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Abstract: The main purpose of the study is to mvestigate behavioral mntention for E-business usage among
customers. User’s perception explains the intention to transact This study aims to mvestigate the customer
intention to purchase Small and Medium Enterprises (SMEs) products online based on Sharia perspective. With
an increase of H-commerce investigation, online purchase intention and the demand for secured online
transaction has progressed and the awareness has been created on such issues as security, privacy, trust and
consumer’s awareness. Developmg online trust and coping with the risks of online transactions are major
challenges of E-commerce industry. In this framework this study presents the issues the SMEs face and the
potential of BE-commerce in the new environment linked with Sharia law in the context of Theory of Planned
Behavior (TPB). The findings of the study revealed that Islamic assurance plays an unportant role for the
customers to purchase SMEs products through E-commerce. If the SMEs are able to reach out to customers
with Tslamic assurance, the perceived value to purchase online will be enhanced.
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INTRODUCTION

The function of E-commerce in SMEs includes the
provision of new opportunities and generation of new
revenue streams in the global market. SMEs in developed
countries have started adopting E-commerce in their
in the developing
Malaysia and other Islamic countries are still reluctant to
use E-commerce in their business operations. Hence, it
becomes essential to indicate issues that determine
the behavioural mtention of customers when performing
E-commerce dealings of products on SME websites. By
definition, E-commerce 1s a concept that describes the
process of sharing business information, maintaining
business  relationship and  performing
transactions via computer networks (Chaffey, 2010).

The level of E-commerce implementation in the
Malaysian organizations and the future of E-commerce
technology in their businesses and they have found that
E-commerce technology i1s rapidly increasing in the
businesses all over the world as well as in Malaysia, the
increasing rate of this technology is attracting the
intentions of owners, managers,
researchers for the adoption implications and its effect on
the busmesses and purchasing activities and 1t 1s
interesting finding by Alam ez al. (2011) who shows that

countries like

businesses but

business

consumers and

mostly larger companies in Malaysia have benefited from
E-commerce adoption while the majority of small
companies in Malaysia shows much lower pace of
adoption.

Recent surveys showed that adoption of E-commerce
by SMEs in Malaysia is still low and not as predicted. A
survey conducted by the Associated Chinese Chambers
of Commerce and Industry of Malaysia (ACCCIM) had
found that SMEs in Malaysia were still depending on
conventional business approach with only 28% of the
965 respondents being involved in business online and
according to Google Malaysia, only 20% out of
700,000 SMEs in the country had websites while the
remaining 80% did not. This data is confirmed by a
Malaysia External Trade Development Corporation
“E-commerce adoption among Small and Medium
Enterprises (SMEs) 15 still low and the low adoption of
business online and E-commerce by SMEs is due to lack
of awareness of its benefits, continued preference of
traditional methods and a perception that E-commerce
tools and technology were expensive.

There is a lack of investigation on the attitude of
customers purchasing products and services online. As
expected, buyers are more conscious when proceeding to
payment online. These zealous consciousnesses are due
to the lack of Tslamic background and Islamic assurance
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by SMEs. As a consequence, online transactions should
comply with the Islamic sharia in order to increase sales
through mcreasing the level of trust among customers.
Therefore, the study will strengthen the knowledge of
mtention to purchase, thereby bringing a greater
advantage to SMEs and enhance customer’s adoption of
E-commerce, particularly in Mushm countries.

Literature review: There is a particular purpose, in
developed countries about the concept of purchase
intention, this has been particularly focused on by
previous studies (Chibelushi and Costello, 2009,
Karakaya and Shea, 2008; Mohamad and Ismail, 2009) as
well as in developing countries (Duncombe, 2011;
Olatokun and Kebonye, 2010, Sin ef al, 2009,
Sutanonpaiboon and Pearson, 2006) have concluded that
the chapter on E-commerce adoption 1s old whereas;

others have wurged for the new dimensions of
understanding  E-commerce adoption 1ssues by
customers.

Since the adoption of information technology
systems in SME’s is wide comparing to some developed
countries, therefore E-commerce can’t be implemented
without major hinders and in order to make the adoption
of E-commerce successful, these hinders must be
identified and removed before stating the adoption of
E-commerce and conducting business onlme. This
opinion 18 identical with Mansor and Abidin (2010) who
found that the level of applying E~commerce among SMEs
1s still at its infancy. They added that SMEs need to be
convinced rather than coerced into getting their business
online and they discovered that government policy is the
hindrance factor for SMEs to adopt E-commerce. With
more efforts put by the government to create interest of
SMEs in ecommerce application, the lesser were their
involvement. Efforts were taken by the government urging
the local SMEs not to wait long to adopt BE-commerce.

Investigating a consumer’s perspective towards
E-commerce, Thaw et al. (2012) concluded that secured
data and
trustworthiness of E-commerce providers are unportant
factors that affects individual’s attitude. As an extension,
the next subsection sheds more light on the trust of
E-commerce adoption. Furthermore, Panigrani e al. (2014)
added that implementation of technology has increased
rapidly due to rapid in technology
upgradation and usage.

Opposite to the above perspectives, Alam et al.
(2011) suggests that in Malaysia understanding of
i their

online transaction privacy of personal

advancement

manager’s perception about E-commerce

businesses play an important role for its adoption. Whle

Tehangir et al. (2011) have investigated the level of
E-commerce implementation in the Malaysian
organizations and the future of E-commerce technology in
their businesses and they have found that E-commerce
technology 1s rapidly increasing in the busmesses all over
the world as well as in Malaysia, the increasing rate of this
technology 1s attracting the intentions of owners,
managers, consumers and researchers for the adoption
implications and its effect on the businesses and
purchasing activities and it is interesting finding by
Alam et al. (2011) who shows that mostly larger
companies in Malaysia have benefited from E-commerce
adoption while the majority of small compamies in
Malaysia shows much lower pace of adoption. The above
conclusions 1s identical with (Talali and Soleimani, 2014)
who mentioned that E-commerce could help SMEs to
increase commumication with their customers m global
market, managing fluctuations m foreign exchange
efficiently and be more competitive. It 1s very mmportant
for SMEs that managers must actively facilitate usage of
E-commerce in order to make the firm competitive in the
global market.

This study argues for
dimension that situates E-commerce adoption in the
customers through Sharia perspectives. This study
further establish the combination of perspective and
attitude towards H-commerce adoption that play an
important contribution to the development of SMEs
performance and ICT environment along with increasing
confidence level of Mushm customers towards E-
commerce adoption.

a behavioral-technical

Behavioral attitude and purchase intention: Behavioral
attitude is defined as an individual’s attitude towards an
object need not be related to any single behavior
performed with respect to the object (Cushman and
McPhee, 2013). An individual’s attitude towards an object
influences the overall pattern of response to the object.
Some studies have focused on customer’s attitude
towards ICT adoption Guo and Jaafar (2011) who found
that online security, privacy protection and after sale
service are believed to be complicate for online purchase
and could directly influence customer’s attitude. Trust in
E-commerce 15 one of the mam elements that make the
implementation of E-commerce a swift and less
complicated process Siala e al. (2004) and the trust factor
plays a significant role in implementing E-commerce in any
country, moreover the lack of trust 1s the mmportant
deterrent.

However, Grabner-Krauter and Kaluscha (2003)
argues that a country with high level of trust to use
E-commerce can easily adapt new technologies mcluding
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E-commerce while Pennanen (2009) states that the Tnternet
exchange process 1s an wmteraction of four different
entities: buyer, seller, third party and technology and
according to these four entities, scholars i E-commerce
build up various web trust models to examine the
factors that may induce trust and enhance the
intention to purchase (Pennanen, 2009). In the context of
an E-shopping, customers’ attitude was shown to rely on
trust (Richards and Jones, 2008) and thus related to
mntention to use a vendor due to its nfluence on attitude
and intention. Therefore, many scholars have evaluated
the trust factor and how trust is considered a key element
in increasing the intention to purchase online.

Subjective norms and purchase intention: Subjective
norms is considered to be a part of belief that specific
individuals approves of disapproves the performing of
behavior (Ajzen, 2005). Individuals who believe that they
are motivated to comply with others to perform their
behavior are actually surrounded with social pressure and
the individuals who are motivated to comply and
disapprove by avoiding performing the behavior will have
subjective norm. Thus 1t can be said that subjective norms
15 expressed symbolically that i1s the combmation of
normative beliefs and motivation.

Adopting E-commerce varies according to different
characteristics of local environment including both
infrastructural  and  socio-economic. In  addition,
Efendioglu  and Yip (2004) provided cultural
characteristics like transaction trust, bargaining and
friendly conversation between customer and service
providers. These characteristics increase the quantity of
personal relationships and enhance social bonding.
E-commerce does not allow possessing face to face
commumnication between customer and supplier.

However, Refaat and Edeen (2009) examined the role
of culture for acceptance of E-commerce system
highlighting the factors like role of trust, uncertainty
avoidance, internet store familiarity and reputation as
salient features. The main concerns for E-commerce
vendors to have loyal customers but this can’t be
achieved without knowing the culture of commumty that
affects the decisions of buyer when buying online using
unconventional way for them.

Moreover, Goethals et al (2009) stated that
customers can use a website in several steps of the
purchasing process. While culturally customizing
websites and adding cultural features to a website may be
evaluated positively by an actual site wvisitor and
comparues need to know whether and for what functional
purpose customers actually use the website. Most
concerns of buyers when using unconventional way for

payment, therefore, they mainly focus on whether doing
payment using unconventional way 1s legitimate or not
according to the opimon of the researcher. Therefore,
SMEs m Islamic countries should implement some
clarifications and Islamic assurances that doing online
trading or buying goods or services online is not a
contrary to Islamic law in commerce, adding to that the
Islamic culture wge people to develop their life and
activities since the development is not affecting the
fundamental principles of Islam. The conclusion is that
there is a huge potential in developing countries to use
such facilities as the internet to sell goods and services,
however 1t may not be easy to spread E-commerce to its
full potential in such developing countries because of the
nature of the commumty, there 1s still a perceived lack of
understanding of such platforms.

Perceived behavioral control and purchase intention:
Perceived Behavioral Control (PBC) as compared to
traditional consumer behavior plays an important role in
E-commerce. In the literature of social psychology, PBC
has been debated topic on the nature and role of PBC by
clarifying the role of TPB and describing its underlying
dimensions. Control beliefs and perceived power control
play an important role for the acceptance of information
system. Control beliefs are measured by behavior belief
strength and control belief power. Control beliefs helps
perceived behavicral control to be determined that
facilitate performance of the behavior. For instance,
Wurm et al (2007) mentioned that control beliefs
behavior, along with
performance outcomes. Individuals who believe that they
have control over their behavior are more likely to

influence status and care

engaged positive with behavior to have better behavioral
outcomes.

To increase ftrust of consumers i various
environments, perceived power control has been shown
to have an important mfluence on emotional and
behavioral response of consumers. In the context of
E-commerce, trust and privacy are closely related to
increase perceived power control. Perceived power
control has been stemmed from technology acceptance
model for the chosen behaviors. In addition, Ayass (2008)
mentioned that only technology security measures and
tools not enough for consumers perception and privacy
of confidential data but there is a need for promoting
identity management solutions for better authentication
and access control. Secrecy and control of information
ensures completeness and validity of information for the

usefulness of mformation. Therefore, E-comimerce users
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need to validate the consistency of data to ensure that
individuals can modify it with detection. Perceived control
refers to fulfill security and privacy requirement of the
consumers (Fazlollahi, 2001). In the context of E-commerce
very few studies have explored the consequences of
perceived power control and trust explaining perceived
behavioral control of users.

Information quality and purchase intention: Information
quality 1s defined as an “evaluation criterion and
dimension of overall quality and usability of E-commerce
websites” (Goi, 201 5; Lee and Kozar, 2006) while others
defined information quality as the aspects of a system and
a measure of the information system outputs (Delone and
MclLean, 2003). Information on the web relies on both
groups forming a common perception. In a global context,
most web interfaces do not support effective usage due
to the use of unsuitable tools for conveying information
ina global context, as most of the information is presented
on the web by icons, metaphors, shapes, colors of text
and background, frame/text locations on screen, etc.
(Kang and Araujo, 2006). Furthermore, Reunis et al. (2006)
also states that full benefits from mformation systems can
be achieved only if and when the end-users adopt the tool
and apply it successfully in their everyday work using the
system correctly and to its full potential. Information
quality could be expressed in quality of media
transmission, interface design and rich content and these
dimensions considered as elements that encourage users
to repeat visit to the website more than once.

Tn same context Parasuraman ez al. (2006) argues that
attributes of E-commerce intermediaries (e.g., eBay),
measured by information quality are critical in that they

Behavioral attitude:

* Trust in technology
» Evaluation outcome

have direct impacts on how people perceive and feel
therr relationships with the intermediaries behind the
information systems, primarily websites while Sun ef al.
(2007) states that information quality 1s positively related
to percewed relationship quality and the intermediary
should use websites as well as associated mformation
systems and services to keep high quality relationships
with its and subsequently enhance the
business profitability.

The general conclusion is that it is profitable for small
and medium companies to adapt websites to local tastes
by adapting content, language and style (Sinkovics et al.,
2007). This conclusion 1s identical with (Kang and Araujo,
2006, Kang, 2005, Wen ef al., 2001) who concluded that
web design for international users 1s one of the mncreasing
1ssues in Web-Based E-commerce and 1t 1s not only for
providing multi-language sites but also understanding
users’ requirements from international website.

Based on the literature review, the proposed
framework (Fig. 1) captures the potential factors that

customers

influence E-commerce usage. Based on the above
discussions, it is clear that study on belief, trust and
information quality will influence mtention. In comparison
a study by Wang and Emurian (2005), trust in the element
of the web interface play an important role in persuading
customers to buy. Similarly, Singh et af. (2005) found that
tailoring the website design to the user experience leads
to increased perceptions of website credibility. There are
few studies done on E-commerce adoption concerning the
trust factor on Muslim customers. Due to this, it can be
perceived that behavioral attitude together with
information quality and beliefs would enable to increase
intention to conduct online shopping for SMEs products.

* Islamic assurance

H1

Subjective norms:

» Cultural effect ]
* Islamic background

Perceived behaviour control:

* Control beliefs

H3

* Perceived power control

Information quality:

H4

Purchase intention
through
E-commerce

« Completeness
* Accuracy

Fig. 1: Proposed research model of E-commerce adoption by SMEs
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MATERIALS AND METHODS

This study will use quantitative analysis for
empirically testing the research questions through primary
data collections in order to achieve research objective.
The data will be collected using self-structured survey
questiormaire on the customers having experience of
using H-commerce online through structural equation
modelling method. The way of collecting the data for this
15 study 1s the use of statistical survey which 15 the
method used to collect in a systematic way (Fowler, 2008),
information about online buyer and purchasing behavior
to identify how buyers make their decisions to buy
products online, also to know their attitude and
backgrounds and other information that serve the main
objectives of the study. According to Baeza-Yates et al.
(2006) and Panigrahi et al. (2014) quantitative method is
able to demonstrate situation factors, practices and other
phenomena (Sekaran, 2003). Customers with IT knowledge
are able to provide information accurately through the
swrvey uestionnaire.

The data will be analyzed using AMOS through SEM
after the reliability and validation of the data collected 1s
tested. Measurement Items will be measured in
accordance with the TLikert scale: 1 (strongly disagree) to
5 (strongly agree). Data screemung and outlier detection
process will be done in order to ensure correct input of
data. Data screening is very crucial for confirming the
variables to be normally distributed without any bias or
outliers. According to Hair data need to be examined
properly before applymng structural equation modeling
technicue. Therefore, this study will use univariate outlier
detection test and the distribution of scores for each
individual constructs will be examined.

RESULTS AND DISCUSSION

This study was made significant due to the issues
surrounding the adoption of E-commerce application by
the customers especially from TIslamic countries.
Therefore, it is assumed that the research model will give
msight to the reason of low adoption of E-commerce. This
model would also enlighten the policy makers for strategic
decision making. This paper is a conceptual frameworlk for
E-commerce adoption using Theory of Planned Behavior
(TPB) in the context of sharia perspective considering
Islamic assurance and Islamic background as an important
factor for purchase intention. This study will examine
direct relationship between behavioral attitude, subjective
norms, perceived behavioral control and mformation
quality with purchase mtention.

CONCLUSION

Previous studies emphasized the need to address
1ssues relating to users of the website. This study will add
value to the online businesses of SMEs, it will also
improve their revemue, along with understanding
customer’s behavioral intention towards their products
and online purchasing activities. It will provide useful
information for future researchers on the subject of
perceived behavioral mtention and SMEs. The
conclusions and theories of this study will also help
managers to make important decisions; it will be useful in
determining whether customers’ requirement and quality
information requirement are fulfilled. Though the variables
in this study are yet to be tested, the complexity of the
relationship between TPB factors and purchase mtention
to adopt E-commerce need to be included in order to
become imperative.

REFERENCES

Ajzen, L, 2005 Attitudes, Personality and Behaviour.
McGraw-Hill International, Pennsylvania, TTSA.,.
Alam, S.5.,M.Y. Aliand M.F.M. Jame, 2011. An empirical
study of factors affecting electronic commerce
adoption among SMEs in Malaysia. J. Bus. Econ.

Manage., 12: 375-399.

Ayass, T., 2008. Investigation of the Antecedents of an
E-Commerce Trust Model. ProQuest LL.C, Eisenhower
Park, New York, TUSA., Pages: 189.

Baeza-Yates, R, L. Calderon-Benavides and
C. Gonzalez-Caro, 2006. The Intention Behind Web
Queries. In: String Processing and Information
Retrieval, Crestani, F., P. Ferragina and M. Sanderson
(Eds.). Springer, New York, USA., ISBN:
9783540457756, pp: 98-109.

Chaffey, D., 2010. E-Business
Management: Strategy, Implementation and Practice.
Prentice Hall, New Jersey.

Chibelushi, C. and P. Costello, 2009. Challenges facing w.
midlands TCT-oriented Smes. J. Small Bus. Enterp.
Dev., 16: 210-239.

Cushman, D.P. and R.D. McPhee, 2013. Messag
E-AttitudE-Behavior Relationship: Theory,
Methodology and Application. Elsevier, Amsterdam,
Netherlands, Pages: 329.

Delone, WD. and E.R. McLean, 2003. The Del.one and
McLean model of mformation systems success: A
ten-year update. J. Manage. Inform. Syst., 19: 9-30.

Duncombe, R., 2011. Researching impact of mobile
phones for development: concepts, methods and
lessons for practice. Inf. Technol. Dev., 17: 268-288.

and E-Commerce

1192



Res. J. Applied Sci., 11 (11): 1188-1194, 2016

Efendioglu, AM. and V.F. Yip, 2004. Chinese culture and
E-commerce: An exploratory study. Interact. Comput.,
16: 45-62.

Fazlollahi, B., 2001. Strategies for Ecommerce Success. 1GI
Global, USA.,.

Fowler, F.I, 2008. Survey Research Methods. Sage
Publications, Thousand Qaks, Califormia,.

Goethals, F.G., A. Carugati and A. Leclercq, 2009.

between
neighboring countries: The case of France and
Belgium. ACM. SIGMIS. Database, 40: 88-116.

Got, CL., 2015. A review of web evaluation criteria for
E-commerce web sites. J. Internet Banking Commerce,
17:1-10.

Grabner-Krauter, S. and E.A. Kaluscha, 2003. Empirical
research 1n on-line trust A review and critical
assessment. Int. J. Hum. Comput. Stud., 58: 783-812.

Guo, 1. and N.I. Jaafar, 2011. A study on consumers
attitude towards onlme shopping m China. Int. J.
Bus. Social Sei., 2: 122-132.

Jalali, SH. and M. Soleimani, 2014. An Tnvestigation
about the Impacts of E-commerce adoption on
export performance. Int. J. Mod. Manag. Foresight, 1:
98-104.

Jehangir. M., P.D.D. Dominic, N. Naseebullah and
A, Khan, 2011. Towards digital economy: The
development of ICT and E-commerce m Malaysia.
Mod. Applied Sei., 5: 171-178.

Kang, K. and I. Araujo, 2006. Cultural and requirement
aspects on international E-commerce sites.
Proceedings of the CSREA EEE., Tune 26-29, 2006,
Tas Vegas Nevada, USA., pp: 104-110.

Kang, K.S., 2005. Considering the cultural 1ssues of web
design mn implementing web-based E-commerce for
international customers. Proceedings of the 5th
International Conference on Electronic Business,
December 5-9, 2005, Hong Kong, pp: 323-327.

Karakaya, F. and T. Shea, 2008. Underlying motivations
for establishing E-commerce busimness and their
relationship to E-commerce success. J. Internet
Commerce, 7: 153-179.

Lee, Y. and K.A. Kozar, 2006. Investigating the effect of
website quality on E-business success: An analytic
hierarchy process (AHP) approach. Decis. Support
Syst., 42: 1383-1401.

Mansor, N. and A.F.A. Abidin, 2010. The application of
E-commerce among Malaysian small
enterprises. Eur. J. Sci. Res., 41: 581-605.

Mohamad, R. and N.A. Ismail, 2009. Electronic commerce
adoption in SME: The trend of prier studies. T.
Internet Banking Commerce, 14: 1-16.

Differences in E-commerce behavior

medium

Olatokun, W. and M. Kebonye, 2010. E-commerce
technology adoption by SMEs in Botswana. Int. J.
Emerging Technol. Soc., 8: 42-56.

Pamgrahi, SK., Y. Zainuddin and N.A. Azizan, 2014.
Investigating key determinants for the success of
knowledge management system (KMS) in higher
learmng institutions of Malaysia using structural
equation modeling. Int. J. Humamties Social Stud
ITHSS., 2: 202-209.

Parasuraman, A., D. Grewal and R. Krishnan, 2006.
Marketing Research. 2nd Edn., Cengage Learming,
Boston, Massachusetts, ISBN: 978-0-618-66064-3,
Pages: 520

Pennanen, K., 2009. The Tnitial Stages of Consumer Trust
Buildng in E-Commerce: A Study on Finmsh
Consumers. University of Vaasa, Fmland.

Refaat E.S.G. and G.G.H. Edeen, 2009. The role of culture
in E-commerce use for the Egyptian consumers. Bus.
Process Manage. J., 15: 34-47.

Reunis, MR., SC. Santema and JT.H. Harmk, 2006.
Increasing E-ordering adoption: A case study. T.
Purchasing Supply Manage., 12: 322-331.

Richards, K.A. and E. Jones, 2008. Customer relationship
management: Finding value drivers. Ind. Market.
Manage., 37: 120-130.

Sekaran, U, 2003. Research Methods for Business a Skill
Building Approach. 4th Edn., John Wiley and Somns,
UK., pp: 464.

Siala, H, R.M. O'Keefe and K.S. Hone, 2004. The impact of
religious affiliation on trust in the context of
electronic commerce. Interact. Comput., 16: 7-27.

Sin, TK., C.8. Chong, B. Lin and EU. Cyril, 2009.
Internet-based ICT adoption: evidence from
Malaysian SMEs. Ind. Manage. Data Syst, 109:
224-244,

Singh, N, H. Zhao and X. Hu, 2005. Analyzing the cultural
content of web sites: A cross-national comparision of
China, India, Japan and UUS. Int. Marketing Rev., 22:
129-145.

Sinkovics, RR., M. Yamin and M. Hossinger, 2007.
Cultural adaptation in cross border E-commerce: A
study of German companies. J. Electron. Commerce
Res., 8: 221-235.

Sur, H., P. Zhang and X. Xiao, 2007. A research model of
relationship quality in E-commerce: Connecting IS
factors with marketing profitability. Proceedings of
the Americas Conference on Information Systems,
December 31, 2007, USA., pp: 290-.

Sutanonpaiboon, J. and A M. Pearson, 2006. E-commerce
adoption:  Perceptions of managers/owners of
Small-and Medium-sized Enterprises (SMEs) in
Thailand. J. Internet Commerce, 5: 53-82.

1193



Res. J. Applied Sci., 11 (11): 1188-1194, 2016

Thaw, Y.Y.,P.D.D. Dominic and A K. Mahmood, 2012. A Wen, H.J., H.G. Chen and H.G. Hwang, 2001. E-commerce

structural  equation modelling approach for Web site design: Strategies and models. Inform.
Malaysian consumers' perspectives on E-commerce Manage. Comput. Secur., 9: 5-12.

B2C transactions. Int. J. Bus. Inf. Syst., 10: 178-196. Wurm, 5., T.C. Romer and M.J. Tomasik, 2007.
Wang, Y.D. and HH. Emurian, 2005. An overview of Longitudinal findings on aging-related cognitions,
online trust: Concepts, elements and implications. control beliefs and health in later life. J. Gerontology
Comput. Hum. Behav., 21: 105-125. Ser. B. Psychological Sci. Social Sci., 62: P156-P164.

1194



	1188-1194 - Copy_Page_1
	1188-1194 - Copy_Page_2
	1188-1194 - Copy_Page_3
	1188-1194 - Copy_Page_4
	1188-1194 - Copy_Page_5
	1188-1194 - Copy_Page_6
	1188-1194 - Copy_Page_7

