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4. Empirical results

The majority of the 779 participants were male (55%). A 38% of
respondents were less than 34 years old; 44% were in the 34-45 age
group, and 18% were more than 55 years old. In terms of educational
background 50% of respondents have a university degree. Also, 54% of
respondents have a monthly income of less than €1000; 39% earn
between €1000 and €2,000, and only 5% have a monthly income of
€2000 or more.

The sample size of 779 respondents is considered to be adequate for
PLS-PM implementation. In general, the most complex regression in PLS
implementation will involve either the indicators of the most complex o gls ¥
formative construct or the largest number of antecedent constructs
leading to an endogenous construct. Based on Barclay et al. (1995), == dslllas ol 53 Lo ouiS CSAL 1 AFA (00 ) widgs 23 04iS S5 WA Ly S|
sample size requirements should be at least ten times the number of
predictors from either of the above rules, whichever is greater. In our
case, the larger number of antecedent constructs leading to an
endogenous construct is four and the minimum sample size to run
PLS-PM, based on the above rule, is 40 cases.
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