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Abstract

The objective of this thesis was to test the attitude formation barriers influence on
digital advertising resistance for real estate owners in Pakistan. The conceptual
framework was founded on Innovation resistance theory. The model comprised of
website trust, compatibility, and technostress as three independent variables, tra-
ditional mediums of advertising as the moderating variable, and digital advertising
resistance as the dependent variable. Purposive sampling was used in this thesis
for allocating samples to the vicinity of Rawalpindi and Islamabad. Real estate
owners were visited personally to fill in the survey questionnaires. The final sample
size was 366. Although the constructs used in the thesis had established reliability
and validity, but they were revalidated. A confirmatory factor analysis via SMART
PLS 2.0 was established for the exogenous model. Of the six hypotheses only three
were supported. A positive relationship between compatibility barrier and digital
advertising resistance was validated. It was also found that compatibility barrier
strongly influenced owner attitude towards digital advertising resistance, followed
by technostress barrier. Of the three independent variables, traditional advertising
moderated between technostress and digital advertising resistance. Contribution
to theory, implications, limitation and suggestion for future research were derived
from the results and explained further in the thesis.

Keywords: Innovation Resistance Theory, Digital Advertising Resis-

tance, Barriers Towards Attitude Formation.
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Chapter 1

Introduction

Global availability of digital platforms increased the pool of internet users amongst
groups such as Generation Y and Z (Clement, 2019). Important to realize, the in-
dustrial usage of digital advertising mediums reached $ 36 billion in the year 2012
(Flosi, Fulgoni & Vollman, 2013), and was expected to be $ 180 billion in 2014
(Koetsier, 2014). Being a part of these digital platforms, adolescents and youth
spend an increasing amount of time on social networks such as Facebook, You
Tube, What’s app, Twitter, Viber, and Instagram, (Forkan et al., 2019). Previous
documented evidence confirmed that, worldwide 2 billion people used social media
on a daily basis (Clement, 2019). Not surprisingly, Facebook alone has approxi-
mately 1 billion active users per day (Kumar, 2019). Moreover, the usage of these
digital platforms included search for industry related information about products
and services, and using blogs to communicate with other customers about their
experiences (Droge, Stanko & Pollitte, 2010). Additionally, online ads accounted
for 50 percent of total market revenue (Gordon et al., 2019).

Undoubtedly, this increase of traffic towards social networks has provided global
businesses with an opportunity to use digital platforms as an advertising tool
(Smith, 2019) For example, in Nordic countries several industries such as telecom-
munication, banking, airline, and entertainment used digital advertising as a tool
to generate revenues of more than 3.6 billion euros annually (Stole, 2019). Also,

it was signified that, Sweden was the largest digital advertising market among
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the Nordic countries as of 2018 (Laursen, 2018). Followed by Norway generat-
ing roughly 2 billion euros (Hudders, Reijmersdal, & Poels, 2019), and Denmark
almost 1.8 billion euros respectively (Helsen, 2019). Meanwhile, the digital adver-
tising share for Finland accounted for 28% of the Scandinavian market (Enberg,
2019). Not surprisingly, increase in digital advertising platforms has transformed
the customer attitude moving from market place to market space (Stephen, 2019).
Marketers have responded to this fundamental shift by increasing their use of
digital advertising channels (Stephen, 2016). As a matter of fact, previous lit-
erature signified that by 2017 about 1/3 of world spending on advertising would
be directed towards online channels (Vanboskirk, 2009). Consequently, upcom-
ing customer-oriented advertising would largely be carried out in digital settings
(Stephen, 2016).

On the other hand, digital advertisement platforms created billions of jobs through-
out the globe (Joshi & Hanssens, 2010). For example, industries such as fashion,
telecommunication and banking acted as major players to adopt digital advertising
platforms (Mason et al., 2017). Moving towards South Asia, and specifically Pak-
istan majority of the digital advertising mediums were observed in apparel, and
pharmaceutical industries (Jawaid and Ahmed, 2018). For example, the phar-
maceutical industry of Pakistan observed a huge impact of social media on the
clinical practices followed by the physicians in Pakistan. Similarly, the apparel
industry has used digital advertising as a source of promoting their business, and
thus achieved remarkable annual growth (Sheth and Sharma, 2005).

Several distinguished scholars in the past have established a vast amount of lit-
erature in the field of digital advertising. However, majority of these studies was
directed towards Finland, India, Turkey, U.S.A, Germany and China. At second,
majority of the studies towards digital advertising was from consumer side, with
minimal evidence of studies on the barriers towards digital advertising resistance
from the side of owner of small SME’s in real estate industry. At third, mini-
mal evidence was found in Pakistan on digital advertising using the innovation
resistance theory. At fourth, majority of the previous studies in line with inno-

vation resistance theory were directed towards outcomes such as usage intention,
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online shopping adoption, resistance towards new product, and resistance towards
innovation. With minimal attention towards digital advertising resistance as the
outcome variable in light of innovation resistance theory. Therefore, this thesis
scientifically tested website trust, compatibility and technostress as barriers on
owner attitude formation towards digital advertising resistance with the moder-
ating role of traditional mediums of advertising in the context of Pakistan. The

next section would discuss the research background for this thesis.

1.1 Research Background

The advent of digital technologies has transformed the lives of global end users.
Also, digital technologies have connected the entire world forming a global village.
Moreover, it has only become a matter of clicks for executing daily routine tasks
such as, bill payments, transfer of money, apparel buying and e-bookings. Addi-
tionally, this rapid technological transformation saved time and effort incurred by
an individual as compared to the conventional mediums.

Equally important, economies of the world have adopted digital advertising as a
medium to pursue customers. For instance, in the economy of U.S digital advertis-
ing revenues was $107.5 billion for 2018. Revenue in 2018 was 21.8% higher than
2017 revenue of $88.3 billion. The trend of digital advertising was seen in other
European countries as well. For instance, a rapid growth in the digital advertis-
ing industry led to an increase in the online consumption mediums and allocating
a major portion of their budget towards online mediums. Established literature
narrated that, in UK it improved from £3,508m in 2008 to £11,553m in 2017.
Being an annual growth of 14%. As a matter of fact, online mediums surpassed
traditional mediums of advertising in 2017 (television, press, radio, cinema and
outdoor) and reached a global market share of 52% (Plum Consulting London
LLP, 2019).

On the other hand, the real estate business shifted towards digital mediums for
generating leads amongst potential customers. Not to mention, this industry is

extremely saturated. It acquired the lead position in the competition and has
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become crucial for all players in the sector. For example, real estate is one of the
most unorganized sectors in India. There is a lot of scope for improvement to make
it more organized using digital technologies. Currently, most of the developers in
Europe are using digital mediums of advertising such as property portal listings,
digital boards, social media advertising, content marketing, video marketing, ex-
periential marketing using and virtual reality.

Technology adoption has remained the hardest for people, in the long run since
technology is increasing day by day and further features are being introduced in
the existing applications, resistance is being faced for the smooth acceptance of
digital applications. Once a system is implemented at an organization and is in a
running state, the employees get used to the system and do not want to change
or shift to the latest technology. The psychological resistance is observed due
to comparatively more dependability on the familiar systems such as the already
running applications. Customer resistance to innovation has remained always a
barrier toward the adoption of new technologies. In one of the studies it has been
found that the frequent technological advancements are causing change at a very
fast paced which is leading to increased resistance towards early adoption of tech-
nology in the end users (Kirkland, 1996).

The technologies introduced by launching the thorough marketing campaigns are
more acceptable to the end users as compared to the ones, which are launched
without creating any prior awareness. Lack of skills also contribute towards the
behavior, which leads to resisting the adoption of the new technologies. If the
person is more knowledgeable than the fear of trying new, technologies dimin-
ish. Technostress has been found to be an important factor contributing towards
the barrier-forming attitude of the end user. The technology resistance has re-
mained physiological for a long time. Since the human mind resists change and
does not want to adapt to unfamiliar technology. There are many factors, which
contributes towards the levels of technostress (Matt, Hess & Benlian, 2015). The
lack of knowledge towards the technology which is also a factor, which contributes
to the resistance towards trying a new technology. The awareness which could

be created towards the area needs the required process for the acceptance of the
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new idea is needed so that the people trying to experience a new application will
be more open with more productive features (Salanova, 2013). The next section

would discuss the problem statement for this thesis.

1.2 Problem Statement

Technological advancements have redefined the marketplace into digital advertis-
ing platforms. Undoubtedly, it has revolutionized the business landscape in major-
ity of the developed and developing countries that dot the globe (Ziv, 2005). The
leading digital advertising economies in the globe comprised of Norway, Sweden,
Australia, U.K, Denmark, U.S.A, Canada, Germany, Japan, France and Finland
(Fox, 2013). In accordance with this list, industries such as; banking, telecommu-
nication, airline, and tourism in Pakistan adopted digital advertising platforms for
the promotion of their products and services (Husnain &Toor, 2017). In compari-
son to Pakistan, other South Asian Countries such as Sri Lanka, India, Bangladesh,
Afghanistan, and China made use of the digital advertising platforms in several
industries (Mir, 2012).

Quite a few researchers advocated that the dominance of digital advertising plat-
forms increased consumer awareness towards using market space for information
exploration and social communication (Lee, & Youn, 2009). Consequently, today
consumers in Pakistan are more autonomous, hence exhibiting a considerable con-
cern while choosing a desired service (Saleem, & Abideen, 2011). Certainly, studies
on digital advertising arousing consumer motives, and behaviour as an outcome
are well documented, yet their investigations are mostly conducted in developed
countries such as the India, China, Germany, U.S.A, and Finland (Bala & Verma,
2018).

Also, studies conducted in these countries do not provide sufficient evidence re-
garding the generalizability of findings to the context of South Asia (Mir, 2012),
as beliefs, thoughts, preferences, and behaviour differ from nation to nation, and
from region to region (Madden, Hewett & Roth, 2000) Hence, based on the docu-

mented evidence, a majority of the past studies in Pakistan fail to provide enough
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information on the understanding of barriers leading towards digital advertising
resistance keeping in view the owner of the real estate business (Feroz, 2018). Yet,
there is an extreme lack of theoretical finding and discussion on the understanding
of barriers that stop real estate owners from using digital advertising platforms
while promoting their service to the customer. As a result, real estate SME’s
in Pakistan have failed to develop a link with their customers via market space
(Solangi et al., 2019). Likewise, previous documented research also indicated that
barriers as cues in majority stimulated the owner’s motives in creating resistance
towards digital advertising (Watson, McCarthy & Rowley, 2013). However, most
of these studies investigated the behaviour of customers towards digital adver-
tising keeping in view one of the following segments such as gender, age group,
occupation, income, socio-economic classes region, and religion.

Indeed, a wealth of studies have been conducted on digital advertising. However,
the majority of these studies were directed towards examining outcomes such as
intention to use, online adoption, and resistance towards new product. In addition,
the majority of the studies were conducted in Germany, U.S, Germany, China, In-
dia, and Finland. Moreover, a major chunk of these studies was directed towards
industries such as automobiles, fashion industry, retail industry, and the apparel
industry. Furthermore, it was established that several of the previous studies
were conducted from the consumer perspective, with minimal evidence from the
business side. There existed a line of vacuum in these studies as the relationship
between website trust, compatibility and technostress as barriers were not stud-
ied with the moderating effect of traditional mediums of advertising with digital
advertising resistance from the perspective of the owner of real estate business.
This discussion has raised several questions on the barriers, which have not been
discussed in innovation resistance theory in Pakistani studies. Therefore, an at-
tempt will be made to investigate the barriers leading to digital advertising resis-
tance from real estate owners in the context of Pakistan. This would be achieved
keeping in view the innovation resistance model as the main theory, therefore able
to fully explain the theoretical framework. The next section would discuss the

research questions followed by research objectives.
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1.3 Research Questions

RQ 1: Does website trust barrier have relationship with digital advertising resis-
tance in Pakistan real estate industry?

RQ2: Does compatibility as a barrier have relationship with digital advertising
resistance in Pakistan real estate industry?

RQ3: Does technostress as a barrier have relationship with digital advertising
resistance in Pakistan real estate industry?

RQ4: Does traditional advertising moderate the relationship between website
trust barrier and digital advertising resistance in Pakistan?

RQ5: Does traditional advertising moderate the relationship between compati-
bility as a barrier and digital advertising resistance in Pakistan?

RQ6: Does traditional advertising moderate the relationship between technostress

as a barrier and digital advertising resistance in Pakistan?

1.4 Research Objective

RO1: To examine website trust barrier relationship with digital advertising resis-
tance in Pakistan real estate industry?

RO2: To examine compatibility barrier relationship with digital advertising re-
sistance in Pakistan real estate industry?

RO3: To examine technostress barrier relationship with digital advertising resis-
tance in Pakistan real estate industry?

RO4: To examine traditional medium of advertising moderate the relationship
between website trust barrier and digital advertising resistance in Pakistan?
RO5: To examine traditional medium of advertising moderate the relationship
between compatibility barrier and digital advertising resistance in Pakistan?
ROG6: To examine traditional medium of advertising moderate the relationship

between technostress barrier and digital advertising resistance in Pakistan?
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1.5 Theoretical Underpinning

This research was founded on the innovation resistance theory (IRT) introduced by
Ram and Sheth (Lian, Liu, & Liu, 2012). This theory suggested that, website trust,
compatibility and technostress acted as barriers towards the owner attitude for-
mation. Also, while viewing the real estate environment it was documented that,
traditional medium of advertising was considered as the moderator and played a
role between website trust, compatibility and technostress and digital advertising
resistance. Moreover, past evidence suggested that, these barriers had a significant
impact on the owner attitude formation resulted in minimal acceptance towards
digital mediums of advertising. The next section would discuss the significance of

this thesis.

1.6 Significance of Thesis

The following gaps were unleashed as a result of this research.

e At the outset, the significance of innovation resistance theory as a preva-
lent psychology theory has been discussed extensively by numerous scholars.
However, these scholars applied this theory to understand behavioral out-
comes such as usage intention, online adoption, and new product resistance.
This thesis extended the innovation resistance theory to understand attitude
of real estate owners towards digital advertising resistance as an outcome

variable in the real estate industry of Pakistan.

e Critical review of established literature revealed that studies on barriers in
light of innovation resistance theory were mostly established in countries such
as U.S.A, Germany, Finland, China and India. This limited the generaliz-
ability of the findings towards South Asian countries, specifically Pakistan.
As discussed in previous literature, there existed a difference between west
and south Asian culture (Naeem, Butt, & Khanzada, 2018). Also, it was

observed that minimal studies have been conducted in Pakistan keeping in
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view the innovation resistance theory. Hence, this thesis promised to be sig-
nificant for testing website trust, compatibility and technostress barriers in

the real estate industry of Pakistan.

1.7 Thesis Scope

Real estate owners residing in the twin cities including Rawalpindi and Islam-
abad in Pakistan are chosen as the unit of analysis in this thesis. Since these
twin cities are emerging real estate markets (Rizwan, 2017). They comprised of
SME’s whose owners belonged from distinct subcultural groups such as Punjabis,
Pathans, Sindhi’s, and Balochi’s (Ahmad, 2008). Owners being a part of different
subcultures in twin cities of Pakistan provided a decent platform for exploring

barriers leading to digital advertising resistance.

1.8 Structure of this Thesis

This thesis consisted of five chapters.

Chl — Thesis Outline
Ch2 — Established Literature
Chi e Methodology
Ch4 —_— Results and Discussion
Chs — Conclusion

FIGURE 1.1: Research Outline

Chapter 1
This chapter provided the reader with a brief outline on some of the major issues at

hand, pertaining to the barriers leading to attitude formation of the owner in the
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real estate industry of Pakistan. At first, this chapter established the introduction
for this thesis. Then, keeping the background in view, the problem statement is
explained, followed by research questions and research objectives for this study.
The scope of this thesis, and its significance in terms of theoretical contribution

were presented next to spell out the limits for this thesis.

Chapter 2

This chapter sets the scene for reviewing relevant literature, through a stepwise
process. At first, digital advertising global perspective was explored. At second,
the significance of real estate industry was established. Thirdly, the literature
included a discussion on the barriers leading to attitude formation of owners in
the real estate industry of Pakistan. Fourthly, this chapter included a discussion
on the hypothesis, followed by research gaps and conceptual framework. Finally,

a summary was established to end this chapter.

Chapter 3

This chapter initiated with the research philosophy, population, sample size, and
data collection method, consequently, a final survey questionnaire (Appendix A),
to operationally measure the barriers was constructed.

Chapter 4

This quantitative analysis was based on structural and measurement model. This
included certain tests such as; convergent validity, discriminant validity, cross load-
ings, effect size test f2 and path analysis via boot strapping to test moderation
and the overall paths for the conceptual framework using SMART PLS 2.0.
Chapter 5

This chapter established discussions, conclusions and implications of the findings
related to the research question and hypothesis. These included discussions on the
theory contribution and managerial practices. The final part of this chapter pre-
sented the conclusion from this research along with a recommendation for further

research opportunities.
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1.9 Summary

This chapter highlighted the background of research and identified the current
research problem. In relation to the research problem, this chapter also set the
research questions, followed by the research objectives to be investigated. The
contextual setting for this thesis is also discussed, followed by structural details to

end this chapter.



Chapter 2

Literature Review

2.1 Introduction

Chapter 2 gave an overview of the published literature on the usage of digital
advertising in the world, as well as in Pakistani context. Also, it described the
significance of this thesis for Pakistan and neighboring South Asian countries.
Moreover, this chapter started with explaining digital advertising in the global
perspective. Followed by a discussion on the usage of digital advertising mediums
in the real estate industry. Consequently, this led to the discussion on barriers
towards digital advertising resistance established in the global scenario. Further-
more, Innovation Resistance Theory (IRT) was detailed to develop the theoretical
framework for understanding barriers forming real estate owner attitude towards
digital advertising resistance. Finally, six hypotheses based on the research objec-
tives of this study were discussed which also led to the conceptual framework for
this thesis. The developed model and derived hypotheses were empirically tested
in Chapter 4.

12
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2.2 Digital Advertising in the Global

Perspective

Digital platforms have synchronized with the daily lives of billions of human be-
ings living across the globe (Nobel, 2011). Also, marketing on smart devices and
through the medium of internet has totally crossed the sales generated with the
traditional mediums of advertising. The extensive use of technology via digital
advertising is one of the best mediums for global flourishment of any business
these days. Moreover, in majority the youth is highly involved in the usage of
digital mediums (Nobel, 2011). The usage of smart devices is increasing with the
passage of time which is expected to be much higher in the near future estimated
to double in the next decade (Koetsier, 2014).

Decade or two ago digital divide amongst developed and developing economies
existed (Antonelli, 2003), but after decades of evolution digital divide amongst
developed and developing nations has reduced, a multivariate analysis of global
digitalization shows how 142 different developed and developing countries have
evolved over the years towards digitalization(Billon, Lopez, & Marco, 2010). A
recent conducted in India shows the need of digitalization of metropolitan city’s
billboards to promote the trend of digital advertisement (Shukla, & Lyndoh, 2019).
Similarly, another study in India indicates the possibilities of block chain in dig-
ital advertisement as most of the startups and businesses tends to promote their
products on social media (Mohindru et al., 2019). Developed countries have now
started planning on the concepts of smart cities with digital advertisement and e
sales as an integral part of it (Komninos, Panori, & Kakderi., 2019).

Globally the digital marketing mediums have changed with the introduction of
digital targeting. The user is being observed for the interests and buying behavior
and the related suggestions are given based on the consumer buying behavior. (Ul
Haq et al., 2020). The knowledge bases specially designed to observe the con-
sumer behavior keep track of any vies for the advertisements which suggests the
customer interest towards specific product (Gerace, & Barbour, 2019). later on

the suggestions are being shown to the customer in the form of digital ads based
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on the prior interest of the customer towards specific product or on the bases of
their location, (Molitor et al., 2020) The effectiveness of these tools and methods
of digital advertisement has been studied to understand the consumer browsing

behavior, buying pattern, affiliate advertising and advertising (Heath, 2019).

2.3 Real Estate Industry

The Real estate industry is globally a huge investment industry. According to the
statistics the major states of the USA has faced a huge increase in the prices of
properties, Los Angeles had the biggest price rise of 265.5 % followed by San Diego
226.6 %, San Francisco and Miami 213.1 % (Aytekin & Mirli, 2017). The Real
Estate Market and the investor behavior is critical to analyze since it determines
the behavior and trends, which predicts the trend of real estate business.
Globally the real estate industry is considered to be one of the most profitable
industries in the world. Real estate is one of the most reliable kind of fixed asset
investment and has a huge impact on growth of the economy (Yi, 2019). Digi-
talization of real estate industry can lead in development of better understanding
for the investor to understand the possible market trends (Dixon, 2008). A study
conducted in China shows that the real estate hugely derived the national mon-
itory policy, (WU, & HU, 2010), similarly another study shows that how global
real estate market plays an important role during the times of social and political
crises. (Waldron, 2018). It has been identified that the real estate industry tends
to be one of the most rapidly growing employment sector (Siniak, 2019). A study
conducted in Germany shows that as the digitalization takes over the real estate
industry new jobs and employment opportunities will be created (Piazolo, & Do-
gan, 2019).

In context of Pakistan, the real estate industry is the one of the major sources
of earning for majority in metropolitan cities and engulfs huge spectrum of con-
sumers as well as owners of small SMEs, (Javed, & Hyder, 2009). In recent years
the real estate industry has evolved into most reliable source of investment, the

investor’s attitude and trend has been positive collectively. A study confirms the
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psychographics of the investors in Pakistan in real estate (Zain et al., 2019). Real
estate industry in Pakistan has been one of the most rapidly developing and highly

impactful industry in Pakistan ever since (Guisinger, & Irfan, 1980).

2.4 Barriers Centered Study

Barrier towards attitude formation related studies have been conducted in numer-
ous countries and contexts. Insights of a few of these studies have been discussed
below. A study was conducted on South Korean consumers by Dae and Chang
(2008) in the advertisement and sales industry. It was found that, media innovation
was considered as a barrier towards cultural creativity. Also, it was indicated that
industrial norms mediated the relationship between these variables. On the other
hand, in another country and different context it was found that the consumers
of Romania considered age, employment and residence as barriers towards inno-
vative learning in the advertisement industry (Moraru, 2018). These Romanians
had limited knowledge about the mediums leading towards adopting innovative
learning.

Barrier in digital advertising related studies have also been carried out in coun-
tries such as Germany and USA. For example, German consumers had functional
and psychological barriers while adopting digital advertising mediums (Gretzel,
Kang, & Lee, 2008). Whereas on the other hand, in a couple of studies conducted
in the USA it was found that barriers such as social network structure created a
hindrance for consumers to adopt innovation (Patriya, 1990; Reanna, 2018). On
the other hand, the Chinese consumers in the context of tourism were affected
by the usage barriers, as a result this attitude was adversely affecting the sales
of restaurants and retail stores (Xu, Huang, & Li, (2019). Barrier related studies
have also been explored in the domain of online travel and mobile banking. In
this context it has been found that Thai consumer attitude towards online travel
advertisement was hindered by consumer engagement as a barrier towards these
technologies (Kanjana, 2015). Conversely, consumers in Finland considered inno-

vation resistance towards mobile banking (Laukkanen et al., 2007).
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Website trust is considered as a barrier towards digital advertising in previously es-
tablished literature. For example, the users look for the trusted recommendations
from the sources which can provide reliable information regarding the business
for which the user is looking for to get the information. The websites of realtor
firms and Real estate brokers provide the basic information for the property list-
ings. The detailed listings generally do not catch all the information regarding
the comparative properties which leads to the missing information for the listings
(Ganguly et al., 2010).

On the other hand, technological compatibility was also considered as a barrier
in past documented research. It is defined as limitations for the adaptability of
the technology due to limited access to the integration of the information. The
applications which are designed to integrate with already existing components of
the applications or information systems needs to be compatible with the existing
application. The compatibility barrier arises if the user experience is not observed
when a new component is introduced for the application. The user testing helps
to identify whether there is a smooth acceptance of certain types of applications,
since the customer is always looking for quickest possible means of information for
the desired data (Hosseni et al., 2014).

In a similar vein, technostress was taken as a barrier contributing towards forma-
tion of owner’s attitude. It is defined as a psychological stress and the resistance
attitude observed for the behavior of consumers while adopting for the new tech-
nology. The technology advancements are observed to provide a huge level of
constant increase in the features in an application. There are many factors, which

contributes towards the levels of technostress (Matt, Hess and Benlian, 2015).

The literate also shows that researchers have studied digital advertisement in mul-
tiple dimensions. The literatures is rich of consumers attitude and practices to-
wards use of digital advertisement. A study conducted in Finland, synthesized
the previous literature to create better understanding for managers who are will-
ing to use paid digital advertising options around the globe, (Aslam & Karjaluoto,

2017). Multiple researchers have studied upon attitude and behavior of consumers
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towards digital advertisement, (Sinha, Sahdeo, & Srivastava, 2016; Aydin, 2016;
& Fuxman, et al., 2014). Yet, there is very little or no research done in context
of Pakistan’s real estate industry and attitude barriers of owner towards digital
advertising resistance.

The purpose of reviewing different studies on barriers towards formation of attitude
was to build an appropriate background for the readers. With this background,
the readers will now be in a better position to have more clarity in understanding
the studies on digital advertising. Barriers forming owner’s attitude in real estate
industry towards digital advertisement resistance of this study are discussed in the

following paragraphs.

2.5 Hypothesis

2.5.1 Website Trust Barrier Relationship with Digital

Advertising Resistance

The first hypothesis is developed to satisfy specific research objective of this study,
objective number (1). Established literature available presents multiple dimen-
sions of website trust barriers towards real estate owner attitude as antecedents
to digital advertising resistance, mostly; Risk, trust, online purchasing behavior,
(Brinson, Eastin, & Bright, 2019; Bleier, & Eisenbeiss, 2015; & Fastoso et al.,
2012) However, their results empirically exhibited that it differs by nation. Simi-
larly, it is also widely held that in the context of Pakistan there may be different
dimensions of website trust barriers real estate owner’s attitude leading to resis-
tance towards digital advertising.

Rich literature, based on comprehensive and extensive examination of trust as
barrier in online industry is evident in previously established marketing research
(Eastlick, 2006). Trust’s significance as a barrier as attitude cue is validated and
recognized when reported in multiple previous literatures as predecessor variable

to behavioral outcomes, (Yang, 2016).
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Most persuasive evidence cited in available literature asserted that, analyzing cus-
tomer’s trust in online offerings is mandatory in highly dynamic and competitive,
digital paradigm, (Ahmed, 2019). Moreover integration of trust and user experi-
ence has been identified as one of the most important precursor while studying
behavior of specific generation in e-loyalty, (Bilgihan, 2016). In addition, Lindh
et al., (2020), argued that while digitalizing the international sales, website trust
becomes an important antecedents of consumers purchase intent and that’s a con-
cern for service provider. A study in UK confirms that use of such platforms in
local SMEs are intentionally avoided because of unmet needs of customers (Rana,
2019). This also shows the significance of studying the barriers as attitude cues
to behavioral outcome.

Many studies have empirically investigated that website trust as barrier remains
and important antecedent towards digital resistance, and share a significant rela-
tion amongst each other, (Chen, 2018). Also, it has been analyzed that there is
a certain inclination towards digital advertisement in response of website trust as
attitude (Cheung & Millissa, 2017). Therefore, supported by theory and initial
quantitative study objective (1), the following research hypothesis is presented,;
H1: Website trust barrier towards real estate owner attitude formation have a
significant relationship with digital advertising resistance in Pakistan real estate

industry.

2.5.2 Compatibility Barrier Relation with Digital

Advertising Resistance

The Second hypothesis is developed to satisfy specific research objective of this
study, objective number (2). Established literature available presents multiple
dimensions of Compatibility Barriers towards real estate owner attitude as an-
tecedents to digital advertising resistance, mostly; learning 9barriers, social media
compatibility, digital and social media use and skills (Li, 2016, Gawade, & Turkar,
2017; Correa, 2016). However, their results empirically exhibited that it differs
by nation. Similarly, it is also widely held that in the context of Pakistan there

may be different dimensions of Compatibility Barriers real estate owner’s attitude



Literature Review 19

leading to resistance towards digital advertising.

Compatibility of user towards digital resistance has abundant established litera-
ture, thorough and comprehensive exploration can be found on capability as barrier
in online industry and it is perceptible from established marketing research that it
deters consumer’s interest to digitalize (TOytéari et al., 2017). User’s compatibility
with digital devices significance as a barrier forming user’s attitude is confirmed
when established in available literatures, as precursor variable to behavioral out-
comes towards digital resistance, (Almaiah et al., 2019).

Most compelling ratification cited in available literature stated that, in this highly
digitalized and electronics enabled paradigm, compatibility and usefulness are two
major determinants of user’s intentional acceptance or resistance towards smart
solutions (Hubert et al., 2018). Moreover, integration of self-image and image of
smart solution has been identified as one of the most important precursors while
studying users perceived incompatibility and consequent resistance behavior as
outcome, (Mani & Chouk, 2018). In addition, Kaur et al., (2020), argued that
while user’s compatibility remains an important factor of usage barrier and prede-
cessor of use intention in this era of internet enabled devices. A study in Europe
on digital user’s compatibility and digital neuropsychology has high correlation
and former deters acceptance or resistance towards later, (Germine et al, 2019).
This also shows the significance of studying compatibility as barrier which forms
attitude to behavioral outcome, digital resistance.

Study in UK SME industry have reported that compatibility issues act as barrier
forming user’s attitude which remains an important antecedent towards digital
resistance, and share a significant relation amongst each other (Stankovska et al.,
2016). Also, it has been analyzed that there is a certain inclination toward believ-
ing incompatibility with internet and digital resources disturbs the performance
of organization (Mathew et al., 2018) and compatibility is consequently labeled
as barrier forming attitude towards digital advertisement resistance (Laukkanen,
2016). Therefore, supported by theory and initial quantitative study objective (2)
the following research hypothesis is presented.

H2: Compatibility as a barrier towards real estate owner attitude formation have
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a significant relationship with digital advertising resistance in Pakistan real estate

industry.

2.5.3 Technostress Relation with Digital Advertising

Resistance

The third hypothesis is developed to satisfy specific research objective of this
study, objective number (3). Established literature available presents multiple
dimensions of Technostress towards real estate owner attitude as antecedents to
digital advertising resistance as negative influence, social media as inhibitor of
stress and technology addiction, (Khan, & Mahapatra, 2017; Qasem, 2019; &
Tarafdar, 2020). However, their results empirically exhibited that it differs by
nation. Similarly, it is also widely held that in the context of Pakistan there may
be different dimensions of technostress real estate owner’s attitude leading to re-
sistance towards digital advertising.

Ample literature, based on in depth and detailed investigation can be found of
technostress as barrier in online industry and it is evident in previously established
marketing research that it defines interest of consumer to use digitally operational
online platforms (Hwang, & Cha, 2018). Technostress significance as a barrier to
attitude cue is validated and recognized when reported in multiple previous liter-
atures as predecessor variable to behavioral outcomes towards digital resistance,
(Chen et al, 2019).

Most influential evidence cited in available literature stated that, in this highly
dynamic and competitive, digital paradigm. Individuals and enterprises shows
resistance towards digital platforms for their professional tasks and one of an-
tecedents for digital resistance is technostress (Mahmud et al., 2017). Moreover,
integration of overload and technostress has been identified as one of the most
important precursors while studying discontinuous intention of social media users
and their consequent resistance behavior as outcome, (Cao, & Sun, 2018). In ad-
dition, Sami, & Pangannaiah, (2006), argued that while digitalizing the libraries,
technostress becomes an important precursor of reader’s intent followed by anxiety

and resistance against digital platform. A study on social network sites confirms
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that use of such platforms are intentional and labeled as one of the reasons that
consumers develop technostress (Maier, 2015). This also shows the significance of
studying technostress as barrier which forms attitude cue to behavioral outcome,
digital resistance.

Many studies have factually investigated that technostress act as barrier which re-
mains an important antecedent towards digital resistance, and share a significant
relation amongst each other, (Tarafdar et al., 2015). Also, it has been analyzed
that there is a certain inclination towards believing use of digital platform as source
of stress (Lee et al., 2016) and thus technostress is consequently reported as atti-
tude towards digital advertisement resistance (Yun, 2012). Therefore, supported
by theory and initial quantitative study objective (3), the following research hy-
pothesis is presented;

H3: Technostress as a barrier towards real estate owner attitude formation have
a significant relationship with digital advertising resistance in Pakistan real estate

industry.

2.5.4 Traditional Advertising Moderation between
Website Trust Barrier and Digital Advertising

Resistance

The fourth hypothesis is developed to satisfy specific research objective of this
study, objective number (4). Established literature explains traditional medium
of advertising in multiple dimensions as a moderator, (Kelly, Kerr, & Drennan,
2010; Janssens, Pelsmacker, & Geuens, 2012; & Wottrich, & Voorveld, 2016).
However, their results empirically exhibited that it differs by nation. Similarly, it
is also widely held that in the context of Pakistan there may be different dimen-
sions of moderating effect of traditional medium of advertising on website trust
barrier real estate owner’s attitude leading to resistance towards digital advertis-
ing.

Detailed literature, based on conforming and extensive examination that tradi-

tional medium of advertisement acts as moderator in online advertisement research
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is evident in previously established marketing research (De-Jans et al., 2018). Tra-
ditional Medium of advertising significance as a moderator is validated and recog-
nized when reported in multiple previous literatures as motivation and influencing
variable between predecessor and outcome variable, (San José-Cabezudo et al.,
2008).

Most influencing evidence cited in available literature confirms that, analyzing
medium of advertising in online offerings is mandatory in competitive and digital
paradigm, (Kapoor et al., 2018). Moreover integration of advertising platforms
has been identified as one of the most important antecedents while studying role
of media as moderator in online purchases, (Tsai, 2013). In addition, Castronovo
& Huang, (2020), argued that while digitalizing the advertisement, traditional
medium of advertisement becomes an important aspect which may influence of
consumers intent as an alternative and easier option. A study in Iran confirms
that SMEs intentionally avoid use of digital platforms for advertising in underde-
veloped countries, (Hanafizadeh et al., 2012). This also shows the significance of
studying traditional medium of advertisement influence to behavioral outcome.
Many studies have empirically investigated that traditional medium of advertising
remains an important external motivation between the relation of website trust
barrier and digital advertising resistance, and share a significant relation amongst
the relation, (De Mooij, 2018). Therefore, supported by theory and initial quan-
titative study objective (4), the following research hypothesis is presented,;

H4: Traditional medium of advertising moderated the relationship between web-

site trust barrier and digital advertising resistance in Pakistan real estate industry.

2.5.5 Traditional Advertising Moderating Compatibility

Barrier and Digital Advertising Resistance Relation

The fifth hypothesis is developed to satisfy specific research objective of this study,
objective number (5). Established literature explains traditional medium of ad-
vertising in multiple dimensions as a moderator, such as, if the old advertising
practices enhance the new practices (Pfeiffer, & Zinnbauer, 2010). If the con-

sumer would presume digital advertising differently than traditional advertising
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(Logan, 2013) and understanding the consumers attitude towards advertising gen-
erally (Wang, 2002) However, their results empirically exhibited that it differs by
nation. Similarly, it is also widely held that in the context of Pakistan there may
be different dimensions of moderating effect of traditional medium of advertising
on compatibility barrier real estate owner’s attitude leading to resistance towards
digital advertising.

Rich literature, based on compressive and extensive research that traditional medium
of advertisement acts as moderator in online advertisement research is evident in
previously established marketing research (Maclnnis, & Jaworski, 1989). Tradi-
tional Medium of advertising significance as a moderator is validated and recog-
nized when reported in multiple previous literatures as motivation and influencing
variable between predecessor and outcome variable, (San José-Cabezudo et al.,
2008).

Most influencing evidence cited in available literature confirms that, analyzing
medium of advertising and user’s compatibility in determining the use of online
offerings is mandatory in competitive and digital paradigm, (Eastin, 2002). More-
over integration of advertising platforms has been identified as one of the most im-
portant antecedents while studying role of media as moderator in online purchases,
(Tsai, 2013). In addition, Miiller et al., (2011) , argued that while digitalizing the
advertisement, traditional medium of advertisement becomes an important aspect
which may influence of consumers intent as it may stimulates with user’s ability
to operate digital advertising and devices. A study confirms compatibility plays
a major role in avoidance behavior in use of digital platforms for advertising in
underdeveloped countries, (Truong, & Simmons, 2010). This also shows the sig-
nificance of studying traditional medium of advertisement influence to behavioral
outcome.

Many studies have empirically investigated that traditional medium of advertising
remains an important external motivation between the relation of compatibility
barrier and digital advertising resistance, and share a significant relation amongst
the relation, (Lin, 2001). Therefore, supported by theory and initial quantitative
study objective (5), the following research hypothesis is presented;
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H5: Traditional medium of advertising moderated the relationship between com-
patibility as a barrier and digital advertising resistance in Pakistan real estate

industry.

2.5.6 Traditional Advertising Moderated between

Technostress and Digital Advertising Resistance

The sixth hypothesis is developed to satisfy specific research objective of this
study, objective number (6). Established literature explains traditional medium
of advertising in multiple dimensions as a moderator, for example advertising as
notion towards stress, Avoidance of advertisements in teenage, and consumers at-
titude towards advertisement (Phillips, & Noble, 2007; Kell, Kerr, & Drennan,
2010; Bucher, Fieseler, & Suphan, 2013) However, their results empirically exhib-
ited that it differs by nation. Similarly, it is also widely held that in the context
of Pakistan there may be different dimensions of moderating effect of traditional
medium of advertising on technostress forming real estate owner’s attitude leading
to resistance towards digital advertising.

Ample literature, based on in depth and detailed investigation can be found on
traditional medium of advertising moderating relation of technostress as barrier
and digital advertising resistance in SME industry and it is evident in previously
established marketing research that it define interest of consumer to avoid use of
digitally operational online platforms (Heredia-Calzado & Duréndez, 2019). Mod-
erated Technostress significance as a barrier to attitude cue by traditional medium
of advertisement is realized when reported in multiple previous literatures as an
externally influencing variable to behavioral outcomes towards digital resistance,
(Salanova et al, 2014).

Most influential evidence cited in available literature stated that, in this highly
dynamic and competitive, digital paradigm. SMEs in underdeveloped countries
shows resistance towards digital platforms for their professional tasks and one of
antecedents for digital resistance is technostress (Mahmud et al., 2017). Moreover,
integration technostress easy access to traditional advertising mediums has been

identified as one of the most important reasons while studying avoiding intention
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of local service providers and their consequent resistance behavior as outcome,
(Eziefule, 2015). In addition, Castronovo & Huang, (2020), argued that while dig-
italizing the advertisement, traditional medium of advertisement becomes an im-
portant aspect which may influence of consumers intent as an alternative and easier
option. A study confirms that SMEs intentionally avoid use of digital platforms
for advertising in underdeveloped countries while strategizing their marketing and
advertisement platforms, (Katsikeas et al., 2019). This also shows the significance
of studying traditional medium of advertisement influence to behavioral outcome.
Many studies have empirically investigated that traditional medium of advertis-
ing remains an important external motivation between the relation of technostress
and digital advertising resistance, and share a significant relation amongst the
relation, (Mahmud et al., 2017) Therefore, supported by theory and initial quan-
titative study objective (6), the following research hypothesis is presented,;

H6: Traditional medium of advertising moderated the relationship between tech-
nostress as a barrier and digital advertising resistance in Pakistan real estate in-

dustry.

2.6 Innovation Resistance Theory

Innovation Resistance Theory (IRT) was chosen as the underpinning theory for
this thesis. The Innovation Resistance Theory previously established to predict the
resisting behavior of the consumers towards technological advancement (Lian, Liu,
& Liu, 2012). For example, in a study conducted in Taiwan in year 2012 studied
the acceptance of online shopping using college students as their target audience
in reflection of IRT, (Jiunn et al., 2012). Similarly, in another study conducted in
Taiwan consumer behavioral intention of consumers from five metropolitan cities
of Taiwan for the use of hydrogen-electric motorcycles and the major influencing
factors in reflection of IRT. (Chen, Tsai & Hsieh, 2018). Additionally, in Spain the
online Banking services has been studied, it was observed that Spain had relatively
lower rate of online banking consumers than other European countries, the study

was conducted using IRT as the underpinning theory, (Borraz et al., 2017).
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In Pakistan Innovation Resistance Theory has been studied to identify barriers to
adoption of online shopping or acceptance of online shopping, the study focusses on
future intention of the online of shopping consumers. (Sarwar, Qureshi & Fatima,
2014). However, despite rich literature available on the Innovation Resistance
Theory it has been identified that this theory has not been studied in context
of real estate owner’s attitude and predicting barriers towards digital advertising

resistance. The next section would discuss the gaps in established literature.

2.7 Research Gaps

Most of the past research conducted on barriers forming the attitude sentiments of
SME owners towards digital advertising is directed towards industries such as ap-
parel, pharmaceuticals, online banking, automobile and fast food, (Hanafizadeh et
al., 2012; Williams, & Schaefer, 2013; De Jong, 2013; Kabanda, & Brown, 2017).
Therefore, this thesis extended the body of knowledge by considering real estate
industry and owner’s resistance towards use of digital adverting.

A considerable amount of research on barriers forming consumer’s attitude is asso-
ciated with outcomes, such as; behavioral intention, employee performance, inno-
vation and production, building trust and technology acceptance (Sinha, Sahdeo,
& Srivastava, 2016; Fuxman, Elifoglu, Chao, & Li, 2014; Ahuja, & Alavi, 2018;
Aydin, 2016). This thesis extended the innovation resistance theory by focusing
on digital advertising resistance as the outcome variable.

A majority of the previous studies were directed towards university students, em-
ployees and online shopping consumers in countries such as; US, UK, Taiwan,
Turkey, Germany, and India. This thesis was conducted on the owners of real
estate businesses in the context of Pakistan, keeping in view innovation resistance

theory. The conceptual framework for this thesis is presented on pg 20.
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FIGURE 2.1: (Ganguly et al., 2010; Hosseni et al., 2014; Tarafdar, 2007; Kaur,
2008; & Khan, 2009)

2.8 Summary

Chapter number two gives a detailed account of literature laying a foundation
of this study, literature available on digital advertisement & real estate has been
discussed in contextual, conceptual and theoretical manner, the underpinning the-
ory Innovation Resistance Theory has been discussed and available literature and
dimensions it has been viewed previously has been identified moreover a compre-
hensive account of literature has been discussed on barriers, website trust barrier,
compatibility barrier & technostress as cues to form real-estate owner’s attitude
in contrast to the study adjectives. Consequently, on the basis of research gap

identified hypothesis and conceptual framework has been developed in chapter 2.



Chapter 3

Research Methodology

3.1 Introduction

Past literature addressed concerns regarding challenges related to creating the atti-
tude of the owner in the global setting against the opposition of digital advertising.
Research has shown that, despite limited research undertaken in Pakistan, in the
U.S., Canada, Japan, Finland and Italy these barriers were built on a large scale.
Therefore, in view of the principle of innovation resistance, this study addressed
the challenges that facilitate the growth of owners’ attitude towards new resistance
to advertising. This aim is further discussed by initially establishing the context

for the research.

3.2 Research Paradigm

The initial design of the methodology to the research helped clear the methodolog-
ical background review. Inclusive, the methodology analyzed the said priorities,
principles and behaviors underlying the aforementioned goals and aims described
in previous chapter (Kuyini, & Kivunja 2017). Holding a deductive pattern was
documented in view of the analysis setting of this thesis, helping to meet the work
goals (Kuyini, & Kivunja 2016). This method of research has also based on the

deductive logic. Nevertheless, the hypothesis for this thesis was conceived based

28
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on previous recorded work deduced from current scientific papers and validated
observational studies (Kamal et al., 2019). The subsequent segment would tackle

the research population.

3.3 Populace

Twin towns was selected for two primary factors in mind. Second, the populace
grew more prosperous in these twin cities and divided into separate subcultures
(World Population Report, 2020). In comparison, the literacy rates of citizens
residing in megapolises were comparatively higher than in rural areas and more
concerned with challenges leading to the creation of attitudes (Mangi et al., 2020).
Nevertheless, people residing on the country side were not part of the demographic
included in this sample since they were exposed to less real estate company op-
portunities because they were underdeveloped. Hence having a decreased suscep-
tibility to obstacles contributing to behaviors being generated (Mangi, 2019). The

Pakistani Twin Cities People is represented in 3.1 in form of a table.

TABLE 3.1: Presentation for Islamabad and Rawalpindi

Area People Percent of To-
tal Population

Pindi 17 million 74.34 percent
Capital 6 million 25.66 percent
Overall 23 million 100 percent

3.4 Sample Size

To order to do an appropriate study a sound sampling size needed to be chosen.
Recent research showed that owing to an inadequate sample size, it was hard to find
link between variables under review (Taherdoost et al., 2019). Recent comment on

importance of choosing an illustration and its application to analysis has shaped
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a variety of dissimilar views (Taherdoost, 2017). General guides contain a thumb
rule which suggests providing at least 200 factor research cases (Myers, Ahn &
Jin, 2011).

Many proven sample size guidance guides were targeted at: hundred as poor,
two hundred as ordinary, three hundred as good, five hundred as very nice, and
one thousand or further as exceptional (Myers et al., 2017). When a PLS-SEM
thesis is focused the sample size should be between 100 and two hundred (Kwong,
2017). The smallest illustration for twin town people was estimated using the
formula: e = N (1-N) Y2 / Y2 (Israel, 1992) with an error margin of 5% and a
confidence interval of 95%. As there were no statistics on the community of SME
owners residing in Pindi and Capital, utilizing purposive illustration. And for both
Rawalpindi and Islamabad, a combined sample size of 366 was calculated from the

registered population. The findings are listed in 3.2 in the form of a table.

TABLE 3.2: Population of Islamabad and Rawalpindi

Area People Percent of Total Population Sample

Pindi 17 million 74.34 percent 267

Capital 6 million 25.66 percent 99

Overall 23 million 100 percent Three  hun-
dred and
sixty-six

Source: World Population Review, 2020

3.5 Variables Measured

As mentioned in Table 3.3 on pg (26), the challenges that led to the development
of the owner ’s attitude towards digital advertisement resistance display proven
reliability. Additionally, critics used various rating measures. Nevertheless, for
this paper both of those steps changed into the 7-point scale. The theory is, new

research has seen increasingly confident subjects, adding up to seven opinions on
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the scale. Unusual interventions can insert a lack of or favorable views of the

interviewer (Sullivan et al., 2016).

3.5.1 Developing a Scale

Following paragraphs discussed the scales in detail.

3.5.1.1 I V’s

This thesis included 3 independent variables. Website Trust Barrier

Ganguly. (2014) identified the site as obstacle to secrecy, accessibility, trustwor-
thiness and transparency to the usage of the website for business transactions.
Furthermore, the sample questionnaire was operationalized with a Likert scale of
seven scales. In comparison, 7 in the graph indicated a tall degree of unity though
1 implied a tall degree of discord. Using the average of 7 things found out the
barrier impact of overall website trust. Compatibility Barrier

Hosseni. (2016) as the consumer appropriate challenge, the company climate and
new media advertisement. Furthermore, the sample questionnaire was operational-
ized using a seven-point Likert scale. In comparison, 7 in the graph indicated a
tall degree of unity while 1 implied a tall degree of discord. The total performance
barrier effect was figured by the mean of four contents. Technostress

Tarafdar. (2010) as generated by focusing on the growth of practical technological
skills, the upgrading of mechanical services difficulty facing technology learning.
Furthermore, the sample questionnaire was operationalized with a Likert scale of
seven scales. In comparison, 7 in the graph indicated a tall degree of unity 1 im-
plied a high degree of discord. Technostress ’s total effect as obstacle was figured

by average of five facets.

3.5.1.2 Moderator

Traditional Advertising
Kaur et al., (2010) described standard media of evidence, delivery, knowledge
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and comprehension of services that the company offers. Furthermore, the sample
questionnaire was operationalized using a 7-option scale. Moreover, there was a
high level of agreement on seven in the scale, whereas 1 was high difference. The
complete encouragement of traditional advertising by taking 5 items on average.
Taking five things on average has figured out the cumulative impact of conventional

advertisement mediums.

3.5.1.3 D.V

Digital Advertising Resistance

Widely distinct as the opposition of the company to the advantages, decreased ef-
ficiency, potential for profitability, wasted time and resources put in the consumer
arena by digital advertisement media use (Khan et al., 2015; Hosseni, 2017). Also,
a 7 option scale for operationalization of the survey questionnaire. In contrast,
seven demonstrated a high degree of unity in the test, while one exhibited a high
degree of discord. By taking an average of 7 items, the total impact of the resis-

tance to digital advertising was worked out. Table 3.3 provided a description of

the scales.
TABLE 3.3: Variable Details
Obstacles Article Scale Reliabilities
W.T (Ganguly, 2011) seven 0.71
Comp (Hosseni, 2015) four 0.82
Tech (Tarafdar, 2008) five 0.75
T.A (Kaur, 2010) five 0.79
DAR (Khan, 2009; Hosseni et al., 2014)  seven 0.84

3.6 Procedure for Collecting Data

3 men have been mobilized to collect the details visited the offices. These par-

ticipants have been tested with the variables used in the research instrument on
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the objective goals (Turpin, Asano, & Finlayson, 2015). Subsequently, these in-
dividuals were read a brief literature relating to the challenges which led to the
development of the mentality of the owner and provided the requisite responses.
Provided the higher learning frequency in the area of Pindi and Capital (Mangi,

2018). Hence, both real estate company owners filled out.

TABLE 3.4: Questionnaire

Introduction Thesis Objectives

1 Main inquiries
2 Individual inquiries.

Statement of Gratitude.

3.7 Data Analysis

To evaluate the facts in hand (Wong & Kwong, 2018). Using the PLS 2.0 two
equations were calculated: the dynamic prototypical, and the metric prototypical.
The analytical method has explored the consistency and authenticity of results.
Although the concept calculation provided an impact appraisal hypothesis-testing
(Wong & Kwong, 2018). This also operated with a broader variety of sample sizes
and the bootstrapping strategy didn’t need data normality presumptions (Wong
& Kwong, 2018). But it has offered more methodological stinginess and healthier
forecasts for theoretical framework of multifaceted links (Kwong & Wong, 2013).
Additionally, SEM has been broadly applied in recent years across research areas,

including manufacturing (Wong & Kwong, 2018).

3.8 Summary

At first, this section formed the framework for the analyses. Followed by sample
size, the population chosen for this study was placed at second place. A debate was

then reported for the data collection methodology, accompanied by a description



Research Methodology 34

of the scale created for each portion. Finally, a dialog for systemic and metric

data analyzes on the SMART PLS 2.0 was launched.



Chapter 4

Data Analysis and Discussion

4.1 Respondents

Of the 366 survey questionnaires (three hundred and sixty-six) given to immovable
business owners, a total of 273 /366 answers was retrieved. Out of two hundred and
nine were gathered after Pindi and sixty-four was received from Capital (Appendix
A). As consequence, over-all of two hundred and seventy-three replies was obtained
from the two cities, and were believed adequate. PLS 2.0 didn’t need broad sample
size (Afthanorhan et al., 2015). In this cross-sectional analysis the owners of the
participating real estate firms were classified by sex, age, years in the sector and

jobs. Table 4.1 provides a full presentation of population and terrestrial area.

4.2 Data Handling

persons dispatched gather information separately and visited the offices between
Pindi and Capital (Finlayson, Asano, & Turpin, 2015). It addressed 366 separately
founders of real estate companies. Next, 273 questionnaires from 366 sample
questionnaires were collected. There had been some sort of mistake of those nine
questionnaires. As the sum of missed data was less than 5 percent (Kiyani, 2017)
substituted the missing values with predicted values in the SPSS. For around the

same moment, of the three sixty-six survey questionnaires, fifty-three considered

35
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incomplete, forty not recovered, except the comprehensive analysis was not part
of it. This permitted the investigator to evaluate a broad data collecting was
more powerful than analyzing the partial data collection. Table 4.2 presents a

description providing evaluation of initial and final sample scales.

TABLE 4.1: Geographic and Demographic Characteristics of Respondents

Major Segmentation Variables Category Frequency Percent
Geographic
Rawalpindi 267 74.34%
Region
Islamabad 99 25.66%
Demographic
Male 359 98%
Gender
Female 7 2%
24-35 162 44.26%
Age
36+ 204 55.74%
3-Jan 92 25.14%
5-Mar 76 20.76%
No. of Years in Business
10-May 153 41.80%
10+ 45 12.30%
SSC 112 30.60%
HSSC 106 28.97%
Education
Bachelors 97 26.50%
Other
51 13.93%
TABLE 4.2: Original and Final Sample Size
City Inhabitants in Original Final
Millions Sample Sample
Rawalpindi 1,743,101 267 209
Islamabad 2,344,701 99 64

Source: Founded on the Respondents profile.
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4.3 Evaluating the Model (PLS-SEM)

PLS 2.0 procedure composed of 2 templates and the concept of computation,
namely a structural model. The interaction between the barriers and the goods
was shown in a reflective dimension framework as various philosophical artifacts
in place (Bido, Silva, & Ringle, 2016). Annex (b) presented the functional frame-
work for the logical model. Whereas Annex (c) laid out the calculation method.

Whereas Annex (C) defined the mode of measurement for the theoretical model.

4.3.1 Estimating of the Hypothesis Based Model

In Smart PLS 2.0, after the structural and metric model was developed, the objects
and barriers were successfully linked together. In addition, the parameters used in
PLS 2.0 to evaluate the experiment. In the first run set, which contributed to the
small average derived variance (AVE). Therefore, the coding was dropped. After
deletion of the objects the re-run for route estimation. Therefore, in the 2nd run
it was found that complete load was above 0.5 for every object.

Likewise, the results produced by the composite reliability checked and showed j
0.7 for all variables when looking at the reliability of the internal consistency for
and part (Benitez, 2020), thereby demonstrating a tall degree of inner reliability.
In addition to the convergent legitimacy, the discriminating validity was shown by
specifying the square root of AVE for each latent variable (Ahmed et al., 2019).
Also, square root was therefore higher on regression values of latent variables
(Wong & Kwong, 2013). Appendices d and e addressed the full description of the

tests for the loading of products.

4.4 Discriminant Validity

AVE’s was used to assess selective legitimacy for each challenge leading to the
creation of ownership attitudes (Sidek, Sami & Hamid, 2017). For any blockade
the square root was determined manually. Outcomes in (4.3) indicated that the

square roots for wtb (0.72), ¢b (0.78), ts (0.86), and dar (0.80) were higher than
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correlation among variables. On the table diagonal, such determined values were
written in red. Consequently, findings in (Table 4.3) showed that the validity of

the discriminant was defined and verified.

Table 4.3: Fomell Larcker Criterion
WIB CB TS DAR

WIB 072 0 0 0
CB 023 078 0 0
TS 071 016 08 0
DAR 045 031 015 0.80

Note: WTB=Website Trust Barrier, CB=Compatibility Barrier, TS=Techno
Stress, TMA=Traditional Medium of Advertising, DAR=Digital Advertising Re-

sistance

4.5 PLS SEM 2.0 Evaluation

The subsequent preliminary remarks was known;

4.5.1 Endogenous Variance

The amount of decision r2 was 0.626 for the endogenous variable. Also, value
inspected that the 3 obstacles (wtb, cb, ts) elucidated sixty-two percent digital

marketing variance.

4.5.2 Coeflicient Size
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The operational framework values indicated that the three barriers that shaped
the attitude (OA) had a substantial impact on dar (0.626) and were operationally
marginal (Hair, 2018). Opposition to internet advertising was also explicitly antic-
ipated from the three barriers.4.5.3 Loadings for Outer Model. Outside framework
loads were used to map the relations amongst the parameters and the obstacles
to the owner ’s boldness (Hair, 2018). 4.4 in the form of table reported the trail

quantity measurement outside charging unit hazard among the artifacts in the

method.
TABLE 4.3: Outer Model loading and Significance
WTB CB TS TMA DAR

WTB_1 0.85 0 0 0 0
WTB_2 0.77 0 0 0 0
WTB_4 0.69 0 0 0 0
WTB_6 0.75 0 0 0 0
WTB_7 0.51 0 0 0 0
CB. 8 0 0.86 0 0 0
CB9 0 0.8 0 0 0
CB_10 0 0.68 0 0 0
TS 12 0 0 0.81 0 0
TS 13 0 0 0.85 0 0
TS 14 0 0 0.89 0 0
TS_15 0 0 0.88 0 0
TS_16 0 0 0.87 0 0
DAR_22 0 0 0 0 0.89
DAR_23 0 0 0 0 0.88
DAR_24 0 0 0 0 0.83
DAR_25 0 0 0 0 0.86
DAR_26 0 0 0 0 0.82
DAR_27 0 0 0 0 0.7
DAR_28 0 0 0 0 0.6

4.5.3 F2 Test

This analyzed the introducing exogenous constructs to the framework (Hair, 2019).
It is determined by neglecting the model’s exogenous construct one by one, and

measuring the value change from R2. A substantial growth in R2 has indicated
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that the scale of the effect is leading in large part. In comparison, a small change

to £2 meant low effects.

Tahle 4.3: Results forF test,

R Included Excluded f Effect size
WIE— DAR 0.626 0479 0.15 Medium
CB = DAR 0626 0016 0.30 Large
IS = DAR 0626 0616 0.02 small

Note: < (.02 small effect, > 0.20 medium effect, > .30 large.

4.6 Boot Strapping for Path Analysis

In both conceptual and estimation structures, bootstrapped path analysis gen-
erated T-statistic (Hair, 2019). For the method, two hundred and seventy-three
detectable review surveys, obtained from real estate, were regarded. During trend

assessment, bootstrapping was also carried out by producing five thousand case

studies samples (Hair, 2019).

Table 4.6: T- statistics of Path coefficient (Structural Model

HYPOTHESIS PATH T-Statistics
Hl WIB —p DAR 2.069
H2 (B = DAR 0.668
H3 TS ==p DAR 36.892

Note: *p<0.1, **p<0.03,***p<0.01

Reported findings in table 4.6 indicated path coefficient t-statistics = DAR struc-
tural model path was 2.069. Only, 36.892 was for the TS = DAR course. Al-

ternatively, CB = DAR was 0.668 for direction. The whole recorded scores were
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checked at 5 per cent meaning point. Past studies showed that, if the T-statistics

become greater than 1.96, the direction coefficie

in the form of a table presented the outcomes.

nt is significant (Hair, 2019). 4.7

Table 4.7: Path Coefficients Bootstrapping for Measurement Model
Hypothesis Path Sample  Standard Beta  Standard T-Statistics
Mean  Deviation  Value Error
(M)  (STDEV)  (p)  (STERR)
Hl WIB,DAR 0037 0.0458 00315 00458 0.688
H2 CB =+DAR (0778 0.0210 0.870 00210  41470%=*
H3 TS =+ DAR -00804 0.0424 0.101 00424 2383%**

*p<0.1,**p<0.05,***p<0.01

4.7 Result Summary for Proposed Hypotheses

Table 4.8 summarized the results for hypothesis H1, H2, H3 developed in accor-

dance with the thesis objectives RO1, RO2 and

Table 4.5: Summary of Decision for Research Hypothesis

RO3.

Hypothesis Path T-Statistics Decision
Relationship
Hl WIB—p DAR 0.688 Not Supported
H2 CB — DAR 41.470%== Supported
H3 TS = DAR 2383%** Supported

*p<0.1,**p <005 ***p<00]

The H1, H2, and H3 measurements were set out in table (4.8). When separately

evaluating the experiment, found that together h2 (T-stat 41.470), h3 (T-stat

2.383) affected the attitude of the owner towards the resistance to visual ads

during route analysis. Nonetheless, H1 t-statist

ics was below (1.96) and did not
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support the development attitude of the owner towards digital media resistance.
The next section deals sequentially with the moderation tests for H4, H5 and H6

theories.

4.8 Moderation Path Analysis Result Summary
(H4, H5, & H6)
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Table 4.9: Hypothesis Testing for Moderator

Hypothesis Path Path Std.  t-value Decision
Coef.  prrs.
H4 TMA* =+ WIB 01719 0.1805 0.684 Not Supported
DAR
H5 TMA* =+ CB 0.0983 0.1610 0.366 Not Supported
DAR
H6 TMA* =+ TS 03645 01529 2364 Supported
DAR

Note: *p<0.1, **p <003, ***p =001

4.9 Chapter Summary

The findings were resolved sequentially by segment. The section initially started by

running the calculation of the structural model path. Often built were discriminant

validity, f2 test evaluation f?, loading and complex toughness. It then provides the
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foundation for bootstrapping the analysis of the path and ends the chapter with
moderation outcome. Conclusion and consequences of this research is explored in

Chapter 5.



Chapter 5

Discussion and Conclusion

5.1 Introduction

This chapter established the decision, and implications for the thesis. Also, the
conclusion for this quantitative endeavor were founded in accordance with the
results and discussion of this thesis. Initially the results for confirmatory factor
analysis were concluded for the structural model. Consequently, this led to estab-
lishing the concluding remarks for the measurement model based on six-hypothesis
documented in light of the research objectives. The first three hypothesis (H1, H2,
& H3) were directed towards testing the relationship of website trust, compatibil-
ity and technostress barriers with digital advertising resistance. The later three
hypotheses (H4, H5, & H6) were directed towards testing the moderating effect
of traditional mediums of advertising between website trust, compatibility, tech-
nostress barriers and digital advertising resistance. Followed by a discussion on
the theoretical contribution. At last, concluding remarks were documented on the

managerial implications, limitations, and future research directions.

5.2 Conclusion for Structural Model

Initially a conclusion for confirmatory factor analysis (CFA) was established. The

45
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CFA was determined in light of factor loadings, Cronbach’s alpha, convergent va-
lidity, composite reliability, discriminant validity, outer model loadings, and effect
size test f2. Website trust barrier as an independent variable relied on internet
usage, online exploration, information value, online buying and selling preference,
website transparency, online source preference, and online purchasing preference.
This variable was based on 7-item structure. Real state owners in Rawalpindi
and Islamabad confirmed the factor loadings for item WTB_1, WTB_2, WTB 4,
WTB_6, and WTB_7 being greater than 0.50. However, factor loadings for WTB_3,
and WTB_5 were below 0.50. Moreover, the Cronbach’s alpha for WTB was
above 0.70. In a similar vein the composite reliability for WTB was above 0.70.
Furthermore, the effect size {2 test results concluded that, WTB moderately ef-
fected real estate owner attitude formation towards digital advertising resistance
in Rawalpindi and Islamabad in Pakistan.

Keeping in view the past studies, this study did not confirm factor loading for
all the 7-items of website trust barrier. This signified that, real estate owners
in Rawalpindi and Islamabad gave significant weightage towards internet usage,
online exploration, online buying and selling preference, online source preference,
and online purchasing preference as barriers towards digital advertising resistance.
However, minimal weightage was given towards information value, and website
transparency, as barrier towards digital advertising resistance. Therefore, the
scale on website trust barrier was validated with 5-items for the owners of real
estate business residing in the vicinity of Rawalpindi and Islamabad in Pakistan.
In a similar vein compatibility barrier as an independent variable relied on fitting
the business needs, work culture compatibility, being a routine matter, and in-
dustrial compatibility. This variable was based on 4-item structure. Real state
owners in Rawalpindi and Islamabad confirmed the factor loadings for item CB_S8,
CB.9, and CB_10, being greater than 0.50. However, factor loadings for CB_11
were below 0.50. Moreover, the Cronbach’s alpha for CB was above 0.70. In a
similar vein the composite reliability for CB was above 0.70. Furthermore, the ef-
fect size f2 test results concluded that, compatibility as a barrier strongly effected

the owner attitude formation towards digital advertising resistance.
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Keeping in view the past studies, this study did not confirm factor loading for
all the compatibility barrier items. This signified that, real estate owners in
Rawalpindi and Islamabad gave significant weightage towards fitting the business
needs, work culture compatibility, and being a routine matter as barriers towards
digital advertising resistance. However, minimal weightage was given towards real
estate industrial compatibility as barrier towards digital advertising resistance.
Therefore, the scale on compatibility barrier was validated with 3-items for the
owners of real estate business residing in the vicinity of Rawalpindi and Islamabad
in Pakistan.

Moreover, technostress barrier as an independent variable relied on not knowing
enough to handle technology, needing a long time to understand new technol-
ogy, not finding enough time to study and upgrade technological skills, finding
new recruits to know more about technology, and complexity towards understand
technology. This variable was based on 5-item structure. Real state owners in
Rawalpindi and Islamabad confirmed the factor loadings for item TS_12, T'S_13,
TS 14, TS_15, and TS_16 being greater than 0.50. Moreover, the Cronbach’s alpha
for TS was above 0.70. In a similar vein, the composite reliability for T'S was above
0.70. Furthermore, the effect size 2 test results concluded that technostress as a
single barrier weakly effected owner attitude formation towards digital advertising
resistance, as compared to the combined effect of WIB, CB, and TS where R?
being (0.626).

Keeping in view the past studies, this study confirmed factor loading for all the
technostress barrier items. This signified that, real estate owners in Rawalpindi
and Islamabad gave significant weightage towards not knowing enough to handle
technology, needing a long time to understand new technology, not finding enough
time to study and upgrade technological skills, finding new recruits to know more
about technology, and complexity to understand technology as barriers towards
digital advertising resistance. Therefore, the scale on technostress as a barrier was
validated with 5-items for the owners of real estate business residing in the vicinity
of Rawalpindi and Islamabad in Pakistan.

Furthermore, digital advertising resistance as a dependent variable relied on the
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resistance towards digital advertising, clarifying queries and reasons to use digital
advertising, fear of using digital advertising, fear of changes imposed by digital
advertising, digital platforms not being suitable, the likeliness of using in near
future, and finding digital advertising insignificant towards real estate business.
The variable was based on 7-item structure. Real state owners in Rawalpindi
and Islamabad confirmed the factor loadings for item DAR_22, DAR_23, DAR_24,
DAR_25, DAR_26, DAR_27, and DAR_28 being greater than 0.50. Moreover, the
Cronbach’s alpha for DAR was above 0.70. In a similar vein, the composite relia-
bility for DAR was above 0.70.

Keeping in view the past studies, this study confirmed the factor loading for all
the digital advertising resistance items. This signified that, real estate owners in
Rawalpindi and Islamabad gave significant weightage towards clarifying queries
and reasons to use digital advertising, fear of using digital advertising, fear of
changes imposed by digital advertising, digital platforms not being suitable, the
likeliness of using in near future, and finding digital advertising insignificant to-
wards real estate business as the reasons for not using this medium. Therefore, the
scale on digital advertising resistance was validated with 7-items for the owners
of real estate business residing in the vicinity of Rawalpindi and Islamabad. The

next section would discuss the conclusions for hypothesis H1, H2, and H3.

5.3 Conclusion for Hypothesis H1, H2, and H3
(Measurement Model)

5.3.1 Hypothesis 1:

Website trust barrier towards real estate owner attitude formation have
a significant relationship with digital advertising resistance in Pakistan

real estate industry.

Hypothesis one was related to research question (RQ1): Does website trust barrier

towards real estate owner attitude formation have a significant relationship with
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digital advertising resistance in Pakistan real estate industry? The path analysis
via boot strapping in SMART PLS 2.0 for hypothesis (H1) was not supported
(=0.0315, SE=0.0458, and t = 0.688 j 1.96). Refer to Table 4.7 for comprehensive
results. Also, results indicated that out of H1, H2, and H3, hypothesis two was
the strongest in forming owner attitude towards digital advertising resistance in
Pakistan real estate industry. Moreover, the unacceptance of hypothesis (H1) was
not consistent with previously established studies. For example, in a study on
Indonesian consumers it was indicated that website trust as a barrier influenced
digital advertising. Also, in a study in Malaysia it was indicated that website trust
played a significant role as a barrier towards online shopping. In a similar vein, in
a study in U.S it was identified that, website trust acted as a barrier will making
online payments. It was established that, Pakistani consumers in majority were
brand conscious. They spend a major portion of their earning on creating a status
symbol in the society they lived. Therefore, while perusing these ambitions, they

overlooked the trust issue when making online payments.

5.3.2 Hypothesis 2:

Compatibility as a barrier towards real estate owner attitude forma-
tion have a significant relationship with digital advertising resistance in
Pakistan real estate industry.

Hypothesis two was related to research question (RQ2): Does compatibility as a
barrier towards real estate owner attitude formation have a significant relation-
ship with digital advertising resistance in Pakistan real estate industry? The path
analysis via boot strapping in SMART PLS 2.0 for hypothesis (H2) was supported
(=0.870, SE=0.0210, and t = 41.470 ; 1.96). Refer to Table 4.7 for comprehensive
results. Acceptance of hypothesis (H2) was consistent with previously established
studies. For instance, in a research conducted on Australian consumers in the
online apparel industry it was found that compatibility barrier had a positive rela-

tionship with digital advertising. Similarly, in another study conducted on British
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consumers in the real estate industry it was found that consumers gave significant

importance to compatibility barrier while using digital advertising mediums.

5.3.3 Hypothesis 3:

Technostress as a barrier towards real estate owner attitude formation
have a significant relationship with digital advertising resistance in Pak-
istan real estate industry.

Hypothesis three was related to research question (RQ3): Does technostress as a
barrier towards real estate owner attitude formation have a significant relation-
ship with digital advertising resistance in Pakistan real estate industry? The path
analysis via boot strapping in SMART PLS 2.0 for hypothesis (H3) was supported
(=0.101, SE=0.0424, and t = 2.383 ; 1.96). Refer to Table 4.7 for comprehensive
results. Acceptance of hypothesis (H3) was consistent with previously established

studies. The next section would discuss the conclusion for moderating hypothesis.

5.4 Conclusion for Moderating Hypothesis (H4,
H5, and H6)

5.4.1 Hypothesis 4:

Traditional medium of advertising moderated the relationship between
website trust barrier and digital advertising resistance in Pakistan real
estate industry.

Hypothesis four was related to research question (RQ4): Does traditional medium
of advertising moderate the relationship between website trust barrier and digi-
tal advertising resistance in Pakistan? The path analysis via boot strapping in
SMART PLS 2.0 for hypothesis (H4) was not supported (t = 0.684 j 1.96). Refer
to Table 4.9 for comprehensive results. Unacceptance of hypothesis (H4) was not

consistent with previously established studies.
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5.4.2 Hypothesis 5:

Traditional medium of advertising moderated the relationship between
compatibility barrier and digital advertising resistance in Pakistan real
estate industry.

Hypothesis five was related to research question (RQ5): Does traditional medium
of advertising moderate the relationship between compatibility barrier and digi-
tal advertising resistance in Pakistan? The path analysis via boot strapping in
SMART PLS 2.0 for hypothesis (H5) was not supported (t = 0.366 | 1.96). Refer
to Table 4.9 for comprehensive results. Unacceptance of hypothesis (H5) was not

consistent with previously established studies.

5.4.3 Hypothesis 6:

Traditional medium of advertising moderated the relationship between
technostress as a barrier and digital advertising resistance in Pakistan
real estate industry.

Hypothesis six was related to research question (RQ6): Does traditional medium
of advertising moderate the relationship between technostress barrier and digi-
tal advertising resistance in Pakistan? The path analysis via boot strapping in
SMART PLS 2.0 for hypothesis (H6) was supported (t = 2.364 ; 1.96). Refer to
Table 4.9 for comprehensive results. Acceptance of hypothesis (H6) was consistent
with previously established studies. The next section would discuss the theoretical

and managerial contribution.

5.5 Theoretical Contribution

At the outset, the significance of innovation resistance theory as a prevalent psy-
chology theory has been discussed extensively by numerous scholars. However,
these scholars applied this theory to understand behavioral outcomes such as usage
intention, online adoption, and new product resistance. This thesis extended the

innovation resistance theory to understand attitude of real estate owners towards
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digital advertising resistance as an outcome variable in the real estate industry of
Pakistan.

Secondly, a critical review of established literature revealed that studies on barriers
in light of innovation resistance theory were mostly established in countries such
as U.S.A, Germany, Finland, China and India. This limited the generalizability
of the findings towards South Asian countries, specifically Pakistan. As discussed
in previous literature, there existed a difference between west and south Asian
culture (Naeem, Butt, & Khanzada, 2018). Also, it was observed that minimal
studies have been conducted in Pakistan keeping in view the innovation resistance
theory. Hence, this thesis promised to be significant for testing website trust,

compatibility and technostress barriers in the real estate industry of Pakistan.

5.6 Managerial Implications

Grounded on the results established in this thesis, it was signified that compatibil-
ity and technostress barriers influenced the formation of owner attitude towards
digital advertising resistance. The policy makers in the real estate industry should
direct their future efforts towards introducing training programs. Also, these train-
ing programs would educate the real estate owners on gaining new technological
skills reducing their stress towards digital platforms and upcoming technologies.
Moreover, the regulatory bodies in real estate industry should introduce a mech-
anism to make the industry compatible with business work culture. The reason
being, it would build trust and provide both consumers and owners to communi-
cate on a digital platform and providing more opportunities in the Pakistan real
estate market.

Statistically proven via path analysis that the moderating effect of digital advertis-
ing resistance between technostress barrier and digital advertising resistance was
positively significant for the owners of real estate in Pakistan. Meanwhile, website
trust barrier and compatibility provided minimal barrier towards digital advertis-

ing resistance. As a result, real estate industry policy makers should find ways
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to reduce the technostress of owners operating in this industry. Consequently,

motivating real estate owners to adopt digital platforms in the near future.

5.7 Limitation and Future Research

This thesis has several limitations and opportunities for future research. To begin
with, the thesis has mainly focused on the consumers of Rawalpindi and Islam-
abad in Pakistan. Future studies could explore other rural areas of Pakistan as
well. Since it was also found that barriers forming the attitude of real estate own-
ers varied from one country to the other, therefore, a comparative study of two
or more countries would bring further insight in understanding the barriers form-
ing owner attitude towards digital advertising resistance. The thesis has measured
SME owners’ attitude towards digital advertising resistance. Future research could
incorporate more than one category of business owners in the real estate industry.
The findings of this thesis were based on the data collected from the real estate
owners. A comparative study on the attitude formation of SME owners and real
estate giants towards the digital advertising resistance in Pakistan could also be
explored in future. This thesis did not consider variation in the context of de-
mographic factors on the attitude on the attitude formation of real estate owners
towards digital advertising resistance. Therefore, future research could also incor-
porate demographic factors such as; gender, income group, and status. Pakistan
is an ethnically diverse country, and hence their attitude, emotions, and behavior
might vary by ethnicity. Future research could be a comparative study by ethnicity

on attitude towards real estate industry in Pakistan.
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Appendix-A: Survey

Questionnaire

SECTION-ONE; PREAMBLE

Dear Participant,

We are carrying out a survey on looking into the barriers due to which owners
of real-estate business showed resistance towards digital marketing. We would
appreciate your participation by answering all questions related to this research.
This question and answer section shall not take more than 10 minutes of your
time. Your participation in this survey is completely voluntary, and you may
discontinue the survey at any time. All the information provided by you shall be

kept confidential, and will be used for academic purposes only.
Sincerely,

Dr. Ahsan Mahmood Ahmed; Muhammad Sohaib Anwar,
MS Research Scholar,

Faculty of Management and Social Sciences,

Capital University Science and Technology, Islamabad.
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SECTION TWO: STUDY QUESTIONS

Please tick one column per statement, to indicate your response towards the state-
ments below. The response scale is based on seven options including; strongly
agree (1), agree (2), mildly agree (3), neutral (4), disagree (5), mildly disagree (6),
and strongly disagree (7).

Sr.No. | STATEMENT 11234567
1 I use internet for doing real estate business.
2 I prefer exploring the real estate business

through internet.

3 I value the real estate information shared
online.
4 [ prefer buying and selling property

through internet.

5 The real estate website is transparent in

protecting my interests.

6 I prefer internet as a source for buying
property.

7 I prefer purchasing property through the
internet.

8 Digital advertising fits with real estate

business needs.

9 Digital advertising fits with real estate

work culture.

10 Using digital advertising is a routine mat-
ter for me.
11 Digital advertising is compatible with real

estate as compared to traditional advertis-

ing.

12 I do not know enough about this technol-

ogy to handle my job.




Appendiz-A

67

13 I need a long time to understand and use
new technologies.

14 I need enough time to study and upgrade
my technology skills.

15 I find new recruits to this organization
know more about computer technology
than I do.

16 I often find it too complex for me to un-
derstand and use new technologies.

17 Traditional advertising is a source of infor-
mation for me.

18 Traditional advertising provided me with
the product presentation.

19 Traditional advertising provided awareness
of the real estate industry to me.

20 Traditional advertising provided me com-
plete product knowledge.

21 Traditional advertising educated me about
the real estate industry.

22 I will resist towards digital advertising till
it proved to be beneficial for me.

23 I need to clarify queries and justify the rea-
sons to use digital advertising.

24 I fear that using digital advertising plat-
form may decrease me independence.

25 I fear of some of the changes digital adver-
tising would impose on me.

26 Digital advertising platforms are not suit-
able for real estate business.
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27 It is likely that I would make use of digital

advertising in near future.

28 I think I have no need of digital advertising

platforms to sell my real estate services.

Section Three: General Information

Please tick the appropriate box that indicates your level of agreement.

Gender 1- Male 2- Female

Age 1 (20-25), 2(25-35), 3 (35-45), 4 (45-above)
Year of Business | 1 (1-3), 2 (3-5), 3 (5-10), 4 (10-above)
Education 1 (SSC), 2 (HSSC), 3 (Baschelor), 4 (Other)

Thankyou very much for giving your precious time much appreciated.
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