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Abstract: Entreprencurship plays an important role in the economy, among others, in reducing
the unemployment rate and improving the economy of a country. However, this was not
accompanied by the interest of entrepreneurs in increasing their business. Even though interest
is the main predictor in shaping the behaviour and performance of a business. This article
aimed to provide literature on what factors can shape an entrepreneur's interest in developing
his business. In answering the objectives of this study, a literature study was carried out on
the articles about interest in developing a business published in the 2010-2021 period and
contained in a bibliographic database. Based on the results of the study, four factors could
strengthen the interest in entrepreneurs developing their business, namely: attitude, descriptive
norms, injunctive norms and perceived behavioural control with the theoretical approach of
reasoned action approach, which are known to be better at predicting behavioural interest
because the variables used are more detailed. This research is not only useful for entrepreneurs
to increase their demand to develop their business but also useful for related stakeholders to
support the increase in-class promotion of MSME actors.

Keywords: attitude, descriptive norm, MSME, injunctive norm, perceived behavioural
control

Abstrak: Kewirausahaan memainkan peran penting dalam perekonomian antara lain dalam
mengurangi tingkat pengangguran dan meningkatkan perekonomian suatu negara. Namun hal
ini tidak dibarengi oleh minat para wirausaha dalam meningkatkan usahanya. Padahal minat
adalah predictor utama dalam pembentukan perilaku dan kinerja dari suatu usaha. Artikel
ini bertujuan untuk memberikan literature faktor faktor apa saja yang dapat membentuk
minat wirausahawan dalam mengembangkan usahanya. Dalam menjawab tujuan penelitian
ini, studi literatur dilakukan terhadap artikel mengenai minat mengembangkan usaha
yang dipublikasikan pada periode 2010-2021 dan terdapat dalam bibliographic database.
Berdasarkan hasil penelitian menunjukan terdapat empat faktor yang dapat memperkuat
minat dalam pengusaha mengembangkan usahanya, yaitu sikap, Norma deskriptif, Norma
Injuctive dan Perceived Behavioral Control dengan pendekatan teori Reasoned Action
Approach diketahui lebih baik dalam memprediksi minat berprilaku dikarenakan variable yang
digunakan lebih detail. Penelitian ini tidak hanya bermanfaat untuk para wirausaha untuk
meningkatkan minta mengembangkan usahanya, tetapi juga bermanfaat bagi stakeholder
terkait dalam rangka mendukung peningkatan kenaikan kelas para pelaku UMKM.

Kata kunci: sikap, norma deskriptif, UMKM, norma injuctive, perceived behavioral control
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INTRODUCTION

Entrepreneurship plays a role in improving the economy
around the world. This statement is confirmed by
Mabhfud et al. (2020), which stated that entrepreneurship
plays a vital role in economic prosperity, social stability
in developing countries. Entrepreneurship is an
innovative and creative process, which plays a potential
role in creating new and added value for products/
services, increasing productivity, creating new job
opportunities, revitalizing and diversifying markets,
increasing social welfare, and developing the national
economy. According to Guerrero et al. (2008), with its
role so crucial, it makes research about entrepreneurship
an advanced research issue in the last few years.
Entrepreneurs find, identify opportunities, or create and
use them to add value to society. Entrepreneurship is
considered to identify, evaluate, develop, and utilize
opportunities and the resources and conditioners that
influence the entrepreneurial process (Sanchez 2014).
Entrepreneurial research has become an interesting
topic in recent years (Alferaih, 2014). Research on
entrepreneurship has been linked to other research fields,
such as social and psychology (Gieure et al. 2020). This
research topic’s development is due to its essential role in
the economy to help overcome the unemployment rate,
its contribution to social development and economic
growth (Mahfud et al. 2020). Dong et al. (2020) the
need for an increase in the number of entreprencurs
to accelerate the economy and create ideas to become
a profitable business is crucial for entrepreneurship
(Turker & Selcuk 2009).

Answering various world economic problems,
especially unemployment and social welfare, can be
done through an entrepreneurial approach. Micro,
small and medium enterprises (SMEs) answer to this
form of entrepreneurship. Where SMEs are central to
the collective goals of increasing productive potential,
reducing inequality and ensuring that the benefits of
increased globalization and technological progress
(OECD, 2018). The proportions of micro-enterprises
contribute more than 70% of the overall business
(OECD, 2019). This is in line with the statement of Bank
Indonesia & LPPI (2015) that SMEs have a proportion
of 99.99% of Indonesia’s total business operators or
as many as 56.54 million units. Based on the data,
the interest to start a new business (entrepreneurial
intention) is relatively high, at 35% for Indonesia,
12% for Malaysia. At the same time, SMEs’ interest
in developing their business is only 4%, which has an
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orientation to go international (export) by 25% and wish
to have new products or services by 23% (GEM, 2013).
The importance of studying business development is
due to the high number of business failures. According
to the 2019 GEM report (Bosma & Kelley, 2019), the
high number of businesses stops due to several things
such as unprofitable business, the business is sold,
bureaucratic issues, and others. The description of the
comparison between New Business (TEA-Total Early-
stage Entrepreneurial Activity) with outgoing business
can be seen in Figure 1.
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Figure 1. The comparison between new business with
outgoing business

Growth intentions cannot be used in terms of economic
development if such intentions are not followed up.
Thus, an understanding of how the impact of growth in
intentions on actual SME growth can significantly add
to the value of the existing literature on SMEs’ growth
in South Africa (Neneh & Vanzyl, 2014). This research
is critical because it is hoped that developing a business
is the first step before creating business activities,
where this intention is a predictor in conducting
activities. Mahfud et al. (2020) stated that developing
entrepreneurial interests is a crucial issue if we want to
provide solutions to the unemployment problem. Thus,
knowing the factors that shape an entrepreneurial interest
is very important. This is reinforced by Fayolle & Linan
(2014), which stated that understanding entrepreneurial
intentions will make a significant contribution to the
decision making process at the personal level, wherein
this case, it is possible to provide a more effective
design of Education design, initiatives, and models of
this interest can be an evaluation tool.

There are two theoretical approaches in predicting
entrepreneurial interest, namely through the Theory
of Planned Behavior (TPB) approach (Ajzen, 1991)
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and the Entrepreneur Event Model (EEM) (Shapero,
1982). Similar to TPB, the EEM model offers three
antecedents (variables) to predict entrepreneurial
intentions, which consist of perceptions of desires,
perceptions of worthiness and inclinations to act.
These two theories have contributed significantly to
the study of entrepreneurial intentions, and both have
relationships and similarities. Schalaegel & Koenig
(2014) mentioned that the two theories are partly
integrated. Mahfud et al. (2020) revealed that the two
models have differences, especially the EEM model
does not consider social factors’ role. In contrast, TPB
is formed from the antecedents (variables) attitudes,
subjective norms and control of accepted behaviour.
Based on these two models, TPB and EEM, it can be
seen that the factors forming entrepreneurship consist
of three factors: attitude, social, and psychological
dimensions.

Over time, there have been developments in predicting
behaviour, which is the development of TPB theory.
Ajzen developed the TPB theory by distinguishing
between different subcomponents of attitudes, subjective
norms, and behavioural control constructs perceived in
TPB. These theories’ popularity is due to their relative
simplicity and relative flexibility and their effectiveness
in accounting for substantial differences in behaviour.
Thesetheoriesalso serveasthebasis forbroad approaches
that include new constructs towards developing more
comprehensive behavioural explanations and testing
essential processes that determine actions such as the
relationship between intention and behaviour. This study
provides an overview of various factors associated with
determinate growth intention, such as attitude, injunctive
norm, subjective norm and perceived behaviour control.
Finally, based on analysis, it categorizes the factors and
proposes a conceptual framework using the Reasoned
Action Approach (RAA). Thus, the study enhances the
existing literature’s understanding to build a conceptual
framework about growth intention.

METHODS

This paper is based on the data collected through
secondary literature sources related to growth
intention published in the last ten years (2010-2020),
using keywords such as “reasoned action approach”.
We identified 128 potentially relevant publications,
including papers, editorial, book chapters and other
literature. Book chapters, encyclopedia, reports, thesis
and unpublished manuscripts and double papers/

Indonesian Journal of Business and Entrepreneurship,
Vol. 7 No. 3, September 2021

studies with missing information excluded too. The
data collection technique in this research can be said
with a literature study.

RAA is a new theory introduced by Ajzen and Fishbein
in 2010. This theory is a development of TPB where
in RAA, three determinants of intention are labelled
attitudes toward behaviour, perceived norms, and
perceived behavioural control (PBC), each represented
by a different pair of subcomponents—but related. The
systematic image of RAA can be seen in Figure 2.

In RAA, behavioural intention (or “readiness to conduct
behaviour”) is “the best single indicator in shaping
behaviour” (Fishbein & Ajzen, 2011). Behavioural
intentions, together with essential skills and abilities
and environmental factors (actual external resources
and obstacles on behavioural performance), influencing
behaviour. In RAA, behavioural intention is influenced
by direct and indirect determinants. Direct determinants
of behavioural intentions include attitudes (tendency to
respond with a degree of liking to psychological objects)
towards behaviour, norms (acceptable behaviour in
groups or community) to conduct behaviour, and
control perceived behaviour (PBC; perception of one’s
control over a behaviour). Based on McEachan et al.
(2016), each construct of intention formation, namely
attitude, perceptive norm and perceived Behavior
control, is formed from 2 sub-components. Specifically,
attitudes toward behaviour are assumed to consist of
experience and instrumental attitudes; perceived norms
are considered to consist of injunctive and descriptive
norms, whereas PBC is assumed to consist of capacity
and autonomy. Ajzen et al. (2007) have suggested that
subcomponents reflect more general constructs (e.g.,
experiences and instrumental attitudes reflect overall
attitudes toward a behaviour) and that more general
constructs are used in analyzing (e.g., second-order
factor analysis models).

In economic theory, while growth is viewed as a natural
phenomenon that occurs until profit is maximized
nevertheless, in reality, not all SMEs owners want to
grow their businesses to maximize (Neneh & Vanzyl,
2014). Growth is a combination of what the actor wants
with entrepreneurs and opportunities’ critical resources
and skills. Neneh & Vanzyl (2014) classified the factors
that determine the growth intention of business into
several categories: entrepreneur demographics (gender,
age, education, family experience); the entrepreneur’s
context (startup motivation, desire to succeed, desire
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to be one’s boss and the desire to be independent,
opportunity recognition); firm attribute (size and
innovation); the individual skills of the entrepreneur
(managerial skills, technical skills, practical skills, career
experience, serial entrepreneurship and patenting);
psychological characteristics (risk-taking propensity,
the need-for-achievement, goal setting, self-efficacy
and tolerance of ambiguity) and external environmental
factors such as government policies (availability
of government’s assistance, training programs and
support service, taxes, procedural requirements for
registration), organizational factors (innovative climate
and incentives). All of the factors above will contribute
to the entrepreneur’s decision to shape their interest
in developing the business. In this paper, the analysis
of intention determinants was conducted from the
psychological side with the RAA approach.

The independent variables in this study were attitude,
injunctive norms, descriptive norms, and PBC,
while the dependent variable was growth intention.
Questionnaires were used to obtain the value of each
variable and can then be processed using descriptive
analysis (Rosiana et al. 2020). All of these independent
variables were considered to be the basis for determining
and describing the development of intention.

RESULTS

The use of RAA theory in predicting entrepreneurial
development intentions is something new. This can be
seen from the results of the processing of VOS with the
keyword “reasoned action approach” obtained by 31
articles since 2010 about direct science as follows in

Indonesian Journal of Business and Entrepreneurship,
Vol. 7 No. 3, September 2021

Figure 3. This is to make it easier to map the concept of
the variables used in the study.

To develop the conceptual framework, we selected 18
papers shown in the Table 1. The model of developing an
interest through the RAA approach can be seen in Figure
4. This figure is used as the basis for determining the
relationship of each variable from the point of view of the
research hypothesis. The relationship between variables
and variables is further described in Table 2, in which
there is a description of the dimensions of the variables.

From Figure 3, it can be seen that research through the
RAA theory approach has a relationship with intention,
but the RAA approach has not been made to predict
growth intention. Research using the RAA approach is
also relatively still scarce and new, where RAA is most
widely used in research in 2016 based on the results of
overlay visualization of VOS. This provides knowledge
that RAA can be used to predict intention. Nevertheless,
research that uses this approach in intention is still very
rarely seen in Figure 2. The use of RAA theory in this
study to predict growth intention has several advantages,
namely: variable attitude used includes positive or
negative consequences perceived in behaviour. It includes
positive or negative experiences felt in conducting
behaviour. In TPB, subjective norm or commonly
defined as social pressure in carrying out a behaviour. In
RAA, the theory is developed into the injunctive norm
and descriptive norm. In the injunctive norm, which is a
perception of what must or should be done, this is used
in TPB as Subjective norm, and Descriptive norm is the
perception that other people can or do not perform the
intended behaviour.
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Figure 3. Author keywords co-occurrence results
Table 1. Reference develop the conceptual framework
Expert (Year) Method Object Variable Information
Kim et al. Structural ~ Food industry Subjective norm, Attitude toward All variables influence
(2013) Equational behaviour, Behavior intention behaviour intention
Modeling
Hussein etal. Regression 400 smarthpone user Intention & Attention Attention affects intention
(2017)
Wicklund Path Small business "film  Attitude, entrepreneur resource, Attitudes affects intention
(2014) Analysis industry” network resource, industry, dynamic,
hostility, heterogeneity
Adrianto Regression  Coca-Cola lovers Attitude, intention Attitude has a negative
(2020) effect on the intention
Lee et al. Structural College student Awareness value, attitude, intention All variables have an
(2017) Equational influence on attitude
Modeling
Nicolaides Descriptive  Secondary data Environmental, Promoting, Education,  All variables encourage
(2011) Role the formation of
entrepreneurial intentions
Miralles et al. ~ Structural Student and New TPB model (personal attitude, Personal attitude and
(2012) Equational  Entrepreneurs subjective attitude, PBC, intention, and PBC affect intentions
Modeling behaviour)
Rameikiene Descriptive  College students in Start a business The majority of students
& Startiene University (Technical are ready to start when
(2013) & Economic Faculty) they finish college
Niewenhuizen Descriptive College students Intent, personal attitude, PBC, value, The majority of
& Swanepoel knowing, assistance, managing support, behaviour can be formed
(2015) marketing and networking, financial when it has an intention
acumen, entrepreneurial competencies
Wong (2019)  Regression  Undergraduates Comparison between revised TPB & Descriptive norm is an
Student classic TPB important variable to

affect the intention
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Expert (Year) Method Object Variable Information

Smith et al. Regression  Students Attitude, PBC, and interpersonal-level = There was a significant

(2012) & ANOVA descriptive, and injunctive norms difference in the influence
of the UK and Chinese
students on their
attitude toward intention
formation

Ham et al. Regression 411 Household Personal attitude, Subjective norm The latter also

(2015) (descriptive norm, social norm), PBC,  empirically proves that

and intention the meaning behind the
two variables (social and
descriptive norms) is
different

Zeleski (2013) Regression  Smoker Perceived descriptive norm, injunctive  Intention can be formed

norm due to the environment

Farias & Pilati Regression 2056 Participant Attitudes, injunctive norms, descriptive Attitudes, injunctive

(2020) norms, PBC, intention norms, and descriptive
norms affect the intention

Schlagel & Regression 123 Sample Perceived desirability, propensity to Perceived desirability,

Koening act, perceived feasibility, entrepreneur ~ propensity to act,

(2014) intention perceived feasibility
affecting entrepreneur
intention

Kobis et al. Descriptive 100 People Intention & Descriptive norm Descriptive norm

(2015) affecting intention

Erikson et al.  Descriptive Doctoral and Enterprising norm, experience, Enterprising norm,

(2015) postdoctoral moderating effect, intention experience, moderating

scientists effects affect the intention

Mair & Bergin Descriptive  Tourism Intervention and environmental intention to play a role

(2010) behaviour in the intervention and
environmental

Aftitnde
H1
Injunctive Norm s

Descriptive Norm

Perc Behavi Cont

Figure 4. The RAA approach to predict growth intention
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Table 1. Variable & dimensions

Variables Description Dimensions
Attitude Attitude tendencies Pleasant place
that are formed Standard
in response to Time
perceptions of )
personal desire to Consistency
develop a business Supplier control
Another position
Security
Injunctive  Approval of support Family
norm from the nearest Important people
environment oL
. . Institution
In carrying out )
performance Environment
development Plan
Descriptive  Behaviour is triggered Opinion
norm by a person's desire Proximity
i 1
to act as in genera Great fun
as others can act on a ]
situation Responsible
Focus
Perceived A person's perception  Confidence
behaviour  of how easy or Trust
control difficult behaviour is
Success
to do
Knowledge
Consistency

PBC of perceived behaviour: people’s perception of
the extent to which they can, or have control over,
carrying out certain behaviours. The sub-component
of PBC is capacity: the belief that a person can, can or
can perform the behaviour in which TPB is known as
PCB and autonomy. The RAA approach to determine
entrepreneurial growth intention can be divided into
four variables: attitude, injunctive norm, descriptive
norm, and perceived behaviour control. Indicators that
form latent attitude variables in forming entrepreneurial
interest can be divided into, namely, creativity, personal
benefit, stability, power and independence (Ajzen, 2012).
Based on Mueller (2011), an attitude has an occurrence
of 107 to predict entrepreneurial intention. Indicators
forming the injunctive norm can be adopted with
two indicators (Charan et al. 2018): perceived family
expectations and significant others’ expectations.

In contrast, descriptive norms are formed from indicators
of the actual behaviour of essential others. Adopting the
indicator from PBC can be developed from research
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adoption (Charan et al. 2018). This is also one of the
most significant weights of forming entrepreneurial
intention in the meta-analysis (Ajzen & Fishbein, 1980)
with an occurrence value of 53. To build hypotheses on
Figure 4, then it can be explained as follows:

Attitude toward Growth Intention

Attitude has been shown to influence behavioural
interest in many studies (Ajzen & Fisshbein, 1980).
Many studies have used the theory of Planned Behavior
to model the relationship between Attitude and
Intention. The interest/intention of the SMEs is a state
or a choice in their common sense and awareness so
that in the intention to increase their efforts, the SMEs
will carry out an attitude that supports their intention
to grow. (Ajzen & Fisshbein, 1980; Kim et al. 2013),
Explain that there are significant and positive results on
the relationship between attitude and entrepreneurial
interest.

The attitude of the individual can reflect the intention.
This can be seen from the reflection of the visible
attitude (positive or negative), leading to good and bad
intentions (Hussein ez al.2017). When a service provided
to consumers is unable to create a positive attitude,
improvements are needed in better services (efficient,
easily accessible, and safe) so that later attitudes will
be positive and form good intentions (Wicklund, 2014).
Adrianto (2020) explained that attitude influences
intention; this is evidenced by the credibility of the
product, the informative attitude described, and the
hedonic nature raised to the public.

Lee et al. (2017) found that the intention to buy is due to
attitude. Researchers explained that several things can
encourage attitudes, including advertising (promotion),
the timing of providing information, disturbances that
arise and personalization of the individual. Nicolaides
(2011) explained that a person’s attitude needs to be
evaluated to determine the initial assessment (positive
or negative), which can later encourage describing the
phenomena that occur. Miralles et al. (2012) viewed
a person’s attitude as reflected in independence and
stability in self-actualization, which later can be the key
to shaping self-actualization and forming intentions.
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Rameikiene and Startiene (2013) stated that a person’s
attitude arises at the beginning of the mind. It must be
created with positive and accurate information so that
the attitudes and intentions are as expected. Krueger
et al. (2000) mentioned that intention is an excellent
indicator to describe behaviour. This is because the
ability to describe the best conditions is carried out.
Nieuwenhuizen and Swanepoel (2015) said that
positive intention is a way of thinking that describes the
opportunity for a person’s good attitude. Therefore the
hypothesis proposed was:

HI: Attitude has a significant effect on Growth
Intention

Injunctive Norm toward Growth Intention

The injunctive norm indicates that behaviour is
triggered by a person’s desire to act as a result of the
preferences of those around him (the environment)
in how one must act. In this model, subjective norms
reflect the potential effects of the social circle of SME
actors to shape perceptions and encourage SME actors
to continue to grow. Some literature proposes a positive
relationship between subjective norm (Injunctive norm)
with behavioural intentions. Kim et al. (2013) explains
that there is a close relationship between subjective
norms on entrepreneurial intention, which supports the
hypothesis.

Injunctive norms are related to norms determining
behaviour related to something that other people want
them to do. Norms are intended to describe in predicting
intentions; this is due to the intention of someone,
someone who orders or orders from other parties (Wong,
2019). In general, decision norms have two parts that
always influence effectively, namely from family and
friends groups (Rivis and Sheeran, 2003). The injunctive
norm has different indicators that can support its success,
where America tends to be more obedient to orders from
governments in Asia (Smith et al. 2012). This provides
support that the environment can support the formation
of intentions. Ajzen (2002); Ham et al. (2015) revealed
that decision norms are closely related to subjective
norms. This is due to the ability to encourage orders
of intentions and behaviour. When the orders are clear
and enforceable, it encourages the order-to-order, and
the appropriate behaviour is expected.

The injunctive norm of the person is related to an
important person who provides an image to form the
intention to behave. Accordingly, the individual must
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have the ability to explain the expectations they have
(Ashakenazi et al. 2005). The formation of intention,
which can be successful by the party, when the person is
willing to follow orders, can encourage intention (Park
and Smith, 2007). Several important indicators related
to norms of the commandment, namely: 1) Sharing
opinions; 2) Important information; and 3) Support for
such information. The injunctive norm can predict the
intention to carry out an activity, where someone who
believes in another person (friend) will follow the order
even though the prediction is not significant (Zaleski,
2013). In adolescents, that command norms play a role
in ordering behaviour that is in line with what is ordered.
On the other hand, this is the belief (Cialdini et al. 1991).
This view is successful when the number of commands
is large, and this is due to the number of individuals
who can convey the truth of the message conveyed to
form behaviour (Barber et al. 1999). Behaviour for a
better life can be supported with positive intentions, this
previously needs to be supported by the right orders. The
accuracy of orders has several indicators, including 1)
suitability and 2) clarity (Finlay et al. 2002). Predictions
of intentions and behaviour can be predicted and run
as expected when the individual who receives the
message or order believes in the message conveyed,
this can increase the expected impact (Terry and Hogg,
1996). Fishbein et al. (1995) stated that the norms of
command can intervene in society, but in this case,
it needs to be done in some time so that all messages
conveyed can be implemented properly by all elements
of society. Cialdini et al. (1990) found that messages to
influence others need to be made in detail but briefly so
that information intended to influence a person can be
conveyed and have an impact on increasing the intention
to do something. The norm of hurting, according to
(Dillard and Shen, 2005), can be conveyed when the
information is conveyed in a good persuasive manner.
In the end, norms that are detrimental to situations can
encourage intentions and behaviours that produce large
reactances so that these can be effective for messengers
(Reid and Aiken, 2013).

In critical conditions, the injunctive norm plays a role
in increasing awareness and intention to be better, and
this is indicated by an issue that is widespread in society
(Farias and Pilati, 2020). Chung and Rimal (2016)
declared that this is motivated by the instructions
and understanding of the individual in the message
conveyed. The injunctive norm can be successful and
has a significant impact when there is a referral from the
closest person (family and friends). This impact can be
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different if it is delivered from a distant group of people
(Farias and Pilati, 2020). Therefore, the hypothesis
proposed was:

H2: Injunctive norm has a significant effect on Growth
Intention

Descriptive Norms toward Growth Intention

Descriptive Norms are perceptions of what other
people do (Schlagel & Koenig, 2014). Descriptive
norms determine what most people do in certain
situations, as well as the behaviour that most people
do. In previous studies, it was obtained that descriptive
norms significantly increased variance in intentions
(contributing 5% to TPB theory). In terms of
understanding the intention of SME actors to improve
their efforts, this descriptive norm provides an overview
of the extent to which descriptive norms that are not
as strong/rigid as the Injunctive norm can affect the
intention of SME actors to develop.

Descriptive norms are descriptions related to beliefs
that come from oneself, especially descriptions of
intentions and behaviour (Forward, 2009). The basic
descriptive norm originates when combined with
subjective norms so that this becomes more complete
(Ajzen and Fishbein, 2005). On the other hand, this
has received opposition from some experts related to
the amalgamation of subjective norms and descriptive
norms, which are caused by different things (Cialdini et
al. 1990; Deutsch and Gerrard, 1955; Grube et al. 1986).
The impact of descriptive norms related to intention
and behaviour. this can be because of the individual,
the information conveyed, as well as other important
factors (Rivis and Sheeran, 2003). Forward (2009)
added that demographics explain messages, intentions
and good behaviour.

Rimal et al. (2005) revealed that descriptive norms are
not more subtle when compared to command norms,
this is because descriptive norms try to use an approach
from self-awareness directly and based on perceptual
messages from the individual. Kobis et al. (2015)
clarified that self-confidence that descriptive norms are
based on the perceptions of individuals who often abuse
environmental awareness and behaviour. Rima and
Real (2003) found that a person’s benchmark for having
intentions and decisions is characterized by descriptive
norms, this is due to the ability to make someone aware
of an important problem.
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According to Erikson et al. (2015), ethical and
appropriate behaviour of individuals can be described
from descriptive norms, where this is an important
part of being able to describe someone to show what is
common in society. Information should be built based
on descriptive norms because it can have a stronger
impact but needs to be built with a longer time, unlike
the faster command norms (Schoolly et al. 2005). Kobis
et al. (2015) stated that descriptive norms build social
evidence that leads to similar behaviour so that in this
case it becomes evident that when a location is filled
with the same individuals. Mair and Bergin (2010) found
that all intentions and attitudes based on descriptive
norms will be more responsible, this is because they are
chosen consciously so that they have a big impact on
internal consistency. Goldstein et al. (2007) and Schultz
et al. (2007) explained that descriptive norms derived
from subjective norms can encourage stronger attitudes
in having intentions. Based on Cialdint et al. (1990),
these actions can encourage other people to act like
someone who acts normally, in this case indicating that
these norms act and work as a result of external roles.
Therefore the hypothesis proposed was:

H3: Descriptive norm has a significant effect on Growth
Intention

toward Growth

Perceived Behavior Control

Intention

PBC is defined as self-perception of the level of ease
or difficulty in performing certain behaviours. In other
words, Neneh & Vanzyl (2014) stated the extent to
which a person holds control in performing a behaviour
with experience preferences. Ajzen indicator shows that
perceived behaviour control holds a subjective level
of control over the performance of the behaviour and
distinguishes perceived behaviour control from the same
perception of the actual behaviour that will produce the
desired results. Therefore, perceived behaviour control
is the ease or difficulty felt by SMEs’ entrepreneurs to
improve their business. Support for the role of PBC
on intention and behaviour is provided as a result of
research by (Kim et al. 2013; Ajzen & Fishbein, 1980).

PBC is the process of organizing, interpreting the stimuli
received by a person to make something meaningful for
the individual (Walgito, 2004). PBC is the final process
of observation which is initiated by the sensory process,
which is the process of receiving a stimulus by the
senses, then passing it on to the brain, and only then do
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individuals become aware of something they perceive
(Sunaryo, 2004). Perceived, according to Kotler (2004),
is a process used by individuals to select, organize, and
interpret information input to create images so that they
have meaning. Garvin (2007) explained that there are
5 important indicators in the formation of perceived,
namely: 1) Performance; 2) Reliability; 3) Features; 4)
Conformance; and 5) Ability.

PBC can be felt when controlled properly, this is
related to limitations by linking some basic things in
the object being assessed (Andryani and Kurniawati,
2015). Golnaz et al. (2010) explain that the formation
of perceptions can be classified by several groups,
where it is intended to strengthen the role of forming the
intentions and attitudes of individuals. Experts identify
perceived behaviour control as a description of the
control of individuals on internal and external factors
to have intentions and attitudes (An-Nahdi et al. 2015).
The information obtained by the subject has an impact
on the formation of PBC, if this can be maintained then
the individual will tend to have a strong intention to
own the object (Alam and Sayuti, 2011). Bagher et al.
(2018) showed that individuals can: 1) Control attitudes
and make decisions; 2) Individuals who have resources
tend to meet needs; and 3) Individuals who have time
will tend to allocate time to get the objects needed.

The formation of PBC related to self-efficacy is related
to judgments about whatever action a person can take
(Bandura, 1982). PBC is part of the individual’s belief in
determining easy or difficult performance on behaviour
(Chang and Ching, 2011). Armitage and Conner (2001)
explained that it is necessary to have a perceived control
behaviour to create intention, but in this case, it requires
a bridge in the connected variable.

Irianto and Haryanto (2011) explained that perceptions
of behaviour control do not affect intention, due to
lack of awareness of information. In the millennial
era, it 1S known that the intention and behaviour
of using technology need to be supported by PBC
(Gangadharbatla, 2008). The importance of the
perceived influence of PBC on attitudes and attitudes, a
concept related to the ability to believe in something that
happens and to appreciate it (Kolvereid, 1996). Bang et
al. (2000) explained that individual beliefs are related to
ordering self-control and the intention to do something.
This is shown from the description of behaviour that
can be better controlled to perform better (Chen et al.
1998).
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May et al. (2009) explain that perceived behaviour
control is closely related to morals, this is due to good
intentions. Mcgee et al. (2009) explained that PBC is
a person’s belief in his or her ability to successfully
launch a business activity. Chen et al. (1998) explained
that someone who is given a relevant task can have an
impact on behaviour, this is because the individual has
greater control. PBC is related to perception, this is due
to the belief to form the resources needed to create more
appropriate behaviour (Ajzen, 1991). Ajzen and Fishbein
(1975) argued that inner control refers to the desire to
perform a certain behaviour, this is due to the individual
probability dimension in the environment between self
and behaviour. Thus, the hypothesis proposed was:

H4: PBC has a significant effect on Growth Intention

Implication Managerial

In this study, it is known that several important things
can have major implications in increasing interest in
entrepreneurship. It is known that several parties can
be involved in increasing interest in entrepreneurship,
namely: 1) The government can make a stimulus by
issuing policies, especially related to training and
financing. In addition, it increases the participation
of the incubator so that it will accelerate success; 2)
The private sector cooperating with the government
provides space for the owners of SMEs to help run their
businesses.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

This research that uses a literature study approach
(previous research) can provide an overview of the
influence of each variable of attitudes, injunctive norms,
descriptive norms, and Perceived Behavioral Control
on growth intentions. This study provides additional
literature that determines the interest in developing a
business, not only using the TPB (Attitude, Subjective
Norm, Perceive Behavior Control) theory. However,
with this study, it is known that the factors forming
growth intention are Attitude, Injunctive Norm,
Descriptive Norm and Perceive Behavior control. So
that this study can explain better the factors forming
growth intention than the TPB theory (McEachan et al.
2016).
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Recommendtions

Future studies are expected to use SEM to export
and test the causal relationship between constructs.
Then a moderating effect can be added to explain
the relationship between constructs. In addition, it
can classify the types of MSMEs from the growth in
number and turnover to provide an overview related to
the advantages of a region.
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