Results

To evaluate the measurement model, the indicator's reliability, convergent validity, internal
consistency reliability, and discriminant validity were assessed as suggested by the extant literature
(Hair et al,2019). Indicators’ reliability was assessed by examining the values of indicators’
loadings and the results showed that all indicators except three indicators (ADOI1, ADOI3, and
CR3) were having indicator loading above 0.70 as suggested by extant literature (Hair Jr et al.,
2021). Since the indicators’ loadings of the three indicators with loadings below 0.7 were above
0.4 and their removal was not raising both internal consistency reliability and convergent reliability
of their respective constructs to an unacceptable level, they were retained for further analysis as
suggested by extant literature (Hair Jr et al., 2021). To assess the convergent validity, the value of
average variance extracted (AVE) of each construct was examined, and results showed that the
value of AVE for all constructs was above 0.5, indicating that more than 50% of the indicators’
variance was explained by their respective constructs, thus providing an acceptable level of
convergent validity (Hair et al., 2019). Also, the internal consistency reliability of the constructs
was assessed by examining Cronbach’s Alpha and Composite Reliability (CR), the results showed
that the value of both Cronbach’s Alpha and CR for all constructs were above 0.7, indicating higher
levels of reliability (Hair et al., 2019). Table 2 below shows the results of the indicator's validity,
internal consistency, and convergent validity.
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Table 2: Measurement Model Evaluation Results

Construct Indicators  Indicator’s Cronbach’s CR AVE
loadings  Alpha
Adoption Intention ADOI1 0.504

ADOI?2 0.794
ADOI3 0.671

ADOI4 0.899 0.723 0.816 0.536
Supplier Support SS1 0.802

SS2 0.827

SS3 0.838 0.767 0.860 0.672
Client readiness CR1 0.861

CR2 0.861

CR3 0.517

CR4 0.793 0.758 0.850 0.595
Regulatory Support RS1 0.793

RS2 0.927

RS3 0.923 0.868 0.916 0.785
Competitive pressure CNP1 0.809

CNP2 0.936

CNP3 0.905

CNP4 0.793 0.891 0.921 0.744

Further, the discriminant validity was assessed by examining heterotrait-monotrait (HTMT) ratio
as proposed by previous literature (Henseler et al., 2015), and the results showed that all HTMT
ratio values were less than 0.85, indicating an acceptable level of discriminant validity(Hair et al.,
2019). Table 3 below shows the results of discriminant validity.

Table 3: Discriminant Validity Assessment Results

Construct CPTN CR RS SS
Competitive pressure (CNP) 0.266

Client Readiness (CR) 0.589 0.230

Regulatory support (RS) 0.213 0.207 0.193

Supplier Support (SS) 0.381 0.364 00.225 0.185

3.2 Structural Model Evaluation Results

The structural model was evaluated based on the four standard assessment criteria, coefficient of
determination(R2), the blindfolding-based cross-validated redundancy measure (Q?), statistical
significance, and relevance of the path coefficients as suggested by extant literature (Hair et al.,
2019). To ensure that collinearity problems do not bias regression results, collinearity issues were
checked before evaluating the structural model by examining the inner VIF. The results showed
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that all values of inner VIF were less than 2, indicating that collinearity was not an issue (Hair et
al., 2019). To assess the model’s explanatory power and its predictive accuracy, the coefficient of
determination (R?), and the blindfolding-based cross-validated redundancy measure (Q?) were
examined respectively. The results of R? and Q2 for an endogenous variable were 0.310 and
0.135, establishing the model's explanatory power and model's predictive accuracy respectively
(Falk & Miller, 1992; Hair et al., 2019).

After establishing both model’s explanatory power and predictive accuracy, the statistical
significance and relevance of the path coefficients were assessed by examining the path’s
coefficients(p), p-value, and (bias-corrected and accelerated) confidence interval as suggested by
extant literature (Hair et al.,2019). Table 1V illustrates that the two relationships were significant
as they yielded a p-value of less than 0.05, and a zero value was not between the lower and the
upper bound of the (bias-corrected and accelerated) confidence interval as recommended by extant
literature (Hair et al., 2019). Hence out of four hypotheses, two hypotheses (H2&H4) were
supported and the remaining two hypotheses (H1&H3) were rejected. In terms of the relative
importance of predictors in predicting the MFIs' intention to adopt prosocial crowdfunding, Table
1V (column 2), illustrates that client readiness was the most important among all constructs in
predicting ADOI (B =.428, p = .000) followed supplier support (B =.205, p = .001), while the
relative importance of the remaining factors, regulatory support (g =.119, p=.069) and competitive
pressure (B =.092, p=.057) was insignificant.

Table 4: Structural Model Evaluation Results

Paths Coefficients p values 5.00% 95.00% Decision
CNP-> ADOI 0.092 0.057 -0.014 0.176 Not Supported
CR -> ADOI 0.428 0.000 0.348 0.497 Supported

RS -> ADOI 0.119 0.069 -0.041 0.235 Not Supported
SS-> ADOI 0.205 0.001 0.087 0.297 Supported

5. Discussion of Findings

The study examines the influence of four environmental factors (client readiness, competitive
pressure, government support, and supplier support) on the intention of microfinance institutions
to adopt prosocial crowdfunding. As shown in Table 4 above, out of four hypotheses, two
hypotheses were supported and the remaining two hypotheses were rejected. Below is a discussion
of the findings.

First, H1 was not supported (=.092, P>.077) suggesting that competitive pressure was positively
but insignificantly influencing MFI's intention to adopt prosocial crowdfunding. This result
indicates that competitive pressure from the business environment does not compel MFIs to
develop a positive intention toward prosocial crowdfunding adoption. Although this result
contradicts several previous studies (Kuan & Chau, 2001; Lai et al., 2018; Maduku et al., 2016;
Ndungu & Moturi, 2020; Premkumar, 2003; Zhu et al., 2003), it is consistent with Alshamaila et
al. (2013) who found that the SME's decisions of whether to adopt innovation were not affected
by competitive pressure. The insignificant effect of competitive pressure on MFI’s intention to
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adopt prosocial crowdfunding may simply reflect the absence of rivalrous competition among
MFIs in Tanzania. The high demand for microfinance services including micro-credit compared
to its supply (Chijoriga, 2015; Marwa, 2014; URT, 2017) can be one of the plausible reasons for
the absence of rivalrous competition among MFIs. These results support the argument that when
competitive pressure is not rivalrous, competitive power becomes not the priority but rather the
outcome of the innovation (Harindranath et al., 2008).

Second, H2 was supported (B=.428, P<.000), implying that client readiness positively and
significantly influences MFI's intention to adopt prosocial crowdfunding. In other words, a lack of
client readiness would negatively impact MFI's intention to adopt prosocial crowdfunding because
MFIs cannot post their clients' loan proposals on the prosocial platforms without their legal
consent. Client readiness reflects MFIs’ ability to meet prosocial crowdfunding platforms’
partnership criteria particularly financial requirements in terms of loan portfolio volume
(Dorfleitner et al., 2020). Also, client readiness reflects the number of crowdfunding campaigns to
be uploaded by an individual MFI on a crowdfunding platform which determines the number of
funds to be accessed through prosocial crowdfunding (Dorfleitner et al., 2017). This result
confirms the findings of early studies where consumer readiness had a significant effect on the
adoption of electronic business in European firms (Zhu et al., 2003).

Third, H3 was not supported (B=.119, P>.069) implying that the regulations which were supporting
prosocial crowdfunding adoption in Tanzania were positively but insignificantly influencing
MEFT’s intention to adopt prosocial crowdfunding. The insignificant effect of the regulations is
probably because there were not crowdfunding-specific (Garvey et al., 2017). The absence of
crowdfunding-specific regulation lowers the overall performance of crowdfunding (Ziegler et al.,
2021). Although this result contradicts several previous research in Africa that found a positive
relationship between enabling legal environment and the adoption of financial technologies in the
banking industry (Ammar & Ahmed, 2016; Muthinja & Chipeta, 2018; Ndungu & Moturi, 2020),
it is in-line with Bultum (2014) who found out that the absence of a specific legal framework for
the implementation of a particular innovation negatively affected the adoption of electronic
banking systems.

Fourth, H4 was supported (=.205, P<.001), indicating that supplier’s support positively and
significantly influences MFI’s intention to adopt prosocial crowdfunding. Thus, the higher the
supplier support the higher the intention to adopt prosocial crowdfunding. Supplier marketing
activities create innovation awareness and stimulate potential adaptors’ perceptions of the
innovation (Frambach & Schillewaert, 2002). This result is in-line with Frambach et al. (1998)
who reported a positive association between supplier’s marketing strategies and innovation
adoption. In addition, the positive role of supplier's marketing activities is acknowledged by
Alshamaila et al. (2013) who found that supplier efforts and external computer support were
important in the potential adopters' decision-making process.

6. Conclusion and Implication of the Study
The study studied the influence of four environmental factors particularly competitive pressure,
client readiness, government regulation, and supplier support on prosocial crowdfunding adoption.
Out of the four environmental factors, two factors (client readiness and supplier support) have a
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significant influence on prosocial crowdfunding adoption intention in MFIs. While client readiness
creates an organization's need to adopt prosocial crowdfunding, supplier support creates a
conducive environment for MFIs to adopt prosocial crowdfunding successfully.

For practice, this study has implications for the government and prosocial crowdfunding platforms'
managers. For the government, the study highlights the importance of client readiness on MFIs’
intention to adopt prosocial crowdfunding. This finding provides clues to policymakers about the
importance of internet penetration, legal protection for online businesses, and security and privacy
concerns on the diffusion of prosocial crowdfunding in Tanzania. Government, therefore, could
accelerate the diffusion of prosocial crowdfunding by enhancing the business laws to make the
Internet a trustworthy business platform (e.g. ensuring security and private concern). In addition,
the insignificant effect of the existing government regulations on MFI's intention to adopt prosocial
crowdfunding provides valuable insights to policymakers that there is a need for crowdfunding-
specific regulations in order to boost crowdfunding performance which consequently will motivate
MFIs to adopt prosocial crowdfunding.

For the prosocial crowdfunding platforms’ managers, the findings of this study highlight the
importance of their support in promoting the adoption of prosocial crowdfunding in MFIs. These
results suggested that for the international prosocial crowdfunding platforms to achieve their
purpose of providing cheap access to funds to MFIs with capital constraints in developing
countries, they should enhance their support to the potential users of prosocial crowdfunding.

7. Limitation of the Study and Future Research

Like other studies, this study is not exceptional in terms of limitations. The first limitation is that
the study investigated the potential adopters of prosocial crowdfunding because prosocial
crowdfunding was at the infant stage in Tanzania. To gain a holistic understanding of prosocial
crowdfunding adoption, the actual adoption of prosocial crowdfunding and its impacts on MFIs'
performance should be examined in the future. Second, the study was limited in terms of the area
of the study whereby the study was conducted in Tanzania, the future study should be conducted
in other developing countries. Third, the study focus was only on environmental factors, future
research should be conducted to study other factors such as such as organizational factors which
affect the adoption of innovations in organizations setting (Abdullah et al., 2013; Amin & Hussin,
2014; Tehrani & Shirazi, 2014). Fourth, the study was limited in terms of population whereby only
Microfinance institution institutions were studied, future studies should widen the scope by
studying other organizations such as NGOs, Universities, and social enterprises which are potential
beneficiaries of prosocial crowdfunding.
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Appendix
Constructs’ Items and Sources
Construct Indicators | ltems Sources
Adoption ADO11 Our Institution wants to collect more information about that | Lai et
intention prosocial crowdfunding (2017)
ADO12 Our Institution wants to try prosocial crowdfunding in our | Maduku
financing strategies et al
— - . (2016)
ADOI3 Our firm intends to adopt prosocial crowdfunding
ADOI4 Our Institution has a clear plan to adopt prosocial
crowdfunding in the near future.
ADOI5 Our institution would be enthusiastic about adopting
prosocial crowdfunding
Regulatory | RS1 The existing governmental policies encourage us to adopt | Hsu et al.
support new information technology (e.g. prosocial crowdfunding) | (2014)
RS2 There are some business laws to deal with security and Igiladukual
privacy concerns over the prosocial crowdfunding 2017
RS3 The government provides incentives for using prosocial | Lai et al
crowdfunding in accessing funding such as offering | 2017
technical support, training, etc.
Competitive | CNP1 Our choice to adopt prosocial crowdfunding would be | Maduku
pressure strongly influenced by what competitors are doing in the | et al.
industry (2016)
CPN2 Our firm is under pressure from competitors to adopt
prosocial crowdfunding
CNP3 Our firm would adopt prosocial crowdfunding in response
to what competitors are doing
CNP4 It is easy for our customers to switch to another institution
for similar services.

Vendor SS1 Vendors actively market the use of prosocial crowdfunding | Maduku
support _ _ et al.,
PP SS2 There would be adequate technical support for prosocial (2016)

crowdfunding provided by vendors
SS3 Training about prosocial crowdfunding is adequately

provided by prosocial crowdfunding platforms
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Our clients would provide the easily accurate personal
information required for prosocial crowdfunding campaigns

Our clients would provide easily accurate business
information required for prosocial crowdfunding campaigns

Our customers own smartphones

Client CR1
readiness
CR2
CR3
CR4

Our customers have the ability to send us both personal and
business information through their smartphones

Kim et al,
(2019);

Zhu et al.,
(2003)
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