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Abstract 

Tourism is one of the most important industries in New Zealand and is the country’s biggest 

export earner, employer, and its fastest-growing economic generator (Tourism Industry 

Aotearoa (TIA), 2017). The industry is dominated by small and medium enterprises (SMEs), 

which account for 85% of businesses (TIA, 2017). Therefore, the growth of the tourism 

industry is directly linked with the continued year on year growth of tourism SMEs in New 

Zealand. One of the approaches used to promote the development of this sector is through the 

engagement in entrepreneurship. For that reason, entrepreneurial intentions should be the initial 

focus in the promotion of entrepreneurship in the tourism and hospitality industry because it 

explains why and how the process of new venture creations occur (Baron, 2004). 

 

The literature on entrepreneurial intentions is converging on two dominant models, the 

entrepreneurial event model (Shapero & Sokol, 1982) and the theory of planned behaviours 

(Ajzen, 1991). However, the models were shown to have overlooked a motivational impetus 

that explains the process and conditions leading to intentions. On the other hand, personal 

desires are a critical driver of intentions that can explicate the motivational mechanism of 

intentional acts (Bagozzi, 1992). Therefore, the inclusion of entrepreneurial desires in 

entrepreneurial intention models is vital in predicting the intentions, especially in the context 

of tourism and hospitality industry whereby lifestyle aspiration is one of the primary motives 

of many founding businesses. Likewise, the motivational functions of entrepreneurial self-

efficacy (ESE), entrepreneurial role models, and anticipated emotions should also be 

investigated as the drivers of entrepreneurial intentions.  

   

The study used a quantitative method to understand and predict entrepreneurial intentions of 

the tourism and hospitality students in New Zealand. A survey was conducted at Queenstown 

Resort College, a tourism and hospitality institution based in Queenstown, New Zealand. The 

survey was designed with five validated scales adopted from the literature on entrepreneurial 

intention, ESE, desire, and anticipated emotions, which is divided into positive and negative 

emotion scales. Data from 177 responses were then analysed through Partial Least Squares 

Structural Equation Modelling to test seven hypotheses about the relationships between 

entrepreneurial intention and its motivational drivers. The results found that ESE and 
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entrepreneurial desires directly influenced entrepreneurial intentions. Additionally, the 

relationship between entrepreneurial desires and entrepreneurial intentions were partially 

mediated by ESE. Also, entrepreneurial role models not only had a positive and significant 

effect on ESE but also on entrepreneurial desires. Finally, entrepreneurial desires were found 

to be predicted by positive anticipated emotions. 

 

These findings contribute to the current understanding of the motivational mechanism that 

leads to entrepreneurial intentions, especially in the tourism and hospitality (T&H) context. 

Different from the previous two entrepreneurial models, the results of the study highlighted the 

importance of motivational elements, i.e. entrepreneurial desires, as a predictor of 

entrepreneurial intentions. Therefore, developing T&H student’s intentions for an 

entrepreneurial career needs to start from stimulating their desires for tourism entrepreneurship. 

Furthermore, the positive impacts of entrepreneurial desires on ESE provide new knowledge 

to ESE theory by including the motivational influence of entrepreneurial desires as a new 

determinant of ESE in the attempt to achieve entrepreneurial goals. Taken together, these 

findings suggest that future studies on entrepreneurial intentions in the T&H context should 

include the examination of entrepreneurial desires and ESE as key drivers of intentions for 

becoming entrepreneurs. Additionally, the study underlined the importance of motivational 

aspects of entrepreneurial role models and positive anticipated emotions that stimulate T&H 

student’s desires for entrepreneurial careers.  
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Chapter 1. Introduction 

1.1 Tourism Entrepreneurship in the New Zealand Context 

Tourism is one of the most important industries in New Zealand, and is the country’s biggest 

export earner, employer, and its fastest growing economic generator (Tourism Industry 

Aotearoa (TIA), 2017). In 2018, the industry directly and indirectly contributed $27 billion or 

10.4% of New Zealand’s Gross Domestic Product (GDP) creating a total of 365,316 direct and 

indirect employments nationwide (Statistics New Zealand, 2018). The industry is dominated 

by small and medium enterprises (SMEs), which account for 85% of businesses (TIA, 2017). 

The critical role of SMEs, especially small tourism enterprises, has been recognized in socio-

economic opportunities, regional regeneration, destination competitiveness, and sustainable 

tourism development (Organization for Economic Co-operation and Development (OECD), 

2007). Therefore, the growth of the tourism industry is directly linked with the continued year 

on year growth of tourism SMEs in New Zealand. 

Promoting the development of SMEs are often linked with an entrepreneurship approach. 

However, different from the notions of growth and profitability objectives in the 

entrepreneurship literature (Schumpeter, 1934; Gartner, 1990; Getz & Petersen, 2005), tourism 

entrepreneurship has been characterized by objectives other than profit, such as lifestyle-

orientation and autonomy-orientation (Ateljevic & Doorne, 2000; Getz & Petersen, 2005, 

Thomas, Shaw & Page, 2011). Indeed, studies about small tourism enterprises consistently 

suggest that tourism owners of small firms are motivated to start business ventures to pursue 

their lifestyle aspirations (Williams, Shaw, & Greenwood, 1989; Dewhurst & Horobin; 1998; 

Page, Forer, & Lawton, 1999; Ateljevic & Doorne, 2000). These lifestyle aspirations are 

defined as the desire to live and independently generate incomes by providing tourism and 

hospitality services at tourist destinations (Williams et al., 1989). Moreover, these businesses 

often value social, environmental, cultural, or community benefits as their ideologies for 

operation and decision making (Ateljevic & Doorne, 2000; Keen, 2004; Shaw & Williams, 

2004; Thomas et al., 2011). Therefore, these values and lifestyle goals have become important 

factors when studying tourism entrepreneurship in the context of small enterprises (Ateljevic 

& Doorne, 2000; Hall & Rusher, 2004; Keen, 2004). 
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A similar finding about aspirations in tourism students suggests that personal interests in travel 

is the primary motivation that makes students choose to study tourism in the United Kingdom 

(Ramakrishnan & Macaveiu, 2019). On the contrary, the employability prospects for tourism 

students in the industry after graduation is perceived as problematic (Ramakrishnan & 

Macaveiu, 2019). These issues arise as tourism qualifications are not recognized and treated 

similarly as other low-skilled employment (Airey, Tribe, Benckendorff, & Xiao, 2015). Also, 

poor working conditions, low salaries, and a lack of career advancement opportunities make 

tourism graduates reluctant to choose tourism as their first career choice (Getz, 1994; Jenkins, 

2001; Ramakrishnan & Macaveiu, 2019). However, Ramakrishnan and Macaveiu (2019) 

believe that recognizing the aspirations in Tourism and Hospitality (T&H) students will help 

to increase the engagement of students with the industry in the long run. In other words, 

surviving and sustaining their desires to develop within the industry, where they once held a 

passion, will keep them motivated to continue their career choice T&H (Ramakrishnan & 

Macaveiu, 2019). The promotion of career opportunities, such as entrepreneurship, is claimed 

to be critically important to maintain their passion to work in the industry. Indeed, current 

studies by Ahmad (2015), and Daniel et al. (2017) show that T&H students have expressed 

interests in entrepreneurship. Therefore, understanding their intention for entrepreneurial 

activities is fundamental in guiding them toward a successful career in the T&H industry. This 

is especially important in the context of New Zealand, where the industry is dominated by small 

and medium enterprises (SMEs) (85% of businesses [TIA, 2017]), meaning, it is likely that 

many T&H graduates will end up working in one of these SMEs. 

1.2 Theoretical Frameworks of the Study 

Intentions are said to provide the directions that guide an individual’s attention and behaviours 

to the achievement of his or her goals (Bird, 1988). Understanding entrepreneurial intentions 

is the first step toward the promotion of entrepreneurship because it explains why and how the 

process of new venture creations occur (Baron, 2004). In other words, the role of entrepreneurs 

and their motivation, cognition, and behaviours in the entrepreneurial process are crucial to 

explain and predict the founding of the new businesses (Baron, 2004). Indeed, the importance 

of entrepreneurial intention has caught the interest of researchers not only in the domain of 

entrepreneurship, but also social psychologists (Shapero & Sokol, 1982; Bird, 1988; Shaver & 

Scott, 1991; Krueger, 1993; Baron, 1998, 2004; Fayolle & Linan, 2014; BarNir, Watson, & 

Hutchins, 2011).  
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The literature on entrepreneurial intentions is converging on two dominant models, the 

entrepreneurial event model (EEM) and the theory of planned behaviours (TPB) (Shapero & 

Sokol, 1982; Ajzen, 1991; Krueger et al., 2000; Liñán & Fayolle, 2015). EEM was one of the 

earliest intention models explicitly developed within the entrepreneurship domain (Hallam, 

Zanella, Dosamantes, & Cardenas, 2016). The model identifies perceived desirability, 

perceived feasibilities, and propensity to act as determinants of entrepreneurial intention 

(Shapero & Sokol, 1982; Krueger, Reilly, & Carsrud, 2000). On the other hand, TPB is an 

adopted theory from social psychology introduced to the domain of entrepreneurship by 

Krueger and Carsrud (1993) and has been one of the most referenced frameworks in the 

research field. The theory posits the influences of perceived attitude toward behaviours, 

subjective norms, and perceived behavioural control as antecedents of entrepreneurial 

intentions (Ajzen, 1991). In fact, the two theories have been found to be homologous (Krueger 

et al., 2000). For instance, when pairing the constructs of TPB’s perceived attitude with EEM’s 

perceived desirability and TPB’s perceived behavioural control with EEM’s perceived 

feasibility, they are found to overlap conceptually (Krueger et al., 2000).  

In addition, these two models have been criticised as missing the motivational impetus that can 

explain the process and condition that transform the determinants to intention (Bagozzi, 1992; 

Elfving et al., 2009). In fact, EEM uses perceived desirability to reflect the level of 

attractiveness one feels toward the prospect of starting a new business to determine his or her 

entrepreneurial intention (Shapero & Sokol, 1982). The model clearly considers the evaluation 

of the opportunity and the situation without examining the personal factors that make 

entrepreneurs wish to start the new ventures. Likewise, the positive attitude toward the 

behaviour is not a sufficient reason to form intentions to act (Bagozzi, 1992). To illustrate, one 

may find an opportunity is appealing with no negative attitude toward the pursuit of it, but he 

or she would not act unless he or she desires to do so. 

To address this gap in these two models, this study adopts the motivational concept of ‘desire’, 

as recommended by Bagozzi (1992), to explain the motivational mechanism that leads to 

entrepreneurial intentions. Bagozzi (1992) asserted that desire is the missing mediator that 

explains the mechanism between TPB’s determinants and intention. Desire is defined as “a 

state of mind whereby an agent has a personal motivation to perform an action or to achieve a 

goal” (Perugini & Bagozzi, 2004, p.71). According to Bagozzi (1992, p.184), “to desire to do 

something implies a motivational commitment to do it if we assume that a person believes he 

or she can do it”. This notion also highlights the importance of self-efficacy in the motivational 
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process of intentions. In fact, the concept of self-efficacy has been widely investigated in 

entrepreneurial studies (Boyd & Vozikis, 1994; Chen, Greene, & Crick, 1998; Zhao, Seibert, 

& Hills, 2005; Carsrud & Brännback, 2011). Entrepreneurial self-efficacy (ESE) has been 

perceived as one of the most reliable predictors of entrepreneurial intentions. Indeed, Boyd and 

Vozikis (1994) posited that self-efficacy is an essential factor that mediates the strength of 

entrepreneurial intention which, consequently leads to entrepreneurial actions. Therefore, these 

two drivers of intention are investigated in this study to explain their effects on entrepreneurial 

intentions for new business start-ups in the context of tourism and hospitality students.  

In addition, the determinants of entrepreneurial desires and ESE are identified in this study 

which include anticipated emotions and entrepreneurial role models. Emotions have recently 

been explored in decision making theory because of its predictive power on behaviours 

(Schwarz, 2000; Loewenstein & Lerner, 2003). The importance of emotions has also caught 

the attention of researchers in the entrepreneurship field. For instance, the effects of immediate 

emotions were investigated on the cognitive process of entrepreneurs (Isen, 1993; Baron, 1998, 

2008; Mitchell et al., 2007). It is said that entrepreneurs usually operate in an environment with 

a high level of uncertainty and unpredictability which requires rapid reactions (Lichtenstein, 

Dooley, & Lumpkin, 2006; Baron, 2008). Therefore, the emotions generated in these working 

environments have a substantial effects on cognition and behaviour (Forgas & George, 2001; 

Hsu, Bhatt, Adolphs, Tranel, & Camerer, 2005; Baron, 2008). However, the motivational role 

of anticipated emotions has not been captured in the domain of entrepreneurship, especially in 

entrepreneurial intention research. Anticipated emotion is defined as predicted emotional 

reaction to imagined outcomes and behaviour of future events (Richard, van der Pligt, & de 

Vries, 1996; Baumgartner, Pieters, & Bagozzi, 2008; Xu & Guo, 2019). Indeed, studies have 

shown that anticipated emotions have stronger motivational effects and are more likely to 

promote behaviours than immediate emotions (Richard et al., 1996; Baumgartner et al., 2008; 

Xu & Guo, 2019). Therefore, this study will investigate the effects of anticipated emotions in 

relation to entrepreneurial desire, which is said to be a key motivational driver of 

entrepreneurial intention. 

The effects of role models on self-efficacy have been empirically investigated in 

entrepreneurial studies (Liñán & Fayolle, 2015; Nowiński & Haddoud, 2019). Specifically, 

ESE was found to mediate the relationship between role models and entrepreneurial intentions 

(Carr & Sequeira, 2007; BarNir, Watson, & Hutchins, 2011; Laviolette, Lefebvre, & Brunel, 

2012). The effects are explained through the social learning theory of Bandura (1977b), who 
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specified that the influence of role models is through the process of observational learning. 

That is, through observing role models, one learns about the set of skills needed to perform 

similar actions. However, role models can also play an inspirational role that trigger the desire 

of someone to want to achieve similar outcomes (Elfving et al., 2009). Such motivational 

effects of role models have not been explored in the context of tourism entrepreneurship, which 

primarily emphasizes the importance of lifestyle aspirations in the founding of new ventures 

(Ateljevic & Doorne, 2000). Therefore, this study will examine the motivational effects of role 

models on entrepreneurial desires and ESE in the context of T&H students. 

Based on the review of literature on entrepreneurial intentions and related theories adopted 

from social psychology, Figure 1 illustrates the structural relationships among entrepreneurial 

intentions, entrepreneurial desire, ESE, entrepreneurial role models, and positive and negative 

anticipated emotions that is hypothesised for this study. 

 

Figure 1 Structural model of the predictors of entrepreneurial intentions  

 

1.3 Research Questions 

The literature on entrepreneurial intentions suggests the importance of motivational factors that 

lead to entrepreneurial intentions. Three research questions related to the relationships between 
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these motivational drivers and the mechanism that leads to entrepreneurial intentions will be 

investigated in this study, which are:  

RQ1: How do entrepreneurial desires and entrepreneurial self-efficacy influence the 

entrepreneurial intentions of Tourism and Hospitality students? 

RQ2: How do entrepreneurial role models influence entrepreneurial desires and 

entrepreneurial self-efficacy? 

RQ3: How do anticipated emotions influence entrepreneurial desires? 

1.4 Research Method 

The research questions in section 1.3 will be examined using a quantitative approach. 

Undergraduate students at a tourism and hospitality institution in New Zealand are the targeted 

population of the study. First, because the study is concerned about the entrepreneurial 

intentions of tourism and hospitality (T&H) students, student sampling is relevant to the 

objective of the study. Secondly, a suitable condition to measure entrepreneurial intention is 

before it occurs (Krueger & Carsrud, 1993; MacMillan & Katz, 2002). Also, student samples 

that include intending and non-intending individuals for entrepreneurial intention are 

appropriate to avoid the bias in the responding samples (Gruel et al., 2010). 

The sample is selected based on the programs that the students are studying. In particular, the 

New Zealand diploma level (Level 6) and the New Zealand Graduate Diploma level (Level 7) 

are selected because these programs display two important aspects of T&H education, which 

are vocational and liberal orientations. In fact, the vocational and action-orientated programs 

are significant at the Level 6 program, while the Level 7 programs focus on the managerial 

elements of business orientation that generate 'transferable skills' and specialist knowledge 

within the professional context (New Zealand Qualifications Authority (NZQA), 2019). As a 

result, Queenstown Resort College (QRC), a private T&H institution based in Queenstown, 

New Zealand, is selected to recruit respondents for the study. 

The survey is designed with five validated scales adopted from the literature on entrepreneurial 

intention, entrepreneurial self-efficacy, desire, and anticipated emotions, which is divided into 

positive and negative emotion scales. The survey was conducted at the QRC campus and 

received 185 responses, of which 177 were usable. Subsequently, Partial Least Squares 

Structural Equation Modelling (PLS-SEM) was will be used to test the hypotheses.  



Page | 7  

 

1.5 Expected of Theoretical Contributions  

Studies on entrepreneurial intentions have paid a vast amount of effort to investigate the effects 

of attitudes and perceptions on the intentions of new business creations (Shapero & Sokol, 

1982; Ajzen, 1991; Krueger et al., 2000). However, the importance of motivational drivers has 

not been discussed so far in the literature on entrepreneurial intention. Therefore, the insertion 

of motivational factors (i.e. entrepreneurial desire) in entrepreneurial intention theory provides 

a fuller explanation of the conditions and mechanisms that lead to the formation of 

entrepreneurial intentions. Additionally, the antecedents of entrepreneurial desires, such as 

anticipated emotions and entrepreneurial role models that are encompassed in the study will 

enhance the prediction of the theory, especially in the T&H context.  

1.6 Expectation of Practical Contributions 

Understanding the key drivers of entrepreneurial intentions in the context of T&H education 

will help educators cultivate an entrepreneurial spirit in students. It is crucial for practitioners 

to nurture the desire to become entrepreneurs of students when it is first expressed. Such 

recognition will avoid negative impressions and misleading feelings when an intention is about 

to form. Furthermore, being able to understand what drives student’s intentions for 

entrepreneurial careers will assist educators to provide relevant and effective tools that can 

enhance the student’s motivations and beliefs for entrepreneurial choices.  

1.7 Structure of the Thesis 

The thesis consists of six chapters. The following chapter will discuss the literature on 

entrepreneurial intentions and relevant theories that informs the theoretical framework of the 

study. The literature review on the two dominate models of entrepreneurial intentions will 

suggest the gap that has not been addressed in most empirical studies, especially in the context 

of tourism entrepreneurship. The contribution of the desire construct will explain the 

importance of motivational factors in the formation of entrepreneurial intention. Furthermore, 

the paper will discuss the relationships between two main drivers of entrepreneurial intentions, 

which are entrepreneurial desire and ESE, and their antecedents, such as anticipated emotions 

and role models. Seven hypotheses are proposed to test these relationships.  

Chapter 3 will explain the method of the research, which is a quantitative approach that uses 

the survey method. The chapter begins by explaining the relevance of a positivist paradigm and 
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quantitative approach that guides the data collection of the study. After that, the survey design 

procedures and implementation will be discussed. These include the sampling selection criteria, 

survey instruments, and survey administration. Finally, the PLS-SEM technique used to code, 

computerise and analyse the collected data will be discussed.  

Chapter 4 will present the findings from the data analysis. First, the descriptive statistics of the 

sample will be discussed. Following PLS-SEM procedures, the results will be presented in two 

steps, the outer model and inner model evaluations. The first step is concerned with the 

measurement models to ensure all studied constructs are reliable and valid. The second step 

will assess the relationship between the latent constructs to test the study’s proposed 

hypotheses.  

Chapter 5 uses the results found in Chapter 4 to discuss and answer the three research questions 

presented in Chapter 1. Finally, Chapter 6 will present the conclusion of the study, where 

several contributions to theory and practice will be discussed. In additions, the limitation and 

directions for future research will be presented at the end of this chapter.  
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Chapter 2. Literature Review  

2.1 Introduction  

This chapter aims to investigate the dominant theoretical frameworks used in entrepreneurial 

intention literature and identify the gap in the current entrepreneurial intention models. Firstly, 

the importance of the promotion of entrepreneurship in the tourism and hospitality (T&H) 

context will be discussed. It has been acknowledged that a large proportion of T&H businesses 

in New Zealand is the small-to-medium enterprises (SMEs) (TIA, 2017). Therefore, the growth 

of the tourism industry is linked with the continued year on year growth of tourism SMEs. One 

of the approaches that promote the development of the SMEs sector is entrepreneurship which 

primarily focuses on the creations of new business ventures (Gartner, 1988). This notion about 

entrepreneurship highlights the significant role of entrepreneurial behaviours, especially the 

intentions to establish new ventures, i.e. entrepreneurial intentions. Moreover, one of the key 

characteristics of tourism entrepreneurship is the lifestyle aspiration of T&H business owners 

who decide to be entrepreneurs to pursue their lifestyle goals. Therefore, understanding the 

impact of personal motivations in the entrepreneurial process is the focus of this study. 

 

Next, an overview of two dominant intention models, entrepreneurial event model (EEM) and 

the theory of planned behaviours (TPB), will be discussed to examine the relevance and 

predictive power of these models. It has been found that the two models overlap conceptually, 

such as TPB’s perceived attitude construct and EEM’s perceived desirability construct 

(Krueger et al., 2000). Especially, TPB’s perceived behavioural control and EEM’s perceived 

feasibility are conceptualized similarly to Bandura’s perceive self-efficacy, one of the most 

profound concepts in social learning theory (Bandura, 1977b). Therefore, the construct has 

been configured as an additional variable in intention models called entrepreneurial self-

efficacy (ESE). 

 

Indeed, the configuration of ESE in the intention models has emerged to be one of the most 

pivotal constructs that can reliably and consistently predict entrepreneurial intentions in the 

new venture creation process (Boyd & Vozikis, 1994, Chen et al., 1998). It is the motivational 

function of perceived self-efficacy that encourage people to form their belief about the 

outcomes of their actions, thus inducing their intentions to act (Bandura, 2010). Likewise, it is 
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believed that ESE is one of the main factors that stimulate the thoughts for entrepreneurial 

behaviours. 

 

Following the assertion of Bagozzi (1992) about the missing motivational impetus in TPB that 

fails to explain the mechanism and condition that lead to intention, the study will investigate 

the role entrepreneurial desire in the formation of entrepreneurial intentions. Adopting the 

philosophical study of desire (Bratman, 1987; Davis, 1984; Mele, 1995), it is believed that 

intention is the product of volitive desire, which is rationality that provides a reason for acting, 

and appetitive desire, referred to the inner needs. Likewise, research on entrepreneurial 

motivation also recognize two mainstream theories of motivation, drive theories and incentive 

theories (Carsrud et al., 2009; Carsrud & Brännback, 2011). The incentive theories suggest that 

entrepreneurs are motivated by external factors such as wealth, power, and status, while drive 

theories highlight the internal motivations of the entrepreneurs such as success, self-

development and self-actualization (Carsrud et al., 2009; Carsrud & Brännback, 2011). 

Therefore, the inclusion of motivational element, i.e. entrepreneurial desire, is claimed to 

improve the prediction of entrepreneurial intentions.  

 

After identifying the two important motivational drivers that stimulate the formation of 

entrepreneurial intentions, their antecedents are then investigated. The effects of role models 

are not limited to increase self-efficacy through vicarious experience (Bandura, 1977b, 1986), 

but also trigger the desire of someone to want to achieve similar outcomes (Elfving et al., 2009). 

Therefore, entrepreneurial role models are hypothesized to influence both entrepreneurial 

desires and ESE. Moreover, emotions, specifically anticipated emotions, are claimed to ignite 

intention and behaviors through ‘pre-factual’ thinking on the visualization of future outcomes 

(Baumgartner et al., 2008). Hence, the motivational effects of anticipated emotions are 

hypothesized to have indirect effects on entrepreneurial intention through the mediation of 

entrepreneurial desires.  

2.2 Tourism Entrepreneurship in the Context of New Zealand  

According to the World Bank (2018), out of 190 economies New Zealand is the easiest country 

to do and start a business. From 2014 to 2017, the addition of more than 10,000 new enterprises 

annually illustrates the high level of entrepreneurship in New Zealand (Statistics New Zealand, 

2014, 2017). Furthermore, the business environment in New Zealand is predominantly made 
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up of small-to-medium enterprises (SMEs), defined as businesses that hire fewer than 20 full-

time employees (New Zealand Ministry of Economic Development, 2011). In fact, SMEs 

account for 97% of all New Zealand’s businesses, with almost 90% of these firms being small 

enterprise that are defined as those with less than five employees (New Zealand Ministry of 

Business, Innovation, and Employment, 2017).   

New Zealand’s tourism industry is an industry that is dominated by SMEs, which accounted 

for 85% of businesses (TIA, 2017). The only major player in the industry is Air New Zealand 

Ltd, which generates 85% of revenue for the airline industry and has 12.3% of the tourism 

market shares (Cloutman, 2018). The company employed more than 10,000 staff and generated 

$4.8 billion in the year 2019 (year end in June) (Cloutman, 2018). However, a significant 

proportion of tourism businesses are SMEs and small enterprises that mainly operate in tourist 

attraction, activities, adventure, and ‘special interest’ tourism (Pearce, 1996; Cloke & Perkins, 

1998; Ateljevic, Milne, Doorne, & Ateljevic, 1999a).  

As a matter of fact, tourism is one of the most important industries in New Zealand, and has 

been identified as the biggest export earner, employer, and fastest growing economic generator 

(TIA, 2017). In 2018, the industry directly and indirectly contributed $27 billion or 10.4% of 

the country’s Gross Domestic Product (GDP) and created a total of 365,316 direct and indirect 

employments nationwide in (Statistics New Zealand, 2018). Therefore, the growth of the 

tourism industry is linked with the continued year on year growth of tourism SMEs. 

The critical role of SMEs in the tourism industry has not only been recognized for its socio-

economic opportunities and regional regeneration (Echtner, 1995; Wanhill, 1996, 1999; 

Kokkranikal & Morrison, 2002; Thomas et al., 2011) but also by its ability to increase 

destination competitiveness and promote sustainable tourism development (OECD, 2007). In 

particular, Ateljevic and Doorne (2000) illustrated a few major shifts in tourist consumption 

such as ‘critical consumer tourists’, defined as those who are motivated by ‘green’ tourism 

products (Krippendorf, 1986), while ‘post-tourist’, ‘new hybrid tourist’ and ‘special interest 

travellers’ are those driven by unique, independent, and adventurous experiences with minimal 

environmental impact (Read, 1980; Urry, 1990; Poon, 1993). Consequently, these authors note 

that ‘tailor-crafted’ tourism products are the competitive advantages that attract tourists to 

destinations (Ateljevic & Doorne, 2000; Ateljevic, 2009). Most importantly, tailor-crafted 

tourism products for these niche markets are well perceived and designed by small tourism 

firms thanks to their small operational scales that allow them to react to the trends efficiently. 
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In fact, the founders of these firms (i.e. tourism entrepreneurs), are characterized by their 

creative and innovative qualities, opportunity alertness, and managerial skills (Schumpeter, 

1934; William, Shaw, & Greenwood, 1989; McMullan & Long, 1990; Echtner, 1995; Ateljevic 

& Doorne, 2000; Ateljevic, 2009).  

Moreover, the small-scale operations of locally-owned enterprises are attributed to its positive 

impacts on socio-cultural development, especially in rural areas, as they are able to utilize the 

existing infrastructure and social capital within the communities (Rodenburg, 1989; Echtner, 

1995; Keen, 2004). For instance, tourism in New Zealand is well-known for its rural landscapes 

and wilderness, and therefore, rural tourism is a core component of the industry (Hall & Rusher, 

2004; Keen, 2004). Additionally, it is well noted that the sector is primarily represented by 

small businesses mainly providing accommodation services, namely, bed and breakfast (B&B) 

and farm-stays (Hall & Rusher, 2004; Keen, 2004; Ateljevic, 2009), as well as other traditional 

tourism products such as restaurants, cafés & bars, museums, tour operations, and other tourist 

attractions (Page et al., 1999; Keen, 2004). These tourism businesses are, in fact, able to utilize 

the interaction with local communities and include them as a part of their tourism production 

(Keen, 2004). Indeed, the importance of community in rural tourism is demonstrated by its 

ability to provide more authentic experiences through the interaction with the ‘back-stage’ 

community (Pearce & Moscardo, 1986; Keen, 2004).  

Promoting the development of SMEs are often linked to an entrepreneurship approach as a 

regional engine for wealth and employment creations – according the notions of growth and 

profitability objectives in the entrepreneurship literature (Schumpeter, 1934; Gartner, 1990; 

Getz & Petersen, 2005). However, in the context of tourism, this study is aware that small 

tourism businesses can also be characterized by objectives other than profit, such as lifestyle-

orientation and autonomy-orientation (Ateljevic & Doorne, 2000; Getz & Petersen, 2005, 

Thomas et al., 2011). In fact, the lifestyle and autonomy motives as rationales for entering the 

industry are predominant factors in rural tourism (Ateljevic & Doorne, 2000; Hall &Rusher, 

2004; Keen, 2004; Getz & Petersen, 2005; Thomas et al., 2011). However, many studies have 

also expressed concerned about the long-term financial health and growth of these businesses 

due to their small operational scale, limited management and networkability, as well as their 

intentions to maintain ‘lifestyle goals’ (Page et al., 1999; Ateljevic & Doorne, 2000; Thomas 

et al., 2011).  
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Studies in rural tourism consistently suggest that owners of small tourism firms are motivated 

to start business ventures to pursue their lifestyle aspirations of being, which William et al. 

(1989, p.1650) commented “whom involvement in tourist business is as much a form of 

consumption as it is of production”. In other words, their business and their desired lifestyle 

are mutually the same, which are tourism and self-employment (Williams et al., 1989). 

Dewhurst and Horobin (1998, p.30) defined the meaning of success for these small tourism 

businesses not being for economic gains but, “in term of a continuing ability to perpetuate their 

chosen lifestyle”. Moreover, these businesses often value social, environmental, cultural, or 

community benefits as their ideologies for operation and decision making (Ateljevic & Doorne, 

2000; Keen, 2004; Shaw & Williams, 2004; Thomas et al., 2011). Therefore, these values and 

lifestyle goals have become important factors when studying entrepreneurship in the rural 

tourism context (Ateljevic & Doorne, 2000; Hall & Rusher, 2004; Keen, 2004).  

It is acknowledged that prioritizing these lifestyle goals and values in business operation is 

often seen to be trade-offs to growth and profit maximization (Ateljevic & Doorne, 2000; Keen, 

2004). As Carland, Hoy, Boulton, and Carland (1984) argued, entrepreneurial firms can be 

distinguished from small businesses by its persistent growth and innovative characteristics that 

can creatively combine resources and originate a new market entry. Based on Schumpeter’s 

(1934) conceptualization of innovative behaviour, Carland et al. (1984, p.79) proposed a 

definition of an entrepreneurial venture that emphasizes “profitability and growth and the 

business is characterized by innovative strategic practices”. Hence, the distinction between an 

entrepreneur and a small business owner is drawn from their principal motive, which is for-

profit and growth, as well as innovative behaviour and strategic management (Carland et al., 

1984).  

However, this idea about entrepreneurship is controversial as it only captures the economic 

perspective of growth (Getz & Petersen, 2005). As the field emerged, cognitive science and 

social psychologists have also paid attention to the importance of entrepreneurial cognition and 

behaviours (Shane & Venkataraman, 2000; Davidsson, 2003; Zahra, 2005; Ateljevic & Li, 

2009; Fayolle, 2014; Landstrom, 2014). It is important to be reminded that until now, the debate 

for a definition of entrepreneurship is still ongoing as entrepreneurship is a complex study that 

“carry around a wide range of beliefs” (Gartner, 1990, p.28). Indeed, there are numerous 

definitions of entrepreneurship but, researchers and practitioners conceptually accept none of 

them as the field includes too many different meanings and dimensions (Gartner, 1990). 
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Therefore, Gartner (1990) urges researchers to explain what they mean when they talk about 

entrepreneurship explicitly.  

Despite this, what is generally agreed is that entrepreneurs and their venture creations are 

fundamentally important attributes when studying entrepreneurship (Vesper, 1982; Gartner, 

1988). Indeed, it is asserted that the entrepreneurship phenomenon is primarily a study of the 

creation of new business ventures (Vesper, 1982; Gartner, 1988). This point of view focuses 

on the behaviour of entrepreneurs in the process of creating their business (Gartner, 1988). This 

behavioural approach has established a foundation for the emergence of studies on the 

entrepreneurial process, especially the vast body of research on entrepreneurial cognition and 

emotion in the decision making process and new venture establishment (Baron, 1998; Shane 

& Venkataraman, 2000; Davidsson, 2003).  

In the context of tourism, the significant feature of entrepreneurship is small-scale enterprises, 

often operated through family business ownership, with lifestyle-aspiration entrepreneurs who 

create their business with strong motivations to live and work in attractive tourist environment, 

as well as to be a cultural broker between the community and tourists (Williams et al., 1989; 

Ateljevic & Doorne, 2000; Shaw, 2004; Keen, 2004). Moreover, tourism and hospitality 

graduates will likely be the primary employment source to these enterprises or, turn themselves 

into the founders of their own businesses (Shaw, 2004). Therefore, these notions highlight the 

importance of studies on entrepreneurial behaviours, especially the intentions for business 

creation within a tourism education context. 

2.3 Theoretical Frameworks of Entrepreneurial Intentions 

The creation of a new venture is the deliberate process that originates from an individuals' 

thoughts and plans (Schlaegel & Koenig, 2014). Therefore, the study of entrepreneurial 

behaviour, specifically their thinking and actions, has been the focal investigation of 

entrepreneurship over the past few decades (Gartner, Shaver, Gatewood & Katz, 1994; 

Gatewood, Shaver, & Gartner, 1995). In particular, entrepreneurial intention is one of the most 

crucial research areas of entrepreneurship, which “predicts individuals’ propensity to start a 

firm” and “explain why some individuals are more entrepreneurial than others” (Schlaegel & 

Koenig, 2014, p.291). In other words, the study of entrepreneurial intention advances the 

understanding of how and why new enterprises are created (Schlaegel & Koenig, 2014). 
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Bird (1988, p.442) defines intentionality as “a state of mind directing a person’s attention (and 

therefore experience and action) toward a specific object (goal) or a path in order to achieve 

something (means)”. This definition explains how perceptions influence behaviours towards 

the achievement of goals. Indeed, psychologists assert that intention is a link that transfers a 

belief to a subsequent action (Fishbein & Ajzen, 1975). Therefore, it is inferred that 

entrepreneurial intention is a profound antecedent of entrepreneurial behaviour, which results 

in the acts of entrepreneurship (Bird, 1988). Indeed, entrepreneurial intention is perceived as 

the best determinant of entrepreneurial behaviours such as pursuing self-employment through 

new business ventures (Shapero & Sokol, 1982; Krueger, 2007).  

Hence, the importance of entrepreneurial intention has resulted in the development of theories 

and frameworks within this field (Bird, 1988; Shaver & Scott, 1991; Fayolle & Liñán, 2014). 

Several models have been introduced to study entrepreneurial intention such as Shapero and 

Sokol’s (1982) Entrepreneurial Event Model (EEM), one of the earliest intention models 

created in the entrepreneurship domain. Moreover, studies of entrepreneurial intention are an 

integration of theories from other fields, such as social psychology (Fayolle & Liñán, 2014). 

Specifically, the theory of planned behaviour (Ajzen, 1991) has been one of the core 

approaches to study intention in the entrepreneurial process (Fayolle & Liñán, 2014). These 

two theories have been the dominant models to study entrepreneurial intention (Liñán, Urbano, 

& Guerrero, 2011; Schlaegel & Koenig, 2014). 

2.3.1 Entrepreneurial Event Model 

 

 

 

Figure 2.1 Entrepreneurial Event Model (Shapero & Sokol, 1982) 

 

The EEM (Figure 2.1) is one of the earliest intention models explicitly developed in the 

entrepreneurship domain (Hallam et al., 2016). The EEM argues that the decision to start a new 

venture is determined by two components, namely, credibility and displacing events (Shapero 

& Sokol, 1982; Krueger, 1993). Firstly, the perceptions about opportunities must be credible, 
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in which founders should perceive such opportunities are desirable and feasible and show a 

certain extent of propensity to act upon the opportunities (Krueger, 1993; Krueger et al., 2000). 

Secondly, the interruption of precipitating events (e.g. a divorce, job loss, winning the lottery, 

etc.) causes a change in behaviour of the individuals from their inertias which urges them to 

make a choice from available opportunities, including an initiation of a new business (Krueger 

et al., 2000; Hindle, Klyver, & Jennings, 2009). Moreover, the model asserts that such choices 

from available alternatives must be considered and evaluated (through the perceptions of 

desirability, feasibility, and propensity to act) before the displacement of events (Krueger et 

al., 2000). In other words, entrepreneurial opportunities derived from the intention of a 

potential business must exist before the interruption of significant life events in order to 

cultivate the decision to start a new venture (Shapero & Sokol, 1982). 

According to the EEM, perceived desirability reflects the level of attractiveness one feels 

toward the prospect of starting a new venture (Shapero & Sokol, 1982; Krueger et al., 2000). 

Perceived feasibility is a self-judgment about one’s confidence and capability to start the new 

venture (Shapero & Sokol, 1982; Schlaegel & Koenig, 2014). This construct has been 

conceptualized similarly to ‘perceived self-efficacy’, postulated in Bandura’s (1986, 1997) 

social learning theory. Moreover, the propensity to act is a concept that refers to the control 

perception of intention (e.g. “Will I do it?”) (Shapero & Sokil, 1982; Krueger et al., 2000). In 

other words, it is “the desire to gain control by taking action” (Krueger et al., 2000, p.419). 

These three perceptions will eventually form entrepreneurial intentions that promote 

entrepreneurial behaviours.  

A meta-analysis conducted by Schlaegel and Koenig (2014) suggested that, out of 98 studies 

across 30 countries from 1988 to 2014 that empirically examined entrepreneurial intention, 

there was only one study that fully incorporated three determinants of EEM. Instead, perceived 

desirability and perceived feasibility are the two main determinants that were examined more 

often in empirical studies (Schlaegel & Koenig, 2014). In the context of tourism research, two 

studies were found to have used the construct of ‘locus of control’, assumed to be a measure 

of the propensity to act from the EEM (see Gurel, Altinay, & Daniele, 2010; Altinay, 

Madanoglu, Daniele, & Lashley, 2012). However, the results of the two studies did not support 

the relationship between internal locus of control and entrepreneurial intention. In fact, the 

construct of propensity to act has been the least predictive determinant of entrepreneurial 

intention used in general tests of the theory (Liñán & Fayolle, 2015; Hallam et al., 2016). 
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Instead, it is replaced by the measure of entrepreneurial education claimed to influence 

perceived desirability and feasibility (Lanero, Vázquez, Gutiérrez, & García, 2011; Liñán & 

Fayolle, 2015).  

2.3.2 Theory of Reasoned Action and Theory of Planned Behaviour 

Entrepreneurial behaviours are perceived as planned behaviours, a major topic in social 

psychology studies that investigate behaviours and the associated mental process leading to 

those acts (Hallam et al., 2016). Likewise, the development of the field has been heavily 

influenced by the adoption of frameworks from such theories of cognitive studies (Liñán & 

Fayolle, 2015). In particular, the theory of planned behaviours (TPB) has been the most widely 

referenced model in social psychology in general, as well as in entrepreneurial process research 

(Liñán & Fayolle, 2015; Hallam et al., 2016). In fact, Krueger and Carsrud (1993) were the 

ones that applied TPB to study entrepreneurial intention, and made it one of the most referenced 

frameworks in the research field.   

The most successfully accepted intention model in the social psychological field was initially 

developed by Martin Fishbein, who believed that ‘attitude toward the act’ could predict future 

behaviour through the mediation of intention (Krueger, 2009). Later, he and his colleague 

refined the model by including ‘social norm’, which perceives opinions of others as an 

influence on an individual’s decision making (Ajzen & Fishbein, 1980; Krueger, 2009). The 

final modification of the model included perceived behavioural control and emerged as one of 

the most robust frameworks to study intention (Krueger, 2009). 

2.3.2.1 The Theory of Reasoned Action 

 

 

 

Figure 2.2 Theory of Reasoned Action (Fishbein & Ajzen, 1975) 

According to the Theory of Reasoned Action (TRA) (Figure 2.2), attitudes toward behaviour 

is defined as the awareness of a behaviour’s outcomes to the extent that it makes an individual 

evaluate the behaviour positively or negatively (Fishbein & Ajzen, 1975; Ajzen, 1991; 

Schlaegel & Koenig, 2014). In other words, it is perceived that having a favourable evaluation 

to act or a positive attitude toward performing the behaviours will directly influence the 
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intention. This construct is conceptualized similarly to perceived desirability in the EEM 

(Krueger et al., 2000; Hallam et al., 2016). The second antecedent to intention in the model is 

subjective norm which perceives social pressure, belief, and expectations of significant others, 

such as family, friends, and network of important individuals, as direct influences on an 

individual’s intention to perform (Fishbein & Ajzen, 1975; Ajzen, 1991; Schlaegel & Koenig, 

2014).  

However, these two components of TRA were challenged by Bagozzi (1992) that they are not 

sufficient determinants of intentions. For instance, Bagozzi’s (1992, p.180) examination of the 

boundary condition of TRA highlighted that TRA explicitly defines the boundary which only 

applies to volitional behaviours, such as voting, health, consumer, or organizational 

behaviours, and “do not apply to attitudes toward objects, people, institutions, non-volitional 

behaviours, goals, or outcomes.” 

Furthermore, Bagozzi (1992) argued that the TRA does not explain the mechanism that leads 

to the formation of intention. In fact, the TRA assumes the effects of attitude, subjective norms, 

and intention are parallel without addressing any theoretical conditions that may compensate 

for inter-crossing of the determinants of intention (Bagozzi, 1992). For instance, a negative 

attitude may impede positive subjective norms or, a positive attitude may be hindered by 

negative subjective norms (Bagozzi, 1992). Furthermore, the inability to explain the process of 

why each of the determinants, or both, would influence intention was highlighted as a weakness 

of the TRA (Bagozzi, 1992). Researchers refer to that gap as “an element of indeterminacy” 

(Bagozzi, 1992, p.183). 

2.3.2.2 The Theory of Planned Behaviour 

 

 

 

 

Figure 2.3 Theory of Planned Behaviour (Ajzen, 1991) 
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To address the weaknesses within the TRA, an additional determinant, perceived behaviour 

control (PBC), was introduced to extend the theoretical boundary of the model while retaining 

the previous two determinants (i.e. attitude toward the behaviour and subjective norm) (Ajzen, 

1991; Bagozzi, 1992). PBC is the perception of self-control on the performance of a planned 

behaviour (Ajzen, 1991; Schlaegel & Koenig, 2014). According to Ajzen and Madden (1986), 

PBC is a belief that determines the perception of how easy or difficult the task is likely to be. 

In fact, Bagozzi (1992) and Krueger et al. (2000) claimed that PBC overlaps the construct of 

perceived self-efficacy (Bandura, 1986, 1997) and perceived feasibility in the EEM (Shapero 

& Sokol, 1982). This final model is referred to as the Theory of Planned Behaviours (TPB) 

(Ajzen, 1991). While TRA is applied to study only behaviours under total volitional control, 

TPB is claimed to be able to address behaviours under total, partial, and non-volitional control 

(Bagozzi, 1992) (Figure 2.3).  

However, like TRA, the motivational impetus was found lacking in the model of TPB, as it 

failed to explain the condition and process that lead to intention as Bagozzi (1992) presumed 

that there must be an additional element in the link between attitude, subjective norms, PBC, 

and intention. The need for additional motivation variables is consistent with findings from the 

work of Carsrud and his colleagues (2007), in which theoretical frameworks of entrepreneurial 

intention are urged to include motivation, goal, and opportunity evaluation (Elfving et al., 

2009). In fact, a current systematic literature review on entrepreneurial intention conducted by 

Liñán and Fayolle (2015) found that an emergent trend in entrepreneurial intention studies is 

the focus on motivational antecedents that explain the process leading to intentions of new 

business startups. It was found that “intention models typically explain 40% to 60% of the 

variance in entrepreneurial intentions” (Liñán & Fayolle, 2015, p.915). Thus, it was suggested 

to include additional variables or/and alternative configurations of motivational antecedents to 

improve the predictive power of the models (Liñán & Fayolle, 2015). 

2.3.3 Configuration of Entrepreneurial Self-Efficacy in Entrepreneurial Intention 

Models  

Self-efficacy is one of the most profound concepts in social cognitive theory derived from 

Bandura’s (1977b) social learning theory. This concept has become an important variable used 

in numerous research areas such as organization, cognition, and behaviour theory to study the 

aspects of achievement and performance (Gecas, 1989; Mauer, Neergaard, & Linstad, 2009). 

Likewise, entrepreneurship research has adopted the construct to the literature aiming to 
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understand and improve entrepreneurial characteristics in order to define the core 

entrepreneurial concepts (Mauer et al., 2009) 

According to Bandura (1997), perceived self-efficacy is one’s belief about his or her capability 

to accomplish a task. Such beliefs are assessed against one’s capability to act under challenging 

situations and the expectations of successful outcomes in response to that action (Bandura, 

1977b; Mauer et al., 2009). However, the assessment of competences is the reflection of past 

experiences that impact the belief one has about himself or herself (Mauer et al., 2009). For 

instance, an impression or experience about specific events that happened the past, whether it 

was perceived as a success or a failure, will eventually influence the individual’s interpretation 

of similar events and impact on the belief about the competence to operate similar actions 

(Stern, 1985; Mauer et al., 2009). Therefore, perceived self-efficacy is seen as a powerful factor 

that influences an individual’s choice of behaviour, including occupations, social networks, 

and daily behaviours (Bandura, 1997).  

Indeed, self-efficacy serves as the foundation of human motivation, emotion, and achievement 

(Bandura, 1997, 2010). Bandura (2010, p.1) stated that “unless people believe they can produce 

desired effects by their actions, they have little incentive to undertake activities or to persevere 

in the face of difficulties”. Simply put, people who believe a task is successfully achievable 

will have a strong motivation to perform that task, while those who view the behaviour is 

beyond their ability will not act (Boyd & Vozikis, 1994; Carsrud & Brännback, 2011). In the 

same manner, this core belief is fundamentally important in the development of entrepreneurial 

intention, which is primarily concerned with the decision to start a new venture (Boyd & 

Vozikis, 1994). Boyd and Vozikis (1994) posited that self-efficacy is an essential factor that 

mediates the strength of entrepreneurial intention, which consequently leads to entrepreneurial 

actions.  

Tracing back the history of self-efficacy in entrepreneurship research, the concept was 

introduced to the field of entrepreneurship by Scherer, Adams, Carley, and Wiebe (1989) who 

studied the positive effects of parents as role models on their child’s entrepreneurial career 

preferences (Mauer et al., 2009). The findings were valuable in building the first 

interdisciplinary pathway between the fields of psychology and entrepreneurship (Mauer et al., 

2009). Therefore, the term self-efficacy has been integrated to examine different aspects of 

entrepreneurship studies such as career choice (Boyd & Vozikis, 1994), to distinguish 
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entrepreneurs from non-entrepreneurs (Chen et al., 1998), and entrepreneurial cognitive 

properties (Shane & Venkataraman, 2000). 

Entrepreneurial self-efficacy (ESE) is defined as an individual’s belief and confidence in his 

or her ability to succeed in entrepreneurial careers and tasks (Chen et al., 1998; McGee et al., 

2009; Newman, Obschonka, Schwarz, & Cohen, 2019). As a matter of fact, ESE has emerged 

to be one of the most pivotal constructs in studies of the entrepreneurial process (Drnovsek et 

al., 2010). Boyd and Vozikis (1994) and Chen et al. (1998) were the first few pioneers in ESE 

studies who suggested that ESE can potentially differentiate entrepreneurial characteristics and 

determine career choice (Shane, Locke, & Collins, 2003; Mauer et al., 2009). These findings 

have opened an avenue for discussion on the positive influence of self-efficacy on 

entrepreneurial intention (Boyd & Vozikis, 1994). One of the key results from their studies 

suggests that ESE’s effects contain a significant mechanism in the new venture process (Boyd 

& Vozikis, 1994; Baron, 2004; Zhao et al., 2005; McGee, Peterson, Mueller, & Sequeira, 

2009). Chen et al. (1998, p.310) asserted that there is “a significant and consistent positive 

effect of entrepreneurial self-efficacy on the likelihood of being an entrepreneur.” Moreover, 

studies of self-efficacy in an entrepreneurial context are deemed to be especially relevant 

because, according to Bandura (1977, 1997), the validity of the construct significantly relies 

on the specificity of context and task domain (McGee et al., 2009). Therefore, it is valid to 

conceptualize self-efficacy in the context of entrepreneurship (Boyd & Vozikis, 1994).  

An evolved body of research has emphasized the significant influence of ESE on 

entrepreneurial intention and motivation (Newman et al., 2019). In particular, a systematic 

review of the literature of ESE conducted by Newman et al. (2019) provided evidence of the 

positive effects of ESE on entrepreneurial intentions to start new business ventures. For 

instance, at the individual level, the presence of ESE was found to significantly predict 

entrepreneurial intentions of secondary students, undergraduate students, postgraduate 

students, and working adults (Newman et al., 2019). This result is consistent with many 

researcher’s agreements that ESE is a reliable predictor of entrepreneurial intentions (Boyd & 

Vozikis, 1994; Chen et al., 1998; Krueger et al., 2000; Zhao et al., 2005; Hallam et al., 2016; 

Newman et al., 2019). Moreover, the effects of ESE have also been found to fully mediate the 

relationship between entrepreneurial intentions and other background variables such as 

perceptions of learning outcomes, entrepreneurial experience, risk propensity, and gender 

(Zhao et al., 2005).  



Page | 22  

 

Within the T&H industry, ESE was found to significantly influence the performance of owners 

in the tourism and hospitality sector (Hallak, Assaker, & O’Connor, 2012; Hallak, Brown, & 

Lindsay, 2012; Hallak, Assaker, & Lee, 2015; Lee, Hallak, & Sardeshmukh, 2016). However, 

empirical investigations on the effects of ESE and entrepreneurial intentions for new T&H 

ventures have not been sufficiently explored in the context of emerging entrepreneurs (i.e. T&H 

students). This can be explained by the gap in tourism entrepreneurship research caused by the 

dominance of the divergent approach (Solvoll, Alsos & Bulanova, 2015). The divergent 

approach perceives the specific industry-related issues as the main focus of the investigations, 

instead of the core entrepreneurship themes (Solvoll et al., 2015). Such the gap has been 

identified as a limitation for the development of entrepreneurship theory in the tourism context 

(Solvoll et al., 2015). Therefore, the importance of ESE on entrepreneurial intention, while 

established outside the tourism and hospitability context, should be reinvestigated as its 

positive effects on interest and motivations for new business start-ups (Boyd & Vozikis, 1994; 

Chen et al., 1998; Krueger et al., 2000) can be valuable in encouraging tourism and hospitality 

students to either work for tourism SMEs or, start their own tourism ventures, thus, contributing 

to continued employment and business growth within New Zealand’s tourism industry. 

Therefore, this study proposes that: 

H1: Entrepreneurial self-efficacy is positively related to tourism and hospitality 

students’ entrepreneurial intentions  

 

 

 

Figure 2.4 Hypothesised relationships between ESE and Entrepreneurial Intentions  

 

2.3.4 Antecedent of Entrepreneurial Self-Efficacy 

The first topic that highlighted the importance of ESE in the domain of entrepreneurship was 

about the effects of role model performance on entrepreneurial career preference by Scherer 

(1989) and his colleagues (Mauer et al., 2009). Since then, the topic has emerged and attracted 

the attention of scholars who are interested in background factors that influence entrepreneurial 

intentions and careers (Krueger et al., 2000; Carr & Sequeira, 2007; Radu & Loué, 2008; 
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BarNir et al., 2011; Urbano, Toledano, & Ribeiro-Soriano, 2011; Bosma, Hessels, Schutjens, 

Van Praag, & Verheul, 2012; Liñán & Fayolle, 2015; Nowiński & Haddoud, 2019).  

The influence of role models on career choice has been investigated to determine student’s 

intentions of becoming entrepreneurs (Bosma et al., 2012; Nowiński & Haddoud, 2019). A 

review of international studies by Nowiński and Haddoud (2019) indicated a positive effect of 

role models on entrepreneurial intention. For instance, family such as parents and grandparents 

were found to be prominent role models that influence the intention for an entrepreneurial 

career (e.g. Scherer, Adams, Carley, & Wiebe, 1989; Van Auken, Stephens, Fry, & Silva, 2006; 

Carr & Sequeira, 2007; Urbano, Toledano, & Ribeiro-Soriano, 2011; Nowiński & Haddoud, 

2019). Similarly, Carr and Sequeira (2007) emphasised the importance of intergenerational 

influence from prior family business exposure in increasing entrepreneurial intent. In 

particular, the study found that past experiences with family businesses has positive impacts 

on entrepreneurial intent (Carr & Sequeira, 2007). 

ESE was found to mediate the relationship between role models on entrepreneurial intentions 

(Carr & Sequeira, 2007; BarNir et al., 2011; Laviolette et al., 2012; Nowiński & Haddoud, 

2019). In fact, the influence of role models on self-efficacy was based on Bandura’s (1997) 

framework, which proposed that self-efficacy is derived from four sources that subconsciously 

condition human minds to believe in their own capabilities and function accordingly. These 

four ways to reinforce self-efficacy are (1) from repeated accomplishments of a performance 

until experiencing the ‘mastery’ level; (2) from observation of role models who demonstrate 

successful behaviours; (3) from social persuasion that defines what acceptable or non-

acceptable behaviours are; and (4) from conscious judgment of physical and affective reactions 

to interpret positively about individual’s limits (Boyd & Vozikis, 1994; Bandura, 1997; Mauer 

et al., 2009). Hence, this framework has served as a foundation that explains the antecedents 

of ESE. 

In social learning theory, Bandura (1977b) specified the influence of role models on behaviour 

through the process of observational learning. That is, through observation, one identifies the 

behaviours or skills performed by the role model in accomplishing the given task, and then 

reflects on his or her capabilities in order to evaluate the amount of effort the person needs to 

input to achieve a similar result (Gist & Mitchell, 1992; Boyd & Vozikis, 1994). The 

knowledge learned from observations is claimed to motivate and enhance people’s beliefs 

about their self-efficacy (Bandura, 1977a, 1997). Moreover, two critical factors for role models 
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to be effective in observational learning are the actual achievement of the role model and the 

perceived similarity between the model and the follower (Bandura, 1977; Boyd & Vozikis, 

1994; Gibson, 2004). It is explained that the success of role models must be observable and 

believable, and the subject needs to perceive a sense of sameness between him/her and the 

model in term of competencies and characteristics in order to feel motivated to follow their 

successful path (Bandura, 1977, 2010; Boyd & Vozikis, 1994; Gibson, 2004). Indeed, the 

performance of role models provides believable information and emotional support for the 

imitation of behaviour (Bandura, 1986; Krueger & Brazeal, 1994; Mauer et al., 2009). 

Therefore, they are important antecedents to “promoting the perceived feasibility of new 

ventures” (Krueger & Brazeal, 1994, p.94). In the context of hospitality and tourism education, 

we hypothesise that students with entrepreneurial role models will have higher levels of ESE. 

Therefore this study proposes that: 

H2: Entrepreneurial role models are positively related to tourism and hospitality 

students’ entrepreneurial self-efficacy 

 

Figure 2.5 Hypothesised relationships between Role Models, ESE, and Entrepreneurial 

Intentions 

 

2.3.5 The Role of Entrepreneurial Desires  

The systematic review of entrepreneurial intention literature by Liñán and Fayolle (2015) 

highlighted the trend of having additional variables in entrepreneurial intention models (i.e. the 

EEM and the TPB) as a way to improve the predictive power of the models. For instance, two 

variables, affects and temporal distance constructs, were identified in the study (Liñán & 

Fayolle, 2015). However, the motivational mechanism missing in the models are yet to be 

addressed. It is important to recall Bagozzi’s (1992) argument that there is a missing 

motivational element in the link between attitudes, subjective norms, PBC, and intentions in 

the TPB. Furthermore, this argument was supported by Carsrud and his colleagues (2007, 

2009), who urged to include motivation, goal, and opportunity evaluation in entrepreneurial 

intention models (Elfving, Brännback, & Carsrud, 2009). 
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The TPB presumed that intention is the outcome of attitude, subjective norm, or perceived 

behaviour control, or the coincidence of two or three determinants together (Ajzen, 1991; 

Bagozzi, 1992). However, scholars have raised issues that TPB could not explain the condition 

and motivational processes that lead to intention (Bagozzi, 1992; Schlaegel & Koenig, 2014). 

Specifically, the TPB was claimed to contain an element of indeterminacy that fails to 

demonstrate the process of how the determinants induce the intention to act (Bagozzi, 1992; 

Perugini & Bagozzi, 2001). Using the contingent perspective to investigate the relationship 

between attitude and intention, Bagozzi (1992) asserted that desire is the missing mediator that 

explains the mechanism between TPB’s determinants and intention. Adopting the 

philosophical study of desire (Davis, 1984), Bagozzi (1992) provided the motivational impetus 

of desire that transforms TPB’s antecedents into intentions. In other words, it is believed that 

attitude, subjective norm, and perceived behavioural control indirectly influence intentions 

through desire (Bagozzi, 1992; Perugini & Bagozzi, 2001; Schlaegel & Koenig, 2014).  

Desire is defined as “a state of mind whereby an agent has a personal motivation to perform an 

action or to achieve a goal” (Perugini & Bagozzi, 2004, p.71). It is distinguished from general 

motives in that desires are specific to certain goals or objects (Hofmann & Van Dillen, 2012). 

Moreover, according to Bagozzi (1992, p.184), “to desire to do something implies a 

motivational commitment to do it, if we assume that a person believes he or she can do it”. It 

is explained that a positive attitude is not enough to motivate an intention without the existence 

of desire (Bagozzi, 1992). For instance, a person may evaluate a behaviour favourably. 

However, he or she would not act unless there is a desire to do so together with a belief of self-

efficacy that he or she is capable of (Bagozzi, 1992). Indeed, attitude is an evaluative concept 

which indicates the degree of favour or disfavour toward an entity (Perugini & Bagozzi, 2004). 

On the other hand, desire implies personal motivation that intrigues the intention to act 

(Perugini & Bagozzi, 2004). Therefore, the introduction of desire has challenged the 

relationship between attitude and intention in the TPB, in which Bagozzi (1992) suggested that 

attitude works through desires to form intentions.  

The notion of desires in the formation of intention, adopted from former works of many 

philosophers of minds and actions such as Bratman (1987), Davis (1984) and Mele (1995), is 

identified by two types, appetitive and volitive desires (Bagozzi, Dholakia, & Basuroy, 2003). 

Whereas volitive desire is based on rationality that provides a reason for acting, appetitive 

desire is the inner force related to biological needs such as consumption of things or activities 

(Davis, 1984; Bagozzi, 1992; Perugini & Bagozzi, 2001). Moreover, appetitive desire is an 
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indicator of satisfaction that does not imply motivational commitment or obligation like a 

volitive desire (Davis, 1984; Bagozzi, 1992). However, this hedonic desire is, in fact, the reason 

for the volitive desire (Davis, 1984). According to Davis (1984, p.187) “appetitive desires 

influence action indirectly; however, by generating volitive desires.”  

It is essential to recall the process of an intentional action which is devised in three phases: “its 

first phase is a motivational process, either a brief or a protracted vigorous struggle of motives; 

the second phase is an act of choice, decision, or intention, terminating this struggle; the third 

phase is the consummatory intentional action itself” (Lewin, 1951, p.95-96). Volition is defined 

as “the decision, choices, intentions, and plans one makes to achieve an object of desire or to 

perform desired acts” (Bagozzi, 2006, p.14). As a result, volitive desires are claimed to be a 

better predictor of action than appetitive desires because the will-power that volitive desires 

manifest will motivate the action (Davis, 1984). As Davis (1984, p.189) puts it, “intention 

entails volitive rather than appetitive desires.” Volitive desire is generally associated with 

action desires that play the role of mediating and transforming reasons for acting into intentions 

to act (Bagozzi, 2003). On the other hand, appetitive desire is related to goal desires that govern 

the intrinsic needs of decision makers to achieve a specific goal (Bagozzi, 2003). Simply put, 

one would have a desire for an end-state but, she or he needs to develop a desire to act to form 

an intention to achieve that goal.  

Recent studies have emphasized the importance of entrepreneurial motivation, which is 

perceived as the conversion of entrepreneurial cognition and intention into behaviour (Carsrud 

& Brännback, 2011). Research on entrepreneurial motivation is studied with two mainstream 

theories of motivation, drive theories, and incentive theories (Carsrud et al., 2009; Carsrud & 

Brännback, 2011). Drive theories refer to internal stimuli that push individuals to seek for 

solutions that reduce the tension of needs (Carsrud et al., 2009; Carsrud & Brännback, 2011). 

Such an internal motivation is called intrinsic motivation that describes different levels of 

needs, such as the body’s needs for survival or interests for achievement (i.e. achievement 

motivation) (Carsrud, Olm, & Eddy, 1989; Carsrud et al., 2009). In fact, entrepreneurs are 

found to be internally motivated by success, goal achievement, self-development, or self-

actualization (Carsrud et al., 2009). In contrast, incentive theories suggest that external factors 

such as rewards received when goal attainment is satisfied will pull individuals to move 

towards it (Carsrud et al., 2009; Carsrud & Brännback, 2011). Entrepreneurs are often assumed 

to be motivated by extrinsic motivations such as wealth, power, and/or status (Carsrud et al., 

2009; Carsrud & Brännback, 2011). However, these two types of motivations are not exclusive 
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to one another but, they can interact and motivate entrepreneurial behaviour (Elfving, 2008; 

Carsrud et al., 2009).  

Nevertheless, the importance of a motivational factor was found missing in previous intention 

models (Bagozzi, 1992; Carsrud et al., 2009; Schlaegel & Koenig, 2014). Therefore, the 

introduction of a motivational factor (i.e. the desire construct) is claimed to be able to improve 

the predictive power of entrepreneurial intention models. Moreover, desire can act as an 

independent variable to form intention that does not require a positive evaluation of attitude 

(Bagozzi, 1992). Taking the example of an entrepreneur who has a strong desire to start a 

business and is seeking financial investment, despite unpleasant experiences of being declined 

by previous investors, he or she would not cease the initial intention (Bagozzi, 1992, Carsrud 

& Brännback, 2011). This example is a common impediment that inevitably exists in the 

entrepreneurial process, which involves a high level of uncertainty and unpredictability (Baron, 

2008; Carsrud & Brännback, 2011). On the other hand, even when positive attitudes for new 

business start-ups exist (e.g. as portrayed in the media), the influences would not necessarily 

lead them to consider to start their own business one day unless they have a strong desire to do 

so.  

The TPB can only explain the dependent actions originated from the intention without 

considering any hindrances of implementation of those actions (Bagozzi & Warshaw, 1990; 

Bagozzi, 1992; Carsrud & Brännback, 2011). Since TPB treats actions as final outcomes of 

intentions and ignores the external factors that may affect the achievement of the behaviours, 

scholars have questioned the relevance of the TPB in the study of entrepreneurial intentions 

(Carsrud & Brännback, 2011). For example, an entrepreneur who aims to create a new venture 

will possibly face several obstacles, such as funding, skills, or support (Carsrud & Brännback, 

2011). These barriers will hinder the process of entrepreneurship unless there is a strong 

motivation that can stimulate the action.  

It is also important to distinguish the difference between desire and desirability, in which social 

psychologists have used to explain reasons to act (Perugini & Bagozzi, 2004). For instance, 

desirability and feasibility are two key components introduced in Liberman and Trope’s (1998) 

study about near and distant future decisions. According to the study, desirability is the motive 

that provides the main reason to act (Liberman & Trope, 1998; Perugini & Bagozzi, 2004). 

However, the distinction between desirability and desire is the evaluation of goal outcome of 

the former versus the motivational state of mind of the latter (Perugini & Bagozzi, 2004). 
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Indeed, desirability reflects the attractiveness of the outcome, while desire is the motivation 

that forms the intention and action (Perugini & Bagozzi, 2004). As Perugini and Bagozzi (2004, 

p.71) explain, “It is not the desirability of a nice pair of shoes that causes an agent to buy them 

but his or her desire to have them”. In other words, desire directly influences intention by 

providing a motivational reason to act while desirability is reflecting the value of the end state 

of the action.  

Desire is an essential element to form intentions and not desirability or attitude (Bagozzi, 1992; 

Perugini & Bagozzi, 2004). The argument challenges the prediction of entrepreneurial intention 

in the EEM, the TRA, and the TPB since there is an exclusion of the personal motivation (i.e. 

desire) component in the models. For instance, the EEM uses perceived desirability to reflect 

the level of attractiveness one feels toward the prospect of starting a new business to determine 

his or her entrepreneurial intention (Shapero & Sokol, 1982). The model clearly considers the 

evaluation of the opportunity and the situation without examining the personal factors that 

make entrepreneurs wish to start the new ventures. Likewise, the positive attitude toward the 

behaviour is not a sufficient reason to form intentions to act (Bagozzi, 1992). To illustrate, one 

may find an opportunity is appealing with no negative attitude toward the pursuit of it, but he 

or she would not act unless he or she desires to do so. In other words, motivational links 

between attitude-intention and intention-behaviour relationships are missing in these current 

intention models.   

The intention to start a new business venture is believed to arouse from the inner needs for 

certain achievements, such as competence, relatedness, and autonomy (Ryan & Deci, 2000), 

or self-development and self-actualization (Carsrud et al., 2009) that stimulate the desire to 

perform entrepreneurial behaviours. Therefore, this study proposes that: 

H3: Entrepreneurial desire is positively related to tourism and hospitality students’ 

entrepreneurial intention 
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Figure 2.6 Hypothesised relationships between Role Models, ESE, Entrepreneurial Intentions, 

and Entrepreneurial Desires 

 

However, desire alone is not sufficient to form intentions. One must also have a belief of self-

efficacy that he or she is able to act (Elfving et al., 2009). This assertion is consistent with 

Bagozzi’s (1992, p.185) original argument that “a desire will lead to an intention only when 

self-efficacy also is present” because “to have a desire does not imply that self-efficacy exists 

(one often wishes for things beyond one’s control); yet to have an intention does so imply”. 

This postulation not only highlights the importance of self-efficacy in the formation of 

intentions but, also distinguishes the two constructs, desires and intentions (Perugini & 

Bagozzi, 2004). Indeed, it is justified that a behaviour will be perceived more performable 

when it is intended with an affirmative belief of self-efficacy than when it is only desired 

(Perugini & Bagozzi, 2004). Therefore, the inclusion of self-efficacy is believed to increase the 

effects of desire on intentions to act (Elfving et al., 2009).  

Moreover, the interaction between self-efficacy and desire can be examined through 

commitment studied in Bandura’s (1989) motivational process. It is explained that desire 

determines the amount of effort one will deploy to perform the tasks, including persistence 

through difficulties (Bandura, 1989). In fact, motivational thoughts are generated through the 

anticipation of forethought, which motivates and guides human behaviour to achieve their 

desired future (Bandura, 1986, 2010). Self-efficacy enhances human beliefs about their 

capability and, beliefs influence the processes by motivating people to exert effort and 
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commitment to accomplish the tasks and challenges (Bandura, 1989). In other words, people 

who exhibit strong self-efficacy will stay committed to master their tasks because they are 

motivated and affirmed that they are capable of achieving the desired outcomes (Bandura, 

1989). In short, both self-efficacy and desire are important factors that will impact the 

formation of entrepreneurial intention as they determine what a person wants to do while 

believing that he or she can do it (Elfving et al., 2009). Therefore, this study proposes that:  

H4: Entrepreneurial desire is positively related to tourism and hospitality students’ 

entrepreneurial self-efficacy  

 

 

Figure 2.7 Hypothesised relationships between Role Models, ESE, Entrepreneurial Intentions, 

and Entrepreneurial Desires 

 

2.3.6 Antecedents of Entrepreneurial Desires 

2.3.6.1 Anticipated Emotions  

Until recently, emotion has been recognized as an essential element in the decision making 

process (Schwarz, 2000; Loewenstein & Lerner, 2003). In fact, decision researchers were 

criticized for their neglect on the role of emotion when viewing decision making as a solely 

cognitive process (Loewenstein & Lerner, 2003). For instance, in the TRA (Fishbein & Ajzen, 

1975) and the TPB (Ajzen, 1991), the role of affect is not specified but treated narrowly 

(Richard, van der Pligt, & de Vries, 1996). For example, Fishbein and Ajzen (1975, p.11) 

indicated in the TRA that “the terms ‘affect’ and ‘evaluation’ are used synonymously” because 
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“there is little evidence to suggest that a reliable empirical distinction between the variables 

can be made”. Similarly, there is no recognition to the role of affect in TPB (Ajzen, 1991) in 

spite of a comment of Ajzen (1989, p.248) that “affect may be associated with perceived 

attributes of an object and may thus be partly responsible for the evaluative direction and 

intensity of a person’s belief”. However, several empirical studies have suggested the 

distinction between affect and evaluation (Millar & Tesser, 1986, 1989; Breckler & Wiggins, 

1989; Richard et al., 1996). Most importantly, their findings recognize that “affect can predict 

behaviour over and above beliefs and evaluations” (Richard et al., 1996, p.112).  

Indeed, the importance of emotions in decision making processes has been documented in 

studies of choice as a powerful determinant that shapes our decisions (Mellers, Schwartz, & 

Ritov, 1999; Schwarz, 2000). As Baron (2008, p.328) asserted, emotion has a strong influence 

on the cognitive process in a way that “feelings shape thoughts and thoughts shape feelings”. 

Moreover, it is believed that decision making entails emotional processes that affectively react 

to the prospect and expectation of future outcomes (Mellers et al., 1999; Loewenstein & Lerner, 

2003; Baumgartner et al., 2008). Behavioural studies, such as in consumer acts and health 

decisions, have supported the view that emotions are more persuasive than cognitive 

evaluations, and they can influence behaviours independently from cognition (Richard et al., 

1996; Perugini & Bagozzi, 2001; Baumgartner et al., 2008; Xu & Guo, 2019). In fact, emotions 

can influence thoughts through two types of emotions, immediate emotions and anticipated 

emotion (Mellers et al., 1999; Schwarz, 2000; Loewenstein & Lerner, 2003; Baumgartner et 

al., 2008). As the names suggest, whereas anticipated emotions are predicted emotional 

consequences of a future event, immediate emotions are affective responses at the time of 

decision making (Mellers et al., 1999; Loewenstein & Lerner, 2003; Baumgartner et al., 2008) 

It is proposed that immediate emotions influence decision making through cognitive processes 

(Clore, Schwarz, & Conway, 1994; Baron, 1998; Forgas, 2005; Isen, 2000). Forgas (1995) 

proposed that affects at the time of decision making may influence the cognitive process 

through two mechanisms, namely ‘affect-priming’ and ‘heuristic cue’. The first mechanism 

where affects can access the cognitive process is by being a ‘heuristic cue’, in which affect may 

influence thoughts by directly relating to an individual’s affective state (Forgas, 1995; Baron, 

2008). This heuristic judgmental strategy is adopted from the ‘affect-as-information model’ 

that suggests that people tend to choose a convenient way to process information for judgment 

of specific events and stimuli (Clore et al., 1994; Forgas, 1995; Schwarz, 2001; Baron, 2008). 
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Specifically, people examine their current feelings to generate information for judgment and 

respond accordingly (Baron, 1998, 2008; Forgas, 2005). A person would ask “how do I feel 

about it?” to examine a situation and use his or her current mood as a shortcut to evaluate an 

event and object (Baron, 1998, p.282). For instance, a negative evaluation will likely be 

offered, for example, “I don’t like it” or “I’m unfavourable about/toward it” if the person is 

having negative feelings (Baron, 1998, p.282). In contrast, if the person were in a positive 

mood, he or she would react positively to the event even when those emotions are irrelevant 

and not generated by the event (Baron, 1998). 

The second mechanism occurs when the current state of moods may indirectly stimulate 

thoughts through priming relevant channels of information and memories consistent with the 

mood, referred to as affect-priming. For example, a happy mood will be prone to project happy 

thoughts, experiences, and memories that stimulate positive judgments (Forgas, 1995; Baron, 

1998). Moreover, such positive perceptions about the external world allow individuals to be 

more alert to events and stimuli in the external world (Isen, 2002; Schiffman, 2005; Baron, 

2008). This cognitive mechanism is especially vital in entrepreneurial opportunity recognition, 

a process whereby entrepreneurs are attentive and prepared to be able to identify new 

opportunities when they appear (Kirzner, 1973, 1979; Baron, 2008). This type of mechanism 

is what Baron (2008) referred to as ‘mood-dependent retrieval.’ 

Such an important role of immediate affects on the decision making has been introduced to 

entrepreneurial studies to investigate the relationship between emotions and the cognitive 

performance of entrepreneurs (Isen, 1993; Baron, 1998, 2008; Mitchell et al., 2007). In 

particular, Baron (2008) explicitly provided two reasons why affect is relevant to the domain 

of entrepreneurship. Firstly, entrepreneurs are usually operating in an environment that has a 

high level of uncertainty and unpredictability which entails rapid reactions (Lichtenstein et al., 

2006; Baron, 2008). Emotions generated in these working environments are claimed to have 

substantial effects on cognition and behaviour (Forgas & George, 2001; Hsu et al., 2005; 

Baron, 2008). Secondly, the skills that entrepreneurs have to perform, such as creativity, 

persuasion, judgment, decision making, and relationship management, are shown to be 

influenced by affects (Forgas, 1995; Isen, 2000; Ireland, Hitt, & Sirmon, 2003; Baron, 2008).   

However, many entrepreneurship studies have mainly been investigating the role of immediate 

affect at the time of decision making without capturing the effects of anticipated emotions, 

which are claimed to guide behavioural choices (Richard et al., 1996; Mellers & McGraw, 
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2001). Anticipated emotion is defined as predicted emotional reaction to imagined outcomes 

and behaviour of future events (Loewenstein & Lerner, 2003; Baumgartner et al., 2008). As 

Baumgartner et al. (2008, p.686) specified, anticipated emotion is generated “based on 

assumption, through mental simulation, that the future events have already happened or will 

not happen”. In other words, a decision maker will predict the outcomes of their decision and 

anticipate the consequential emotion of those outcomes (e.g. joy or regret, satisfaction or 

disappointment, pride or guilt) to drive their behaviours (Loewenstein & Lerner, 2003; 

Baumgartner et al., 2008).   

In fact, studies have shown that anticipated emotions have stronger motivational effects and 

are more likely to promote behaviours than immediate emotions (Richard et al., 1996; 

Baumgartner et al., 2008; Xu & Guo, 2019). Specifically, anticipated emotions are seen to 

motivate intention and behaviours through ‘pre-factual’ thinking on the visualization of future 

outcomes associated with affects (Gleicher, Boninger, Strathman, Armor, & Ahn, 1995; 

Baumgartner et al., 2008). It is explained that pre-factual thinking allows individuals to imagine 

a future event or behaviour with positive or negative outcomes, in which these outcomes can 

evoke emotion and lead to favoured acts (Gleicher et al., 1995; Baumgartner et al., 2008; Xu 

& Guo, 2019). As Frijda (1986, p.98) claimed, emotion is intentional, and the intentional 

structure of emotion is “engendered as part of the plan to fulfil a given action tendency.” In 

other words, once the emotion is evoked, consequential behaviour will react accordingly, such 

as the tendencies of “moving toward, moving away, attending, rejecting, etc.” (Bagozzi et al., 

1998, p.3). Moreover, Gleicher et al. (1995) claimed that pre-factual simulation not only 

forecasts emotions of desired or undesired outcomes, but also provide references of behaviours 

that lead to the outcome (Gleicher et al., 1995; Baumgartner et al., 2008). The combination of 

desired outcomes with a specific set of actions to achieve that outcome through the pre-factual 

thinking process makes anticipated emotion a better predictor of intention and behaviour (Xu 

& Guo, 2019). Indeed, several studies that particularly investigated the role of anticipated 

emotions in the context of the TPB have shown similar results and concluded that anticipated 

emotions have stronger influences on intention than other components of TPB (Parker, 

Manstead, & Stradling, 1995; Richard et al., 1996; Perugini & Bagozzi, 2001; Baumgartner et 

al., 2008). As Baumgartner et al. (2008, p.687) asserted, “anticipated emotions increase 

intention, behavioural expectations, and desires to act, even when controlling for other 

determinants of behaviour such as attitude, subjective norms, perceived behavioural control, or 

past behaviour”. 



Page | 34  

 

Such emotional reactions are deemed to have positive effects on decision-making processes 

through appraisals of achievement or failure outcomes (Bagozzi, Baumgartner, & Pieters, 

1998). In other words, people imagine the prospect of success and failure of their goal 

enactment to determine how they would feel under each consequence (Bagozzi et al., 1998; 

Bagozzi, 2000). Hence, these emotional responses provide a motivational base that influences 

the goal selection and desire for goal setting (Bagozzi, Dholakia, & Basuroy, 2003; Bagozzi & 

Dholakia, 2006). This appraisal process is called ‘anticipated emotion’, in which Bagozzi et al. 

(2003) posited that the stronger anticipated emotions one experienced when assessing the 

consequences of goal selection, both positive and negative, the stronger effects of desire they 

have toward intentions. In other words, anticipated emotions is the motivational basis in 

decision making processes which, in turn, influences the formation of intention. Positive 

anticipated emotions are believed to provide pleasurable images of outcomes that influence the 

desire to move forward, while negative anticipated emotions create avoidance of action 

(Bagozzi, 2006). The impacts of anticipated emotions are claimed to be crucial in the 

investigation of entrepreneurial intention because they underlie the motivational process of 

entrepreneurial desire, an important antecedent of the entrepreneurial intention model. 

Therefore, this study proposes that: 

H5: Positive anticipated emotion of being an entrepreneur is positively related to 

tourism and hospitality students’ desire to start a business 

H6: Negative anticipated emotion of being an entrepreneur is negatively related to 

tourism and hospitality students’ desire to start a business 
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Figure 2.8 Hypothesised relationships between Role Models, ESE, Entrepreneurial 

Intentions, Entrepreneurial Desires, and Anticipated Emotions 

 

2.3.6.2 Entrepreneurial Role Models and Entrepreneurial Desires 

The effects of role models are not limited to self-efficacy through vicarious experience 

(Bandura, 1977b, 1986). Role models can also play the role of inspirations that trigger the 

desire of someone to want to achieve similar outcomes (Elfving et al., 2009). In fact, Gibson 

(2004), in the study of role models in career development, suggested that the phenomenon of 

role models should be explained from two different theories, namely identification theory 

(Foote, 1951; Kagan, 1958; Erikson, 1985) and social learning theory (Bandura, 1977b). While 

social learning theory argues for the learning aspect from role models who demonstrate relevant 

skills needed to perform desired tasks, identification theory highlights the motivational notion 

of being attracted to someone perceived to have similar characteristics and the attempt to match 

up to their inspired models (Gibson, 2004). Additionally, Gibson (2004) combined these two 

theories and defined role models as a cognitive construction a person perceives from someone 

who displays attributes that are “similar to him or herself to some extent and desires to increase 

perceived similarity by emulating those attributes” (Gibson, 2004, p.136). Therefore, the 

importance of role models has been recognized not only by career theorists (Hall, 1976; 
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Speizer, 1981, Erikson, 1985; Gibson, 2004), but also entrepreneurship researchers (Carr & 

Sequeira, 2007; Radu & Loué, 2008; BarNir et al., 2011; Bosma et al., 2012). 

Especially in the context of the tourism and hospitality industry, existing lifestyle entrepreneurs 

of many small tourism businesses can be perceived as role models by potential entrepreneurs. 

It is argued that the notion of lifestyle aspiration itself are desirable outcomes that motivates 

these entrepreneurs to start their business (William et al., 1989; Ateljevic & Doorne, 2000). As 

Gibson (2004) justified about the social role of role models using social comparison and self-

concept theories, the reason why role models are attractive is that they display desirable goals 

that are rewarding to others, hence, encouraging people to follow their path to attain those 

goals. Moreover, these motivations are enacted through a social comparison process in which 

individuals would evaluate their abilities in comparison to their role model and develop a sense 

of similarity between them that make the persons desire to act to be like their model (Wood, 

1989; Gibson, 2004). In other words, Bosma et al. (2012, p. 412) suggested that “role models 

may enhance the desire to become an entrepreneur by providing legitimation and 

encouragement to turn entrepreneurial ambition into reality”. 

Observations about the influence of role models on entrepreneurial intention have been shown 

in the study of Bosma et al. (2012). Their results found that 54% of the interviewed 

entrepreneurs claimed to have a role model, in which 20% of them indicated their role model 

influenced their decision to become an entrepreneur (pre-start-up phase), and 24% of these 

respondents reported having a role model before and after the start-up phase (post-start-up 

phase). Furthermore, according to the study, role models function as leading examples, 

supporters, motivators, and helping to increase entrepreneurial self-efficacy (Bosma et al., 

2012). These findings are consistent with the assertion that Gibson (2004, p.149) made in his 

study that “role models serve three interrelated functions: to provide learning, to provide 

motivation and inspiration, and to help individuals define their self-concept”. 

As a matter of fact, the notion of self-concept is a stimulus to desire. Indeed, the processes of 

identification of who are the role models and comparisons with them, are claimed to help an 

individual to realize their sense of self (Bucher & Stelling, 1977; Akerlof & Kranton, 2000; 

Bosma et al., 2012). Bucher and Stelling (1977) explained the association between role models 

and the concept of self through the process of identification, selection, and rejection of 

attributes of role models. In fact, their study recognized that the students, their respondents, 

selectively learned positive attributes of multiple role models and refused to emulate the 
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negative behaviours (Bucher & Stelling, 1977). Moreover, this process allows them to 

recognize the ‘ideal selves’ they want to imitate (Bucher & Stelling, 1977; Gibson, 2004).  

Another compatible construct called ‘possible selves’ can clearly define this identification and 

selection process (Cross & Markus, 1991; Ibarra, 1999; Gibson, 2004). According to Cross and 

Markus (1991, p.230), possible selves are defined as “personalized representations of one’s 

self in future states”. Specifically, they “derive from representations of the self in the past” and 

imaginably accumulate with the self in the future that includes “specific, individually 

significant hopes, fears, and fantasies” (Markus & Nurius, 1986, p.954). Though they are 

personalized with very individualized fears or hopes that one would like to imagine themselves 

in the future, they are results of previous social comparisons (Markus & Nurius, 1986; Gibson, 

2004). Therefore, it is argued that role model influences one’s self-concept by providing 

examples of possible selves that one can select and create the best versions of themselves 

(Markus & Nurius, 1986; Cross & Markus, 1991; Ibarra, 1999; Gibson, 2004). In other words, 

this notion of self plays a motivational role that directly influences desires to imitate and 

achieve the desired outcomes. Therefore, the realization of self through the social construction 

of role models is claimed to influence personal desire to form intentional action. The final 

hypothesis of this study proposes that:  

H7: Entrepreneurial role models is positively related to tourism and hospitality students’ 

entrepreneurial desire to start a business 
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Figure  2.9 Hypothesised relationships between Role Models, ESE, Entrepreneurial 

Intentions, Entrepreneurial Desires, and Anticipated Emotions 

 

2.4 Chapter Summary  

The chapter presented the literature on entrepreneurial intention and related theories, such as 

ESE, entrepreneurial desires, anticipated emotions, and entrepreneurial role models that inform 

the theoretical framework of the study. Seven hypotheses were proposed to test the 

relationships discussed in the research questions. Entrepreneurial desires were assumed to 

contain a motivational impetus that will directly influence entrepreneurial desires and indirectly 

influence entrepreneurial desires through ESE. Furthermore, anticipated emotions and 

entrepreneurial role models were hypothesized as determinants of entrepreneurial desires. In 

fact, the assumption about the motivational effects of entrepreneurial role models on 

entrepreneurial desires was unique from previous studies that only examined the relationship 

between role models and ESE. The next section presents the method used to collect the data 

that will be used the test the hypotheses of this study. 
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Chapter 3. Method 

3.1 Introduction 

This chapter explains the method used to design the study. Firstly, it is determined that the 

research falls under the positivist paradigm, in which the primary research objective is to 

understand and predict the entrepreneurial intentions of tourism and hospitality students. 

Therefore, a quantitative method that uses an experimental approach, such as a survey method, 

is deemed the most suitable approach to fulfil the research objectives. 

The survey is a self-reporting research method that collects the respondent’s information about 

themselves. Moreover, the data collected from the survey will be used to inform researchers 

about their research questions and to test the research hypotheses (Rea & Parker, 2014). Hence, 

the quality of a survey depends on the scientific procedures and systematic manners of the 

administration. These include determining the sample, designing the survey instruments, 

sampling procedures, and coding and computerizing the data.  

A group of students at Queenstown Resort College was selected to participate in the survey 

about Tourism and Hospitality Students’ Entrepreneurial Intentions. The measurements of six 

constructs are adopted from entrepreneurial intention questionnaires of Liñán and Chen (2009); 

desire scale in effortful decision making model of Bagozzi et al. (2003); entrepreneurial self-

efficacy scale of Lucas, Cooper, Ward, and Cave (2009); positive and negative anticipated 

emotions in goal-directed emotions of Bagozzi et al. (1998); entrepreneurial role models of 

Nowiński and Haddoud, (2019); and some demographic questionnaires. Furthermore, using the 

G*Power program to determine the adequacy of the sample size, a priori calculation indicated 

that a minimum sample size of 119 was required for the study. Therefore, the statistical power 

of a total of 177 usable responses was found well above the requirement of sample size 

adequacy. Lastly, the chapter will discuss how the collected data were coded and computerized 

using IBM SPSS 25 software. The final dataset was analyzed using Partial Least Square 

Structural Equation Modelling (PLS-SEM) software to test the hypotheses.  

3.2 Positivist Paradigm  

A paradigm consists of knowledge that includes “a set of theories, standards, methods, and 

beliefs which are accepted by most scientists in a field” (Mackenzie & House, 1978, p.7). 
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According to Mackenzie and House (1978, p.7-8), “paradigms help organize the processes of 

science. They provide direction for its development and help sort out facts in terms of their 

relevance”. In other words, a paradigm in a discipline is a body of research built to guide 

scientists to form their research questions and solutions based on “specific procedures, 

measuring devices, empirical laws, and a specific set of theoretical superstructures” 

(Mackenzie & House, 1978, p.8). Indeed, one of the definitions of paradigms that Kuhn (1996, 

p.x) identified in his book, ‘The Structure of Scientific Revolutions,’ is “universally recognized 

scientific achievements that for a time provide model problems and solutions to a community 

of practitioners”. 

A paradigm (i.e. meta-theoretical assumption) is a received belief system that is established 

based on its ontology, epistemology, and methodology that provides a holistic view of how 

knowledge is constructed (Guba & Lincoln, 1994). While ontology is dictating the belief of 

reality, epistemology refers to the relationship between the researcher and his/her study (Guba 

& Lincoln, 1994). In other words, epistemology imposes the approach of measures in the study, 

whether knowledge is measured objectively from outside or constructed through interactions 

between “the knower or could-be knower and what can be known” (Guba & Lincoln, 1994, p. 

108). Furthermore, what a person believes in the nature of the ‘world’ and his/her connection 

with knowledge will determine the procedural and methodological approaches he/she will take 

to investigate his/her research questions (Guba & Lincoln, 1994). 

The interconnection of these doctrines is claimed to set the fundaments of how a paradigm is 

formulated (Guba & Lincoln, 1994). In particular, Guba and Lincoln (1994) distinguished four 

key paradigms, including positivism, post-positivism, critical theory and related ideological 

positions, and constructivism. Similarly, the sociological scholars Burrell and Morgan (1979), 

claimed that the four meta-theoretical assumptions about the nature of reality are identified by 

a dimensional matrix, comprised of subjective-objective dimension and sociology of radical-

regulation changes. The four paradigms were referred to as functionalism, interpretivism, 

radical humanism, and radical structuralism (Burrell & Morgan, 1979). 

This study has been determined to fall under the positivist paradigm (Guba & Lincoln, 1994), 

also referred to as the functionalist paradigm (Burrell & Morgan, 1979), which have been 

dominant in entrepreneurial research (Grant & Perren, 2002). Despite the fact that 

entrepreneurship has emerged from a wide range of disciplines such as “anthropology, 

economics, psychology, sociology, geography, politics, and history”, the underlying meta-
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theoretical foundation of the research area fall within the functionalist (or positivist) paradigm 

(Grant & Perren, 2002, p.186). Especially, research on entrepreneurs has been seen as a result 

of a functional paradigmatic position (Chrisman & McMullan, 2000). The entrepreneurs are 

perceived as the important resources of the ventures and their natures are deterministic (Grant 

& Perren, 2002). 

A positivist paradigm is based on realism ontology, objective epistemology, deductive 

approach, or experimental methodology (Guba & Lincoln, 1994). In other words, a positivist 

or functionalist paradigm is rooted in the assumption that “society has a concrete, real 

existence, and a systematic character oriented to produce an ordered and regulated state of 

affairs” (Morgan, 1980, p.608). Because the ontological belief of positivism is based on the 

natural laws of existence, investigators obtain knowledge through an objective scientific 

method without influencing the object of the study, referred to as a “distant, non-interactive 

posture” (Guba, 1990, p.20). The approach of investigations in this paradigm is an experimental 

or manipulative methodology that focuses on the quantitative method (Guba, 1990; Guba & 

Lincoln, 1994). Moreover, the primary purpose of the positivist paradigm is to explain (von 

Wright, 1971), predict, and control the phenomena through which accumulated knowledge or 

facts enables generalisation to a population (Guba & Lincoln, 1994).  As such, this study falls 

under the positivist paradigm as the main research objective is to understand and predict the 

entrepreneurial intentions of tourism and hospitality students. Based on a positivist paradigm, 

the quantitative method was deemed the most suitable method to fulfil the research aims and 

is explained next.   

3.3 Quantitative Research 

The deductive approach through the positivist paradigm posits an objective relationship 

between theory and research, in which the theory will guide the research (Alan, 2012). In social 

science, a theory is perceived as a rationale for why research is conducted (Alan, 2012). As 

Alan (2012, p.20) puts it, “it also provides a framework within which social phenomena can be 

understood, and research findings can be interpreted”. Moreover, the knowledge gained from 

theory will be deduced as hypotheses and empirically tested (Alan, 2012). Indeed, it is asserted 

that the purpose of theory is to enable hypotheses generation that allows empirical tests and 

explanations (Alan, 2012). In particular, quantitative research is often associated with a 

deductive approach dominant in the positivist paradigm perceived as a natural science method 

(Alan, 2012). 
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On top of that, it is believed that “good research goes beyond testing the aggregate predictions 

of a theory to test the theory’s underlying mechanism” (Bromiley & Johnson, 2005, p.15). In 

other words, empirical research should be able to explain the mechanism underlying the 

relationships between variables (Salmon, 1998; Bromiley & Johnson, 2005). Therefore, a 

mechanism explanation emphasizes the processes and relations testing rather than an aggregate 

prediction of the theory (Salmon, 1998). Furthermore, a good explanation of any relationships 

consists of preconditions of accurate facts, the generality of mechanisms, and accurate 

predictions (Bromiley & Johnson, 2005). The combination of three elements can then provide 

a quality explanation for scientific analysis (Bromiley & Johnson, 2005). Therefore, the 

importance of testing mechanisms in entrepreneurial behaviour research should be emphasized 

in order to enable an explanation of entrepreneurial behaviour and provide improvement 

suggestions. These objectives are, in fact, the priority in management research, one of the 

closest research fields to entrepreneurship (Bromiley & Johnson, 2005). Based on a 

quantitative method, a survey was used to collect data for this study and is explained next. 

3.4 Survey Method 

The survey is a self-reporting research method that collects the respondent’s information about 

themselves (Rea & Parker, 2014). Therefore, the information obtained from this research 

technique is personal and unique that helps to inform researchers about their research questions 

(Rea & Parker, 2014). Moreover, survey research is commonly introduced to social studies to 

investigate the relationships of several constructs derived from theoretical models and 

competing theories (Crano, Brewer, & Lac, 2015). The data collected from the measurements 

of these theoretical constructs will eventually be analysed to test research hypotheses with the 

aim to refine a theory and explain a phenomenon (Crano et al., 2015). 

The survey is one of the most common methods used in entrepreneurship research (Chandler 

& Lyon, 2001; Ireland, Webb, & Coombs, 2005). According to Groves et al. (2009, p.2), “a 

survey is a systematic method for gathering information from (a sample of) entities for the 

purposes of constructing quantitative descriptors of the attributes of the larger population of 

which the entities are a member.” In other words, the systematic method of a survey allows a 

study to describe the basic characteristics of a population based on statistical information 

collected from a sample of members (Groves et al., 2009). This has been one of the prominent 

advantages of the survey method, which enables studies to generate findings from a small 

portion of a population to represent the characteristics of that population (Rea & Parker, 2014). 
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Therefore, it is claimed to be the most time and cost-effective method in social sciences to 

study social phenomena (Groves et al., 2009; Rea & Parker, 2014; Crano et al., 2015). 

The quality of a survey depends on the scientific procedures and systematic manners of the 

administration. There are seven stages that a survey research needs to follow in order to control 

the process to ensure the quality of the data, including identifying the focus and method of the 

study, determining the sample, designing the measurements (survey instruments), pre-testing 

the survey with the peers, data collecting fieldwork, coding and computerising the collected 

data, analysing data, and reporting findings (Rea & Parker, 2005). The first stage was identified 

in the previous section of the literature review. Therefore, the next stages will be discussed in 

the following sections. 

3.5 Determining the sample 

This study seeks to investigate the entrepreneurial intentions of tourism and hospitality (T&H) 

students because they display several conditions that are important in the intention process. It 

was suggested that the measure of entrepreneurial intention should be conducted before it 

occurs (Krueger & Carsrud, 1993; MacMillan & Katz, 2002). Indeed, according to Krueger 

and Carsrud (1993, p.324), "the sensitivity of intentional processes to initial conditions argues 

for studying phenomena before they occur and for the inclusion of non-intending subjects". 

The inclusion of other non-intending individuals is argued to address the bias in the responding 

samples (Gruel et al., 2010). Moreover, the study was specifically designed for the T&H 

context. Therefore, the chosen sample population was students at T&H institutions in New 

Zealand. 

Undergraduate students were chosen because of the nature of the education program, which 

involves both liberal and vocational aspects. These elements are necessary to improve skills 

and knowledge in students. In fact, knowledge and practically relevant skills are critical factors 

to improve self-efficacy in general, as well as entrepreneurial self-efficacy in particular 

(Bandura, 1977b, 1986, 1997). However, in the context of T&H, vocational elements have been 

perceived as predominant in tourism education (Tribe, 2000; Busby, 2003; Morrison & 

O'Mahony, 2003; Airey, 2005). This vocational base can be explained by the fact that tourism 

education originated from training courses (Ring, Dickinger, & Wöber, 2009). Even though 

entrepreneurship is associated with practical experiences, cognitive skills, such as critical, 

analytical, and creative thinking, are crucial in the entrepreneurial process (Baron, 1998, 2004). 
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Therefore, liberal elements need to be included in the educational program of the studied 

population. 

As a result, the study investigated New Zealand T&H educational providers who are 

embedding and balancing both these elements in their programs. In particular, the vocational 

and action-orientated programs are significant at the New Zealand diploma level (Level 6), 

which aims to equip students with essential operational and theoretical skills that meet the 

industry's needs (NZQA, 2019). The more advanced New Zealand diploma level (Level 7) is 

claimed to be able to generate 'transferable skills' and specialist knowledge within the 

professional context (NZQA, 2019). Furthermore, the scope of the sample was narrowed down 

to the South Island of New Zealand due to the constraints of time and budget of the researcher 

who was currently residing and studying in this part of New Zealand. 

Based on these criteria for the sampling selection, Queenstown Resort College (QRC), a private 

T&H institution based in Queenstown, New Zealand, was selected to recruit respondents for 

the study. The school specialises in 'Hotel Management' (HM) and 'Adventure Tourism 

Management' (ATM) for their lower-level educational qualification as New Zealand Diploma 

Level 6. Additionally, since 2017, the advanced level, Graduate Diploma (GD) Level 7, has 

been introduced to those who have already obtained their previous bachelor's degree in other 

fields to learn about 'Tourism and Hospitality Management'. Moreover, the content of their 

programs requires a compulsory paid internship of 1,000 working hours for the Level 6 

programs, and 200 hours for the Level 7. This industry training and exposure provide real 

working experiences for the students. Indeed, working experience is an identified factor that 

has been investigated in entrepreneurial intentions as an important control variable (Robinson, 

Stimpson, Huefner, & Hunt, 1991; Cooper, 1993; Kolvereid, 1996; Liñán et al., 2011). 

Especially, the exposure to work is significantly relevant because Queenstown is one the most 

famous destination New Zealand with annual visitor expenditure (domestically and 

internationally) of $2,721 million in 2018 (TIA, 2018). 

3.6 Survey Instrument 

3.6.1 Entrepreneurial Intention 

The central construct of the model is entrepreneurial intention and specifically, to measure the 

intention of tourism and hospitality students to become an entrepreneur. Based on prior 

theoretical and empirical models of intention and entrepreneurship, Liñán and Chen (2009) 
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developed the Entrepreneurial Intention Questionnaires (EIQ). Six items were developed to 

measure the intentional aspect of the phenomena. The six items measured on a seven-point 

Likert scale were directly adopted in this study. Respondents were asked to indicate “to what 

extent do they agree with the following statements about their entrepreneurial intention” (Liñán 

& Chen, 2009). Their responses are rated from 1 = ‘strongly disagree’ to 7 = ‘strong agree’. 

Table 3.1 Entrepreneurial Intention Scale (Liñán & Chen, 2009) 

1. I am ready to do anything to be an entrepreneur 

2. My professional goal is to become an entrepreneur 

3. I will make every effort to start and run my own firm 

4. I am determined to create a firm in the future 

5. I have very seriously thought of starting a firm 

6. I have the firm intention to start a firm someday 

 

3.6.2 Entrepreneurial Desires 

The construct of entrepreneurial desire was adopted from the model of goal-directed behaviour 

and the extended model of goal-directed behaviour in decision making and behavioural 

domains (Bagozzi, 1992; Perugini & Conner, 2000; Perugini & Bagozzi, 2001; Bagozzi et al., 

2003). The scale was developed in support of Bagozzi’s (1992) argument for an alternative 

model that can explain the motivational mechanism of existing attitude models. Moreover, 

“most behaviours are functional to goal achievement and can be better understood and 

predicted by considering relevant constructs at the goal level” (Perugini & Conner, 2000, 

p.705). Since then, the scale has been validated in several studies of decision making and 

behaviour that investigated the influence of desire on behavioural intention (Bagozzi & 

Edwards, 1998; Leone, Perugini, & Ercolani, 1999; Perugini & Conner, 2000; Perugini & 

Bagozzi, 2001; Bagozzi et al., 2003; Bagozzi & Dholakia, 2006; Perugini & Bagozzi, 2004). 

A review of the scale’s development was conducted across eight studies that measured desire 

and intentions. Initially, the scale consisted of two items measured on a six and seven-point 

scales originating from Bagozzi and Kimmel’s (1995) study. Respondents were asked to 

indicate their degree of desire to the statement “My desire to [behaviour] in [temporal frame]” 

on a six-point response ranging from ‘no desire’ to ‘very strong desire’. The second statement 

was “I want to [behaviour] in [temporal frame]” on a seven-point true-false scale. For example, 
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the two items used in Bagozzi and Kimmel (1995, p.445) were “I want to exercise in the next 

two weeks” and “My desire to exercise in the next two weeks can best be expressed as”. Later, 

the scale was introduced with an additional item that describes an overall wish that one desires 

to do to achieve their goal (Bagozzi et al., 2003). 

As the main focus of this study is the entrepreneurial intention for business start-ups amongst 

tourism and hospitality students, the items that measure the entrepreneurial desire construct 

was designed with the integration of the ‘starting my own business’ goal. Table 3.2 below 

illustrates the three items used in this study following a five-point Likert scale with 1 = No 

desire at all, and 5 = Very strong desire. The first item was designed according to the Bagozzi 

and Kimmel (1995) scale that asked respondents to describe their desire for having a goal of 

starting their own businesses. Additionally, the wording of the second item was changed from 

“I want” in the original scale (Bagozzi & Kimmel, 1995) to ‘I feel an urge or need’ in order to 

emphasize the intensity of desire in goal achievement (Bagozzi et al., 2003). The reason why 

there was no specific time frame included in the first two items was to distinguish desires from 

intentions (Perugini & Bagozzi, 2004). According to Perugini and Bagozzi, (2004), desire is 

differentiated from intention due to the temporal framing feature. In fact, desire tends to be 

“time indefinite or entail postponement of timing considerations,” while intentions are more 

“now-oriented” (Perugini & Bagozzi, 2004, p.72). An entrepreneurial career is considered to 

be an important decision that may be desired, but less intended for many individuals. However, 

in the third item, a narrower temporal frame was included to measure whether desire is rated 

differently in regard to the near future. Moreover, the wording of ‘wish’ was used instead of 

‘desire’ to emphasize the notion of inner motivation as only respondents can understand and 

experience the meaning of their desire (Perugini & Bagozzi, 2004).  

Table 3.2 Entrepreneurial Desire Measures (Bagozzi et al., 2003) 

1. My desire to reach my goal of starting my own business can be best described as 

2. I feel an urge or need to attain the goal of starting my own business 

3. My overall wish to start my own business after my graduation can be summarized as follows 

 

3.6.3 Entrepreneurial Self-Efficacy 

The construct of entrepreneurial self-efficacy (ESE) emerged from the concept of Bandura’s 

(1977) self-efficacy in social cognitive theory (Newman et al., 2019). The development of the 

ESE construct was a response to the need for a context and task domain specific measurement 
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of entrepreneurial skills in order to improve the predictive power of the construct (Bandura, 

1986, 1997; McGee et al., 2009). Several scholars have attempted to develop a measure of 

ESE, including the first and most widely-used scale of Chen, Greene, and Crick (1998). Their 

scale comprises of 22 items derived from 5 sub-dimensions such as marketing, innovation, 

management, risk-taking, and financial control (Chen et al., 1998; Newman et al., 2019). 

Another popular measure was developed by DeNoble, Jung, and Ehrlich (1999) that also 

consists of 22 items emphasising the entrepreneurial skills engaged during the early 

development of a start-up company. These include 6 sub-dimensions of entrepreneurial self-

efficacy ranging from developing product and market opportunities development, creating an 

innovative environment, establishing investor relationships, defining core purpose, 

overcoming unexpected challenges, and developing critical human resources (DeNoble et al., 

1999; Newman et al., 2019).  

Within the educational setting, Lucas, Cooper, Ward, and Cave (2009) developed an ESE scale 

to measure student’s self-confidence in their entrepreneurial ability. Originally, the scale was 

developed and tested on undergraduate students of UK universities and MIT who came together 

to participate in a one-week program, called the Cambridge-MIT Institute Connections 

organized at the University of Strathclyde in 2003. Lucas and his colleagues (2009) later 

refined the scale and had them tested on four hundred engineering students who were in the 

third and fourth year of their undergraduate program. The scale consists of seven items focused 

on venture-related tasks self-efficacy. Citing Bandura’s (1997, p.51) idea of generality of task-

based items’ “constellation of role demands”, the authors argued that “items in the same 

domain will be interrelated, allowing one to infer that an individual’s self-confidence in 

performing one task will be correlated with confidence in performing other tasks that are part 

of the same” (Lucas et al., 2009, p.12). The scale is measured on a five-point Likert scale with 

1 = Not at all confident to 5 = Completely confident. Respondents were asked to rate their level 

of self-confidence corresponding to each item of the scale (Table 3.3).  

Table 3.3 Entrepreneurial Self-Efficacy Measures (Lucas et al., 2009) 

1. Know the steps needed to place a financial value on a new business venture 

2. Pick the right marketing approach for the introduction of a new service 

3. Work with a supplier to get better prices to help a venture become successful 

4. Estimate accurately the costs of running a new project 

5. Recognize when an idea is good enough to support a major business venture 
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6. Recruit the right employees for a new project or venture 

7. Convince a customer or client to try a new product for the first time 

 

3.6.4 Anticipated Emotions 

The construct of anticipated emotions was adopted from the study of goal-directed emotions 

developed by Bagozzi and his colleagues (1998). In fact, goal-directed emotions were 

classified and examined for the purpose of covering “event-based and agent-based emotions” 

(Bagozzi et al., 1998, p.9). As a result, four quadrants of emotions that are relevant to goal 

pursuits, such as high positive affect, high negative affect, pleasantness, and unpleasantness, 

were selected, and 17 emotional terms were generated (Bagozzi et al., 1998). These emotional 

terms include positive affect (e.g. excited and delighted); joy (e.g. happy, glad, and satisfied); 

pride (e.g. proud and self-assured); anger (e.g. angry and frustrated); guilt (e.g. guilty and 

ashamed); sadness (e.g. sad, disappointed, and depressed); and fear (e.g. worried, 

uncomfortable, and fearful) (Bagozzi et al., 1998, p.9). These terms were then grouped as 

positive anticipated emotions and negative anticipated emotions (Table 3.2) 

Anticipated emotions in this study were measured on a five-point Likert scale from ‘not at all’ 

to ‘very much’. For positive anticipated emotion, respondents were asked to indicate the level 

of intensity felt for each of the seven positive emotions when imagining the condition: “If I 

succeed to achieve my goal of starting my own business after my graduation, I will feel”. The 

second condition, “If I do not succeed in achieving my goal of starting my own business after 

my graduation, I will feel” was measured on the ten negative emotions. The wording of these 

conditions was designed based on the notion of entrepreneurial intention for a new business 

start-up as the goal. Indeed, the inclusion of a short temporal framing reflects the nature of goal 

setting and goal pursuit (Bagozzi & Edwards, 1998). 

Table 3.4 Anticipated Emotion Measures (Bagozzi et al., 1998) 

Positive Anticipated 

Emotions 

Negative Anticipated 

Emotions 

Excited Angry 

Delighted Frustrated 

Happy Guilty 

Glad Ashamed 

Satisfied Sad 

Proud Disappointed 
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Self-assured Depressed 

 Worried 

 Uncomfortable 

 Fearful 

 

3.6.5 Entrepreneurial Role Models 

The construct of entrepreneurial role models was originally adopted from Souitaris, Zerbinati, 

and Al-Laham’s (2007) study and, recently refined in the study of Nowiński and Haddoud, 

(2019). Two significant “trigger-events” learned from the study of Souitaris et al. (2007, p.584) 

were the “views of a professor” and the “views of an external speaker.” Additionally, the study 

supported the relationships between the role model’s inspiration with subjective norms and 

entrepreneurial intention. Therefore, using a formative measurement approach, Nowiński and 

Haddoud (2019) refined the construct measured with three indicators of trigger events, such as 

having an entrepreneur in the family; having met a guest speaker who is an entrepreneur at the 

university or; having a  personal encounter with an entrepreneur (Table 3.4). This formative 

measurement is claimed to be appropriate approach because the construct of role model should 

only be formed through the trigger events, but not the other way around (Hair, Hult, Ringle, & 

Sarstedt, 2017; Nowiński & Haddoud, 2019).  

The wording of these three indicators were replicated directly into this study (Nowiński & 

Haddoud, 2019, p. 186) and measured on a five-point Likert scale ranging from ‘not at all’ at 

1, to ‘to a large extent’ at 5. Respondents were asked to indicate “To what extent did the listed 

events make them seriously consider embarking on an entrepreneurial career” (Souitaris et al., 

2007, p.578; Nowiński & Haddoud, 2019, p. 186).  

 

Table 3.5 Entrepreneurial Role Model Measures (Nowiński & Haddoud, 2019) 

1. Have been exposed to an entrepreneur(s) in the family 

2. Have been exposed to a guest entrepreneur(s) at my educational institution 

3. Personal encounter with a successful entrepreneur 
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3.6.6 Demographics 

In the entrepreneurship literature, six control variables are important to define the 

characteristics of an entrepreneur including age, gender, nationality, working experience, self-

employed experience, and role models (Liñán et al., 2011). Due to the nature of this study 

interested in the intentional perception of students, seven demographic variables were 

measured, including age, gender, nationality, amount of work experience, partnership status, 

program of study, and the current status of their study program. 

Table 3.6 Demographics 

What is your age? 

What is your gender? 

What is your nationality? 

What program are you currently studying? (e.g., Diploma, Bachelor, etc.) 

What year are you in your current study program? 

What is your relationship status? 

Have you ever worked at any tourism and hospitability business?  

 

3.7 Sampling Procedure 

There were 297 students taking courses at QRC at the time the study was conducted from 

September to October 2019. Prior to data collection, the G*Power program was used to 

determine the adequacy of the sample size (Cohen, 1988; Faul, Erdfelder, Buchner, & Lang, 

2009; Hair et al., 2017). Using an R2 value of 0.1, a statistical power of 95%, and three 

predictors (the construct that has the highest number of predictors is the entrepreneurial desire 

construct), the a priori calculation indicated a minimum sample size of 119 was required for 

the study. 

A self-administered paper-based survey (Appendix 2)  was distributed to second-year students 

of two Level 6 programs, Diploma of Hotel Management and Diploma of Adventure Tourism 

Management, and students of the one-year Graduate Diploma Level 7 program. The 

distribution of the surveys was conducted during the class sessions with prior authorization of 

the Head of Education and the tutors. An introduction about the study (Appendix 1) was briefly 

discussed by the tutors and the researcher before the questionnaires were handed to the 

participants. Such an introduction aimed to establish the credibility and importance of the 
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study, which will enhance the quality of the responses. A total of 185 responses were collected, 

and from that 177 were deemed usable with minimal missing data, resulting in a response rate 

of 59.6%. The total number of usable data (N=177) was then used for the post-hoc calculation 

of the adequacy of the sample size through G*Power for a minimum R2 value of 0.1, a sample 

size of 177, and three predictors. The result indicated that the statistical power achieved from 

the sample of 177 was 0.995, well above the requirement for sample size adequacy (Cohen, 

1988). 

3.8 Coding and computerising the data 

The collected data were coded and computerised using IBM SPSS 25 software to check for 

outliers, deal with missing data, and summarize the descriptive statistics. Missing values were 

treated using the expectation-maximization (EM) algorithm, in which missing values are 

imputed by estimations of the covariance of variables of the complete data set (Peters & Enders, 

2002). The imputation is calculated through two steps. First, the expected value is estimated 

through regression of other variable on the particular case (Sarstedt & Mooi, 2014). After that, 

the estimated value is used to predict the mean vector and covariance matrix (Sarstedt & Mooi, 

2014). The regression will be recalculated until the final estimation (Enders, 2001; Sarstedt & 

Mooi, 2014). The final package of cleaned data after imputing missing data was then imported 

to the Partial Least Square Structural Equation Modelling (PLS-SEM) software to analyse the 

constructs and their relationships, as well as to test the hypotheses.   

3.8.1 Partial Least Squares Structural Equation Modelling (PLS-SEM) 

Social science research is interested in developing, exploring, and confirming research findings 

(Hair et al., 2017). Therefore, statistical analysis has been utilized as an essential tool in social 

studies. In fact, there are two generations of statistical analysis tools, referred to as first-

generation techniques and second-generation techniques (Fornell, 1982; Haenlein & Kaplan, 

2004; Hair et al., 2017). The first generation techniques were popular in social science research 

during the 1980s (Hair et al., 2017). The methods include techniques of confirmatory and 

exploratory factor analysis, used to test hypotheses and data pattern analysis respectively. On 

the other hand, the second-generation techniques have been recognized for their improvement 

and widely applied by social scientists in the past 20 years (Hair et al., 2017). It was claimed 

that in some disciplines, more than half of the empirical studies used this statistical approach 

(Hair et al., 2017). Such improvements include the ability to identify and measure the 
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unobservable variables and the error that occurred in the observed variables (Chin, 1998; Hair 

et al., 2017). Moreover, the methods display the simulation of the relationship model between 

independent and dependent variables (Haenlein & Kaplan, 2004; Lee, 2015). The techniques 

are called structural equation modelling (SEM) (Haenlein & Kaplan, 2004; Hair et al., 2017). 

The SEM method used in this study is Partial Least Squares Structural Equation Modelling 

(PLS-SEM) because of its explanatory function in theory development and prediction (Hair et 

al., 2012, Lee, 2015). According to Hair et al. (2017), PLS-SEM maximizes the explanation of 

the variance of the dependent variables when examining the model. On the other hand, the 

other SEM method, Covariance-based SEM (CB-SEM), focuses on covariation between linked 

indicators and assumes all constructs as common factors, which does not appreciate the 

differences of composite indicator variables (Hair et al., 2017). As such, the latter method is 

suitable primarily for confirmation or rejection of theories, while the former is used in 

exploratory research, where theory needs further development (Hair et al., 2017). In the case 

of growing fields of research such as entrepreneurship (Ireland et al., 2005), PLS-SEM is a 

preferred method because of its potential to predict and explain latent constructs (Rigdon, 

2012). Additionally, the nature of this study is exploratory as it aims to predict and investigate 

the determinants of entrepreneurial intention. In addition, PLS-SEM is more powerful than CB-

SEM in calculating models with formative and reflective constructs (Hair et al., 2017). 

Therefore, PLS-SEM is determined as the appropriate data analysis technique for this study. 

  

3.8.1.1 PLS-SEM algorithm 

In order to maximize the explained variance of dependent constructs, PLS-SEM’s algorithm 

works as separate estimations of path models and other parameters (Assaker, Huang, & Hallak, 

2012; Lee, 2015; Hair et al., 2017). The separate estimations for each composite of each 

indicator variable for each observation are used as inputs (proxies) to estimate latent variable 

scores through ordinary least squares (OLS) regression (Hair et al., 2017). Therefore, using 

separate procedures to produce proxies of the measured concepts enable not only the 

explanation of variance of constructs and indicator variables, but also estimates the ‘unknown’ 

elements in the path model (Hair et al., 2017). For instance, the relationship between indicator 

variables and the associated constructs, as well as the relationships between constructs, are all 

unknown initially but are estimated through the PLS-SEM algorithm. Together, these 

relationships comprise the PLS path model, divided as the inner model and outer model (Hair 

et al., 2017). The inner model refers to the relationship between the latent constructs, while the 
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relationships between the construct and its indicators are called the outer model (Hair et al., 

2017). Therefore, PLS-SEM analysis examines the coefficients of the inner and outer models.  

The first step of PLS-SEM analysis involves the calculation of the outer model to estimate the 

scores of the constructs (Assaker, Huang, & Hallak, 2012). The outer models consist of 

relationships between indicator variables and latent constructs, also referred to as measurement 

models (Hair et al., 2017). There are two types of measurement models, formative and 

reflective measurement models. Formative measurement models refer to the relationships 

between the indicator variables and their construct, in which the indicators form their latent 

construct (Jarvis, MacKenzie, & Podsakoff, 2003; Haenlein & Kaplan, 2004; Lee, 2015). The 

relationship between formative indicators and formative constructs are assessed through the 

outer weight coefficients in PLS-SEM (Hair et al., 2017). On the other hand, the reflective 

measurement model is the relationship formed from the latent construct to its indicators, in 

which changes in the constructs affect the changes in indicators (Jarvis et al., 2003; Haenlein 

& Kaplan, 2004; Lee, 2015). The coefficients of outer loadings indicate the relationship 

between the reflective constructs to the measured indicators (Hair et al., 2017). 

The distinctions in relationships between indicators and the latent construct of each 

measurement model also suggest differences in the correlations between indicators of each type 

of measurement model. For example, since the effects of a reflective model are caused by a 

single underlying construct, the indicators of that model are interchangeable and highly 

correlated with one another (Haenlein & Kaplan, 2004; Hair et al., 2017). Conversely, changes 

in a formative indicator will result in changes in the formative construct because the indicators 

cause the formation of the construct (Haenlein & Kaplan, 2004; Hair et al., 2017). Hence, each 

formative indicator represents a specific aspect of the indicator that makes them distinctive 

from each other (Haenlein & Kaplan, 2004; Hair et al., 2017). Furthermore, the estimations of 

the relationships between the measured indicators and the constructs in the outer models are 

the proxies of the constructs used to assess the inner models (Hair et al., 2017). In other words, 

the scores of the constructs calculated from the outer models are used as inputs to run single 

partial regression analysis to obtain the path coefficients of all the relationships in the inner 

models (structural model) (Hair et al., 2017). Additionally, the amount of explained variance 

in the constructs (R2) is computed to suggest the prediction of the latent variables (Hair et al., 

2017). 



Page | 54  

 

A few algorithm options and parameter settings will be applied to achieve good results, such 

as the weighting scheme, initial value, stop criterion, and the maximum number of iterations. 

Firstly, it is recommended to select the path weighting scheme because of its flexible 

application on different path models and, it produces the highest explained variance value for 

latent constructs (Hair et al., 2017). Secondly, the initial value of +1 is used for the first 

iteration, which will then be “replaced by the path coefficients for all relationships in the 

measurement models” (Hair et al., 2017, p.90). Next, the limit for the stop criterion of 1 · 10-

7 is chosen to ensure the stabilization of the results, determined when “the sum of changes in 

the outer weights between two iterations is sufficiently low” (Hair et al., 2017, p.91). Finally, 

the maximum number of iterations of 300 is selected to guarantee that the convergence is 

obtained at the stop criterion threshold (Hair et al., 2017).  

Assessing the result of a PLS-SEM model starts with the evaluation of measurement models 

(outer models) and then the structural model (inner model) (Hair et al., 2017). The evaluation 

of the measurement models is to establish the reliability and validity of the constructs (Hair et 

al., 2017). Moreover, since there are distinctions in the relationship between measured 

indicators and their constructs in the measurement model, identified as formative or reflective 

measurement, the evaluation criteria will be different for each type of model. For instance, the 

reflectively measured constructs are assessed for their indicator and internal consistency 

reliability (Hair et al., 2017). The average variance extracted (AVE) will be observed to assess 

convergent validity, and the heterotrait-monotrait (HTMT) ratio of the correlations will be 

evaluated to assess discriminant validity (Hair et al., 2017). On the other hand, the formative 

measurement model will be assessed for their convergent validity, collinearity issues, and the 

significance and relevance of the indicators (Hair et al., 2017). Internal consistency tests are 

not considered in formative measurement models because the indicators variables of the 

formative model do not correlate (Hair et al., 2017). 

 

3.8.2 Assessing the Reflective Measurement Models 

3.8.2.1 Internal Consistency 

According to Field (2013, p.706), a reliable measure should "consistently reflect the construct 

that it is measuring". Therefore, reliability tests should be conducted in order to ensure that 

each item will produce consistent results across questionnaires (Field, 2013). Cronbach's alpha 

has been one of the most common methods to test the reliability of scales (Cronbach, 1951; 
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Field, 2013; Hair et al., 2017). However, there are several controversies around the 

interpretation of Cronbach's alpha, including the different factor structures of data that share 

the same alpha value (Grayson, 2004 in Field, 2013). Also, there is reliance on the number of 

a scale's items in which an increase in the number of items will increase the value of alpha 

accordingly (Pedhazur & Schmelkin, 1991, as cited in Field, 2013; Cortina, 1993). Therefore, 

it has been suggested that Cronbach's alpha tends to "underestimate the internal consistency 

reliability" (Hair et al., 2017, p. 111). 

Alternatively, composite reliability has received positive attention from researchers as a 

sensitive method to the factor structure, such as the outer loadings of indicator variables (Hair 

et al., 2017). The interpretation of composite reliability value is similar to Cronbach's alpha. 

The values from 0.6 – 0.7 are acceptable, while 0.7 – 0.9 are satisfactory for advanced research 

(Hair et al., 2017). It is desired that the inclusion of both values will be provided because "the 

true reliability usually lies between Cronbach's alpha (representing the lower bound) and 

composite reliability (representing the upper bound) (Hair et al., 2017, p. 112). 

3.8.2.2 Convergent Validity 

A reflective construct should include indicators that are highly and positively correlated with 

each other (Hair et al., 2017). In other words, the indicators of a particular construct “should 

converge or share a high proportion of variance” (Hair et al., 2017, p.113). Convergent validity 

is calculated by the average variance extracted (AVE) (Fornell & Larcker, 1981; Hair et al., 

2017). An AVE ranges from 0 to 1, and an AVE value of more than 0.5 is appropriate because 

it indicates that the construct explains more than 50% of the variance of its indicators (Fornell 

& Larcker, 1981; Hair et al., 2017). 

3.8.2.3 Discriminant Validity 

In order to identify the extent a construct is unique from others, a discriminant validity test is 

performed (Hair et al., 2017). Traditionally, there are two methods used to examine the 

discriminant validity of constructs, such as cross-loadings and Fornell-Larcker criterion 

methods (Hair et al., 2017). Firstly, a cross-loading approach reflects the loadings of indicators 

on the corresponding construct and other constructs of the model (Hair et al., 2017). The 

loadings of indicators on its associated constructs should reflect the highest score compared to 

other cross-loading (Hair et al., 2017). Secondly, the Fornell-Lacker criterion is to compare the 

square root of AVE values of each construct with the correlation values between the constructs 

(Hair et al., 2017). The idea is that the square root of AVE of one construct should be higher 
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than its greatest correlation with other latent variables. However, these two methods are unable 

to detect discriminant validity when two constructs are strongly correlated or, when the 

indicator loadings of the construct are insignificantly different (Hair et al., 2017). 

Therefore, the heterotrait-monotrait (HTMT) ratio of correlations is introduced to overcome 

these issues (Henseler et al., 2015; Hair et al., 2017). The HTMT ratio is the mean of the 

average correlations of all indicators measuring different constructs to the average correlations 

of all indicators measured for the same construct (Henseler et al., 2015; Hair et al., 2017). In 

other words, it is the ratio of correlations between two constructs measured by the matrix of 

average correlations of each pair of the indicators measuring the same and different constructs. 

The HTMT of two perfectly correlated constructs that are equal or close to 1 indicates that 

there is a lack of discriminant validity (Henseler et al., 2015; Hair et al., 2017). 

3.8.3 Assessing the Formative Measurement Model 

The approach of evaluation criteria for a formative measurement model is different from the 

assessment of a reflective measurement model due to the nature of independent constructs in 

formative models (Henseler, Ringle, & Sinkovics, 2009; Hair, et al., 2012, 2017). In fact, 

researchers believe that formative indicators are error free; thus, internal consistency and 

indicator reliability are unnecessary (Edward & Bagozzi, 2000; Hair et al., 2017). Instead, the 

procedure used to evaluate the formative models is assessing indicator validity, collinearity 

issues, and nomological validity (Henseler, Ringle, & Sinkovics, 2009). 

3.8.3.1 Indicator Validity 

To assess the validity of indicators of a formative construct is to assess the significance and 

relevance of the indicators on their associated construct through the outer weights. The outer 

weights are calculated through a multiple regression of formatively measured constructs and 

their indicators (Hair, Black, Babin, & Anderson, 2010). The value of the outer weights dictates 

the relative contribution and importance of the indicators to the formation of the constructs 

(Hair et al., 2017). Therefore, such values should be significant, with no value close to zero. 

Furthermore, the bootstrapping procedure is used to assess the significance of the outer weights 

(Hair et al., 2017). 

Bootstrapping is a technique in which a number of samples from the observed data are taken 

out randomly with a replacement called bootstrap samples (Hair et al., 2017). The replacement 

is explained that every time a sample is taken out randomly, it will be returned before the next 
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draw is conducted (Hair et al., 2017). The number of samples drawn for one bootstrap sample 

is equal to a number of observations and, 5,000 bootstrap samples are recommended when 

conducting PLS-SEM. A large number of bootstrap samples will ensure the normality of data 

distribution so that the PLS path model can be estimated to test the coefficients for their 

significance (Hair et al., 2017). 

3.8.3.2 Collinearity Assessment 

Correlations or collinearity between indicators should not be present in a formative construct 

because they independently represent different domains that form the construct (Hair et al., 

2017). Therefore, it is important to assess the collinearity between the indicators of a formative 

construct by the assessment of the variance inflation factor (VIF). The VIF informs the 

increasing amount of standard error caused by the collinearity issue calculated (Hair et al., 

2017). It is recommended that the value of VIF should not exceed 5 to minimize the level of 

collinearity amongst the indicators (Hair et al., 2017). 

3.8.3.3 Nomological Validity 

The nomological validity concerns the intended meaning performed by the formative 

constructs in the theoretical model. Therefore, the examination of the hypothesized 

relationships between the formative constructs and other related constructs should be strong 

and significant to indicate the nomological validity of the constructs (Henseler et al., 2009).   

3.8.4  Assessing the Structural Model 

After the confirmation of the reliability and validity of the constructs in the measurement 

models, the structural model’s assessment is performed to determine the model’s predictive 

capabilities on the constructs, as well as the relationship between the constructs (Hair et al., 

2017). The evaluation of the structural model includes the examination of structural model path 

coefficients (β), effect size (f2), coefficient of determination (R2), predictive relevance (Q2), 

and the model fit test through the standardized root mean square residual (SRMR). 

3.8.4.1 Structural Model Path Coefficients (β)  

The hypothesized relationships of the constructs are presented in the structural model, with an 

estimated value of path coefficients ranging from -1 to +1 (Hair et al., 2017). The value of a 

path coefficient closer to +1 indicates a strong and significant relationship, while a negative 

value indicates a negative relationship. Coefficients close to 0 indicate weak relationships 

between the constructs (Hair et al., 2017). Furthermore, the significance of the coefficients is 
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also determined by the bootstrap 95% confidence interval (CI) that reveals how significant the 

path coefficient is different from zero (Hair et al., 2017). 

3.8.4.2 Coefficient of Determination (R2) 

In order to measure the predictive power of the structural model, the coefficient of 

determination (R2) is examined to determine the amount of variance in the dependent constructs 

explained by all associated independent constructs, statistically referred to as endogenous and 

exogenous constructs respectively (Hair et al., 2017). R2 has a value ranging from 0 to 1, with 

a score closer to 1 indicating a higher level of predictive power (Hair et al., 2017). In PLS-

SEM, R2 values of 0.19, 0.33, and 0.67 are perceived as weak, moderate, and substantial 

respectively (Henseler et al., 2009). Additionally, a moderate level of R2 can be acceptable, 

especially when that the endogenous construct is explained by few exogenous constructs linked 

to it (Henseler et al., 2009). 

3.8.4.3 Effect Size (f2) 

The effect of an exogenous construct has on the endogenous construct can be calculated from 

the omission of its presence on the model that affects the R2 value (Cohen, 1988; Hair et al., 

2017). The change in the R2 value is known as the effect size (f2) of that exogenous construct 

(Cohen, 1988; Hair et al., 2017). f2 values of 0.02, 0.15, and 0.35 are considered small, medium, 

and large effects respectively (Cohen, 1988). 

3.8.4.4 Predictive Relevance (Q2) 

In addition to the evaluation of the path model, predictive relevance (Q2) values obtained by 

the blindfolding procedure is also used as a criterion of predictive accuracy (Geisser, 1974; 

Stone, 1974; Hair et al., 2017). The predictive relevance of a PLS path model indicates the 

accuracy of the prediction of data that is omitted from the model (Hair et al., 2017). The value 

of Q2 should be greater than zero to establish the predictive accuracy of the model (Hair et al., 

2017). 

3.8.4.5 Standardized Root Mean Square Residual (SRMR) 

Besides the predictive capability designed for PLS-SEM, a theory-testing function is extended 

to measure the fit of the hypothesized structural model to the empirical data (Hair et al., 2017). 

Recently, Henseler et al. (2014) adopted the model fit approach from CB-SEM to PLS-SEM 

that uses standardized root mean square residual (SRMR). The approach tests the observed 

correlations and estimated correlations implied from the model to indicate the fit of the model. 

SMRM’s value lower than 0.08 indicates a good fit. 
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3.8.5 Indirect Effects 

The model relationships not only include the direct effect between constructs but also indirect 

relationships, such as mediation. Therefore, the indirect effect assessment must be evaluated to 

explain how the variables interact (Hair et al., 2017). A mediating effect occurs when the 

interruption of the mediator, the third variable, changes the relationship between the exogenous 

and endogenous constructs (Hair et al., 2017). Therefore, the established paths from the 

exogenous variable to the mediator and the mediator to the endogenous variable must be 

significant before the assessment is performed (Chin, 2010; Lee, 2015; Hair et al., 2017). The 

first step involves bootstrapping the indirect effect’s sampling to eliminate the assumption 

about the shape of the sampling distribution and enhance the confidence of the small sample 

size (Hair et al., 2017). The results of indirect effects with the confidence interval obtained 

from the bootstrapping procedure are used to evaluate the mediation models (Hair et al., 2017). 

According to Chin (2010), there are two types of mediation, full mediation and partial 

mediation. Full mediation occurs when the direct effect between the exogenous construct and 

the endogenous is non-significant but, the indirect effects between the two constructs and the 

mediator are significant. When the direct effects between the exogenous and endogenous 

constructs are significant and, the indirect effect through the mediator is found significant and 

greater, such effects are called partial mediation (Chin, 2010). 

3.9 Chapter Summary  

This chapter illustrated how the study was designed and administrated for the data collection. 

Firstly, the research paradigm and research method were discussed to justify the nature of the 

study, which was a positivist, quantitative research that used the survey method. Secondly, the 

sampling procedure was explained from the sampling frame to sample selection and data 

collection procedures. Next, the development of the survey instrument was discussed with the 

measurements of five constructs, including entrepreneurial intention, entrepreneurial desire, 

ESE, role models, and anticipated emotions (divided into two different scales, positive and 

negative emotions). Finally, the discussion about the procedure of computerising data 

explained how data were coded, and the method used to fix the issue of missing data. Finally 

the chapter discussed the data analysis technique of the study, which is PLS-SEM. The next 

chapter presents the results from the data analysis. 

 



Page | 60  

 

Chapter 4. Analysis and Results 

4.1 Introduction 

This chapter presents the analysis and results from the collected data aimed to test the proposed 

hypotheses in Chapter 2. Firstly, an overview of the descriptive statistics of respondents’ 

profiles is discussed. Next, the analysis of relationships between six constructs, entrepreneurial 

intention, entrepreneurial desires, ESE, entrepreneurial role models, positive and negative 

anticipated emotions are examined using PLS-SEM. The two-step approach is used to evaluate 

the measurement models (outer models) and structural models (inner models), in which the 

outer models determine the reliability and validity of the constructs, and the inner models 

estimate the relationships between the latent constructs. Such results of the analysis will be 

used to answer the research questions: 

RQ1: How do entrepreneurial desire and entrepreneurial self-efficacy (ESE) influence 

entrepreneurial intentions of T&H students? 

RQ2: How do entrepreneurial role models influence entrepreneurial desire and ESE? 

RQ3: How do anticipated emotions influence entrepreneurial? 

4.2 Sample Profile and Descriptive Statistics 

The respondents were students of the Queenstown Resort College (QRC) who took part in three 

different programs, including two Level-6 programs, which are Diploma of Hospitality 

Management (36.2%), and Diploma of Adventure Tourism (26.6%); and one Level-7 Graduate 

Diploma of Tourism and Hospitality Management (GD) (37.3%). About two thirds of 

respondents were level-6 diploma students (62.8%), of which 57% were attending their second 

year after returning from their compulsory 1000 hrs internship at tourism and hospitality 

businesses. Regardless, the responses indicated that more than 81% of the students had worked 

in either tourism or hospitality businesses. Those who had not been exposed to the industry 

only represented 29% of students who were attending the one-year GD program, and the first 

year level-6 students. The results indicate that most students who were enrolled at QRC 

generally had had some working experiences at T&H businesses before commencing their 

program of study.  
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The majority of respondents were New Zealanders (66.1%), followed by students from India 

(13%) and The Philippines (5.1%). The largest age group was from 18 to 20 years old (63.3%) 

while the other 31% were those aged between 21 to 25 years old. Only 16.9% of the 

respondents indicated that they were currently in a partnership / De facto relationship while 

78.5% of them were single. Moreover, female students were slightly more represented in the 

sample (53.7%). Table 4.1 presents a summary of the respondent’s profile.  

Table 4.1 Summary of student demographics 

Demographic variable N % 

Age (Years)   

18 - 20 112 63.3 

21 - 25 10 30.5 

26 -30 9 5.0 

31 ≤ 3 1.7 

Gender   

Male 79 44.6 

Female 95 53.7 

Non-binary 3 1.7 

Nationality    

New Zealander 117 66.1 

Indian 23 13.0 

Filipino 9 5.1 

Chinese 5 2.8 

Others 23 13.0 

Study Program   

Hotel Management  Diploma (Level 6) 64 36.2 

Adventure Tourism Management Diploma (Level 6) 47 26.6 

T&H Graduate Diploma (Level 7) 66 37.3 

Study Year   

First year 48 27.1 

Second year  63 35.6 

One year program 66 37.3 

Partnership Status   

Single 139 78.5 

Married / In a civil union 1 .6 

Engaged 3 1.7 

Partner / De facto 30 16.9 

Divorced 4 2.3 

Tourism & Hospitality Work Experience   

Yes 144 81.4 

No 33 18.6 
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4.3 Outer Model Evaluation 

The outer model evaluation was conducted separately for two types of measured constructs, 

reflective and formative. 

4.3.1 Reflective Measurement Models  

All constructs demonstrated a high level of internal reliability with both Cronbach’s α and 

composite reliability values exceeding 0.7 (Nunnally & Bernstein, 1994; Hair et al., 2017). The 

three constructs with the highest Cronbach α and composite reliability values were 

Entrepreneurial Intention (α = 0.96; C.R. = 0.97), Positive Anticipated Emotion (α = 0.95; 

C.R. = 0.96), and Negative Anticipated Emotion (α = 0.95; C.R. = 0.96). These were followed 

by Entrepreneurial Desire (α = 0.89; C.R. = 0.93), and Entrepreneurial Self-Efficacy (α = 0.85; 

C.R. = 0.89) (Table 4.2). 

Indicator reliability of most reflective construct items were upheld with outer loadings greater 

than 0.7 (Table 4.2). While three items of Entrepreneurial Self-Efficacy (ESE) had loadings 

below the cut-off point of 0.7, the items were retained as the significance of each outer loading 

was upheld with the confidence intervals of these items not including zero and the loadings of 

these three items were close to 0.7. Furthermore, the ESE scale was based on previous literature 

and removing the three items would adversely affect the content validity of the construct. In 

addition, even with the three items included the average variance extracted value of the ESE 

construct is 0.537, which is above the 0.5 cut-off point.  

Convergent validity of all reflective constructs were upheld as the Average Variance Extracted 

(AVE) of Entrepreneurial Intention (0.848), Entrepreneurial Desire (0.815), ESE (0.537), 

Positive Anticipated Emotion (0.764), and Negative Anticipated Emotion (0.686) were above 

0.5 (Fornell & Larcker, 1981) (Table 4.2). The results indicated that on average, each reflective 

construct explained more than 50% of its measures (Hair et al., 2017).  

Finally, discriminant validity of all reflective constructs were upheld as the HTMT of all 

constructs did not include 1 (Henseler et al., 2015). 

4.3.2 Formative Measure Model  

The construct of Entrepreneurial Role Models was specified as a formative construct 

(Nowiński & Haddoud, 2019). The construct is formed by the three indicators of “Have been 
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exposed to an entrepreneur(s) in the family”; “Have been exposed to a guest entrepreneur(s) at 

my educational institution”; and “Personal encounter with a successful entrepreneur”.  

The outer weights of the three indicators of the Entrepreneurial Role Model formative construct 

were assessed through the bootstrapping procedure with 5,000 bootstrap samples. The results 

showed the outer weights of two indicators were significant, while one indicator (Exposure to 

a guest entrepreneur(s) at educational institution) was not significant (Table 4.3). However, it 

is suggested that “when an indicator’s weight is not significant but the corresponding item 

loading is relatively high (i.e. greater than 0.5) or, statistically significant, the indicator should 

generally be retained” (Hair et al., 2017, p.151). Therefore, the outer loadings of the 

Entrepreneurial Role Models indicators was assessed, with the results showing that all three 

items had satisfactory loadings (Table 4.3). Thus, all three items were retained in the construct 

and indicator validity was supported.  

The results showed that the VIF values amongst the three indicators of the Entrepreneurial Role 

Models construct were below 5 (Hair et al., 2017) (Table 4.3). Therefore, it was established 

that no collinearity issues exist between the indicators of the formative construct. 

Nomological validity between the formative construct, Entrepreneurial Role Model, and other 

constructs in the structural model was established because the relationships between 

Entrepreneurial Role Model and Entrepreneurial Desire and ESE were both positive and 

significant as predicted. 

 

 

 

[Tables 4.2 and 4.3 showing results on next page]
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Table 4.2 Construct Loadings, Reliability and Validity 

Latent 

Construct 
Indicators Mean S.D. 

Outer 

loadings 
AVE 

Cronbach’s 

α 

Composite 

Reliability 
R2 

Entrepreneurial 

Intention 

I am ready to do anything to be an 

entrepreneur 
4.24 1.486 0.859 

0.847 0.964 0.971 0.590 

My professional goal is to become an 

entrepreneur 
4.35 1.585 0.909 

I will make every effort to start and run my 

own firm 
4.58 1.636 0.929 

I am determined to create a firm in the 

future 
4.58 1.569 0.947 

I have very seriously thought of starting a 

firm 
4.45 1.637 0.941 

I have the firm intention to start a firm 

someday 
4.62 1.602 0.935 

Entrepreneurial 

Desire 

My desire to reach my goal of starting my 

own business can be best described as: 
3.65 0.893 0.906 

0.815 0.887 0.930 0.352 
I feel an urge or need to attain the goal of 

starting my own business: 
3.16 1.083 0.909 

My overall wish to start my own business 

after my graduation can be summarized as 

follows 

3.17 1.139 0.893 

Entrepreneurial 

Self-Efficacy 

Know the steps needed to place a financial 

value on a new business venture 
2.62 1.233 0.629 

0.541 0.854 0.889 0.240 

Pick the right marketing approach for the 

introduction of a new service 
3.03 1.041 0.751 

Work with a supplier to get better prices to 

help a venture become successful 
2.99 1.117 0.853 

Estimate accurately the costs of running a 

new project 
2.79 1.049 0.801 
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Recognise when an idea is good enough to 

support a major business venture 
3.13 0.983 0.765 

Recruit the right employees for a new 

project or venture 
3.34 1.049 0.660 

Convince a customer or client to try a new 

product for the first time 
3.46 0.988 0.636 

Positive 

Anticipated 

Emotions 

Excited 4.23 0.938 0.881 

0.762 0.948 0.958 - 

Delighted 4.14 0.940 0.883 

Happy 4.22 0.912 0.913 

Glad 4.15 0.936 0.920 

Satisfied 4.21 0.963 0.899 

Proud 4.40 0.900 0.821 

Self-assured 4.13 0.994 0.781 

Negative 

Anticipated 

Emotions 

Angry 2.03 1.065 0.841 

0.673 0.951 0.956 - 

Frustrated 2.33 1.106 0.833 

Guilty 2.08 1.140 0.827 

Ashamed 1.94 1.176 0.865 

Sad 2.39 1.216 0.860 

Disappointed 2.43 1.239 0.876 

Depressed 1.88 1.139 0.756 

Worried 2.19 1.343 0.763 

Uncomfortable 2.06 1.223 0.769 

Fearful 2.05 1.203 0.776 

 

Table 4.3 Formative construct validity 

Dependent Variable VIF 
Outer Weight 

(Bootstrapping) 

Outer Loading 

 (Bootstrapping) 

Exposure to an entrepreneur(s) in the family 1.47 0.515 0.811 

Exposure to a guest entrepreneur(s) at educational institution 1.53 -0.069 0.518 

Personal encounter with a successful entrepreneur 1.62 0.633 0.862 
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4.4 Inner Model Evaluation 

The VIF value between all latent constructs were below 5, indicating that there were no 

collinearity issues between all latent constructs (Hair et al., 2017). Therefore, the path 

coefficients were assessed to examine the relationships within of the structural model (Table 

4.4 and Figure 4.1).  

4.4.1 Coefficient of Determination (R2)  

The results showed that Entrepreneurial Intention had an R2 value of 0.590 (p < 0.001), 

indicating that the Entrepreneurial Desire and ESE constructs had moderate predictive 

accuracy that explained 59% of the variance in Entrepreneurial Intention (Henseler et al., 

2009). 

Entrepreneurial Desire had R2 value of 0.352 (p < 0.001), indicating that Positive Anticipated 

Emotion (PAE), Negative Anticipated Emotion (NAE), and Entrepreneurial Role Models 

(ERM) had moderate predictive accuracy that explained 35.2% of the variance in 

Entrepreneurial Desire (Henseler et al., 2009). 

ESE had R2 value of 0.240 (P < 0.001), indicating that Entrepreneurial Desire and 

Entrepreneurial Role Models had low predictive accuracy that explained 24% of the variance 

in ESE (Henseler et al., 2009). 

4.4.2 Path coefficients   

The path of Entrepreneurial Self-Efficacy (ESE) → Entrepreneurial Intention was positive, 

significant, with a small effect size (β = 0.122; CI = 0.006-0.239; f2 = 0.035). Thus, H1 is 

supported. 

The path of Entrepreneurial Desire → Entrepreneurial Intention was positive, significant, with 

a large effect size (β = 0.702; CI = 0.592-0.795; f 2= 0.965). Thus, H3 is supported. 

The path of Entrepreneurial Desire → ESE was positive, significant, with a medium effect size 

(β=0.408; CI=0.275-0.538; f2= 0.203). Thus, H4 is supported. 

The path of Entrepreneurial Role Models→ ESE was positive, significant, with a small effect 

size (β = 0.173; CI = 0.002-0.339; f2 = 0.044). Thus, H2 is supported.  



P a g e  | 67 

The path of Positive Anticipated Emotions → Entrepreneurial Desire was positive, significant, 

with a medium effect size (β = 0.451; CI=0.313-0.574; f2 = 0.303). Thus, H5 is supported.  

The path of Negative Anticipated Emotions → Entrepreneurial Desire was non-significant (β 

= 0.085; CI = -0.033-0.201; f2 = 0.016) because the value of zero was within the bootstrap 95% 

confidence interval. Thus, H6 is rejected. 

The path of Entrepreneurial Role Models → Entrepreneurial Desire was positive, significant, 

with a small effect size (β = 0.287; CI = 0.002-0.334; f2 = 0.135). Thus, H7 is supported. 

Table 4.4 Structural Paths 

 

4.4.3 Indirect Effects  

The indirect path of Entrepreneurial Desire → ESE → Entrepreneurial Intention was positive 

and significant (β = 0.050; CI = 0.003-0.106). Thus, the effect of Entrepreneurial Desire on 

Entrepreneurial Intention is partially mediated by ESE. 

The indirect path of Positive Anticipated Emotion → Entrepreneurial Desire → 

Entrepreneurial Intention was positive and significant (β = 0.318; CI = 0.204-0.427). Thus, the 

effect of Positive Anticipated Emotion on Entrepreneurial Intention is partially mediated by 

Entrepreneurial Desire. 

The indirect path of Entrepreneurial Role Models → Entrepreneurial Desire → Entrepreneurial 

Intention was positive and significant (β = 0.198; CI = 0.103-0.295). Thus, the effect of 

Path β 

Effect 

size 

(f2) 

95% Confidence 

Intervals 

Lower 

Bound 

Upper 

Bound 

ESE  Entrepreneurial Intention 0.122 0.035 0.006 0.239 

Entrepreneurial Desire  Entrepreneurial 

Intention 
0.702 0.965 0.592 0.795 

Entrepreneurial Desire  ESE 0.408 0.203 0.275 0.538 

Entrepreneurial Role Model  ESE 0.173 0.044 0.002 0.339 

Positive Anticipated Emotions  

Entrepreneurial Desire 
0.451 0.303 0.313 0.574 

Negative Anticipated Emotions   

Entrepreneurial Desire 
0.085 0.016 -0.033 0.201 

Entrepreneurial Role Models   Entrepreneurial 

Desire 
0.287 0.135 0.002 0.339 
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Entrepreneurial Role Models on Entrepreneurial Intention is partially mediated by 

Entrepreneurial Desire. 

The indirect path of Entrepreneurial Role Model → ESE → Entrepreneurial Intention was non-

significant (β = 0.021; CI = -0.002-0.056). Thus, ESE does not mediate the relationship 

between Entrepreneurial Role Models and Entrepreneurial Intentions. 

Table 4.5 Indirect Effects 

 

4.4.4 Predictive Relevance (Q2)  

The blindfolding procedure (Omission distance=7) was conducted to examine the predictive 

relevance values (Q2) of the three endogenous constructs of Entrepreneurial Intention (Q2 = 

0.462), Entrepreneurial Desire (Q2 = 0.255), and ESE (Q2 = 0.111). Each constructs Q2 value 

was above zero, meaning the predictive relevance of the model was supported (Hair et al., 

2017). 

4.4.5 SRMR  

The model fit was assessed using the SRMR. The model’s SRMR estimated value was 0.079, 

which is below the recommended threshold of 0.08 suggesting good model fit (Hu & Bentler, 

1998; Hair et al., 2017).  

 

Path 
Indirect 

Effect 

95% Confidence 

Intervals 

Lower 

Bound 

Upper 

Bound 

Entrepreneurial Desire  ESE  

Entrepreneurial Intention  
0.050 0.003 0.106 

Positive Anticipated Emotions  

Entrepreneurial Desire  Entrepreneurial 

Intention  

0.318 0.204 0.427 

Entrepreneurial Role Models  

Entrepreneurial Desire  Entrepreneurial 

Intention 

0.201 0.108 0.294 

Entrepreneurial Role Models  ESE  

Entrepreneurial Intention  
0.021 -0.002 0.056 
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Figure 4.1 Path Diagram 

 

4.5 Chapter Summary  

This chapter presented the results obtained from the data analysis. First, the descriptive 

statistics of the sample were shown. Second, using PLS-SEM, the data were analysed following 

the two step approach, an outer model evaluation and inner model evaluation. The outer model 

evaluation was analysed separately for reflectively measured constructs (i.e., entrepreneurial 

intent, entrepreneurial desire, ESE, positive anticipated emotions, and negative anticipated 

emotions) and formatively measured constructs (i.e. entrepreneurial role models). The results 

found that all the measurement models were reliable and valid. Finally, the investigation on 

the path model found that that six of the seven hypotheses were supported. The next section 

discusses the results of the data analysis. 
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Chapter 5. Discussion  

The results from the analysis in Chapter 4 will now be discussed to address the research 

questions of this study. The aim of the study is to investigate the drivers of entrepreneurial 

intentions and the interactions among ESE, entrepreneurial desire, anticipated emotions, and 

entrepreneurial role models in the formation of intentions in the context of tourism and 

hospitality (T&H) students. Three research questions are pursued: 

RQ1: How do entrepreneurial desire and entrepreneurial self-efficacy (ESE) influence 

entrepreneurial intentions of T&H students? 

RQ2: How do entrepreneurial role models influence entrepreneurial desire and ESE? 

RQ3: How do anticipated emotions influence entrepreneurial? 

Seven hypotheses were developed from the literature review of entrepreneurial intention 

models in an attempt to answer the above research questions:  

H1: Entrepreneurial self-efficacy is positively related to tourism and hospitality 

students’ entrepreneurial intentions  

H2: Entrepreneurial role models are positively related to tourism and hospitality 

students’ entrepreneurial self-efficacy 

H3: Entrepreneurial desire is positively related to tourism and hospitality students’ 

entrepreneurial intention 

H4: Entrepreneurial desire is positively related to tourism and hospitality students’ 

entrepreneurial self-efficacy  

H5: Positive anticipated emotion of being an entrepreneur is positively related to 

tourism and hospitality students’ desire to start a business 

H6: Negative anticipated emotion of being an entrepreneur is negatively related to 

tourism and hospitality students’ desire to start a business 

H7: Entrepreneurial role models is positively related to tourism and hospitality 

students’ entrepreneurial desire to start a business 
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5.1 RQ1: How do entrepreneurial desire and entrepreneurial self-efficacy (ESE) 

influence entrepreneurial intention? 

Empirical results from the study suggest that entrepreneurial desire and ESE are significant 

determinants of the entrepreneurial intentions of tourism and hospitality (T&H) students. 

Firstly, the path coefficient from ESE to entrepreneurial intention (β=0.122; CI=0.006-

0.2386; f2=0.0349) was positive and significant. The finding is consistent with previous studies 

investigating the impacts of ESE on entrepreneurial intentions, especially using student 

samples (Krueger et al., 2000; Zhao et al., 2005; BarNir et al., 2011, Byabashaija & Katano, 

2011; Liñán & Fayolle, 2015; Hallam et al., 2016; Newman et al., 2019). The results highlight 

the important role of ESE in the formation of entrepreneurial intention, consistent with social 

learning theory (Bandura, 1977b, 1986, 1997). The perceived self-efficacy one has about his 

or her capability to accomplish a task will influence an individual's intention to act and choice 

of behaviours (Bandura, 1997). In the context of this study, a person will intend to pursue a 

career as an entrepreneur when he or she is confident about their competencies at 

entrepreneurial tasks. 

Furthermore, investigating the loadings of each ESE indicator can help suggest which 

confidence in specific skills are the most important in influencing the entrepreneurial intentions 

of tourism and hospitality students. The two skills that had the highest loadings were 'work 

with a supplier to get better prices' (standardized loading of 0.853, CI = 0.797-0.897) and 

'estimate accurately the costs of running a new project' (standardized loading of 0.801, CI = 

0.734-0.855). Therefore, the level of ESE of T&H students is highly represented by these two 

skills. The results can be interpreted as T&H students were more familiar and confident in their 

skills to negotiate with suppliers and project planning. It can be explained that these operational 

skills have been exercised both in the classroom and at the workplace. In fact, 81% of these 

respondents had some sorts of working experience at the T&H businesses, and their job 

involved working in the front line and operational department. Therefore, they were more 

likely to have communicated with both customers and suppliers in regard to pricing and cost.  

On the other hand, three skills that weakly represent the level of ESE of T&H students are 

'know the steps needed to place a financial value on a new business venture' (standardized 

loading of 0.634, CI = 0.319-0 .826); 'convince a customer or client to try a new product for 

the first time' (standardized loading of 0.635 CI = 0.509-0.734); and 'recruit the right employees 
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for a new project or venture' (standardized loading of 0.657, CI = 0.507- 0.770). It can be 

explained that these skills are regarded as managerial skills, which were unlikely practiced by 

these students. For instance, financial evaluation is not a popular subject taught in T&H courses 

that focus on the efficiency of operation for everyday businesses. Indeed, the low levels of 

confidence in these skills amongst T&H students can be attributed to the content of their T&H 

programs, which mainly target vocational elements required by the needs of the industry, 

especially for operational tasks (Tribe, 2000; Busby, 2003; Morrison & O'Mahony, 2003; 

Airey, 2005). Therefore, tasks related to financial evaluation, recruitment, and sales, which are 

highly related to generic management aspects rather than specific technical skills, receive less 

attention from both educators and the students. The findings are also relatively consistent with 

previous arguments about the lack of a liberal curriculum in T&H education (Tribe, 2000; 

Busby, 2003; Morrison & O'Mahony, 2003; Airey, 2005). 

Secondly, the path coefficient from entrepreneurial desire to entrepreneurial intention was 

significant (β=0.702; CI=0.593-0.794; f2=0.965).  This result represents a unique contribution 

as the positive and significant impact of entrepreneurial desire has not been investigated in 

major studies of entrepreneurial intentions, as well as in the context of the T&H industry. The 

result demonstrate the important role of motivational mechanisms in the formation of 

entrepreneurial intention, first pointed out by Bagozzi (1992), and subsequently supported by 

other scholars (Perugini & Bagozzi, 2001, 2004; Carsrud et al., 2007, 2009; Elfving et al., 

2009). 

Previous studies have focused on the impacts of attitudes and beliefs on the formation of 

entrepreneurial intentions without the inclusion of motivational elements. The majority of 

empirical investigations on entrepreneurial intention were based mainly on the two dominant 

models of the entrepreneurial event model (EEM) and the theory of planned behaviour (TPB) 

(Ajzen, 1991; Shapero & Sokol, 1982; Schlaegel & Koenig, 2014). Therefore, the significant 

effects of entrepreneurial desires on entrepreneurial intentions found in this study support 

Bagozzi’s (1992) assertion that desire can explain and predict the behavioural intentions of an 

individual over and above other established determinants, including self-efficacy. According 

to Bagozzi (1992), desire can act as an independent variable to form intentions, which does not 

require a positive evaluation of attitude. Therefore, the findings of this study supply the 

empirical evidence that the inclusion of motivational factors (i.e. entrepreneurial desire), which 
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was missing in previous intention models, can improve the prediction of entrepreneurial 

intention. 

In the context of T&H, the role of entrepreneurial desire is especially important since this 

industry is said to contain a large proportion of lifestyle entrepreneurs who started their 

businesses to pursue their lifestyle aspirations (Ateljevic & Doorne, 2000). For these 

entrepreneurs, their motivations for entrepreneurship are the ability to live and work in an 

attractive tourist environment with independent incomes (Williams et al., 1989; Ateljevic & 

Doorne, 2000; Keen, 2004; Shaw, 2004). Likewise, a current study about tourism student’s 

aspirations in undertaking their degree found that personal interest in travel was a primary 

reason that motivated them to study tourism (Ramakrishnan & Macaveiu, 2019). Therefore, 

such studies support the importance of intrinsic desire as a motivational factor in the formation 

of entrepreneurial intention, especially in the context of T&H. 

5.1.1  The mediating role of ESE on the Entrepreneurial Desire and Entrepreneurial 

Intention Relationship  

In addition to the two direct relationships discussed above, the influence of entrepreneurial 

desire on entrepreneurial intention was partially mediated by ESE (β=0.0498; CI=0.003-

0.106). This suggests that entrepreneurial desire not only influences entrepreneurial intentions 

directly, but the construct also works through ESE, increasing the confidence of students in 

their entrepreneurial abilities and, in turn, increasing their intention to achieve the goal of 

becoming entrepreneurs. In other words, entrepreneurial desire can be evaluated as a 

determinant of ESE in the attempt to achieve entrepreneurial goals.  

Indeed, the path coefficients from entrepreneurial desire to ESE were found positive and 

significant, with a relatively medium effect (β=0.408; CI=0.275-0.538; f2= 0.203). The 

significant relationship between entrepreneurial desire and ESE suggests that the motivational 

mechanism derived from personal desire will motivate and enhance the self-beliefs about 

entrepreneurship toward the achievements of desired goals (Bandura, 1989). Social learning 

theory explains that ESE is activated through four sources, including the motivational process 

(Bandura, 2010). In fact, the thoughts generated from the motivational process are anticipated 

forethoughts, in which people like to imagine the sets of actions they need to perform to achieve 

the likely outcomes and, evaluate their capability in performing those actions (Bandura, 2010). 

The positivity of motivation during this process will affirm the beliefs of what an individual 
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can do, how much they want to do it, and encourage him or her to exert effort and commitment 

to achieve the goals. Such motivational determinants of ESE have not been discussed in most 

entrepreneurial intention models as well as ESE frameworks.  

5.2 RQ2: How do entrepreneurial role models influence entrepreneurial desire 

and ESE? 

The second research question of the study is concerned about the impacts of role models on 

entrepreneurial desires and ESE. The results of this study indicate significant relationships 

between entrepreneurial role models and entrepreneurial desires and between entrepreneurial 

role models and ESE. First, the relationship between entrepreneurial role models and ESE was 

positive and significant (β=0.1727; CI=0.0023-0.3387; f2=0.0443), which is consistent with 

previous studies (Nowiński & Haddoud, 2019). Indeed, the importance of role models has been 

highlighted in the general concepts of self-efficacy in social learning theory (Bandura, 1977b). 

It is explained that an individual’s self-efficacy can be improved through observational learning 

from successful role models (Bandura, 1977b). That is, through observation, one vicariously 

learns and finds the inspiration from the role models to perform similar tasks to achieve similar 

successes (Bandura, 1997). 

In the T&H context, observational learning is an essential part of the program, which is 

substantially based on vocational training (Tribe, 2000). Therefore, this type of learning can be 

seen as the most practical and influential technique for students and even employees working 

in this industry. Hence, exposure to entrepreneurs that provides such vicarious learning 

experiences will influence the individual’s self-efficacy for entrepreneurial activities. It is 

noted that the dominance of SMEs in the industry (more than 85%), in which the owners are 

most likely be the direct managers (Getz & Carlsen, 2000; 2005), may explain the reason for 

the high level of entrepreneurial role model exposure. Moreover, more than 81% of T&H 

students who participated in this study indicated that they had certain degrees of working 

experience in the T&H sectors, meaning, they would also most likely have been exposed to 

entrepreneurial role models through interactions with their direct managers. 

This study also found entrepreneurial role models to significantly influence entrepreneurial 

desire in tourism and hospitality students, which is a unique finding. The path coefficients of 

entrepreneurial role models and entrepreneurial desire are positive and significant (β=0.2866; 

CI=0.0023-0.3387; f2=0.1351), with a slightly higher effect than the effect of entrepreneurial 
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role models on ESE discussed previously. The result indicates that the influence of 

entrepreneurial role models not only motivates confidence in entrepreneurial abilities (i.e., 

ESE), but also stimulates the desire to become entrepreneurs in T&H students. In the context 

of the T&H, it is possible that the inspirational effects that entrepreneurial role models create 

is stronger than the learning aspects for the students. In other words, the experiences and 

successes that the role models displayed did not create sufficient effects on vicarious learning 

for our student samples. Therefore, entrepreneurial role models should be seen as a way to 

instil desire in T&H students. Again, aspiration is one of the key motives of T&H entrepreneurs 

(e.g., lifestyle entrepreneurs) when considering their new ventures (Williams et al., 1989, 

Ateljevic & Doorne, 2000). 

In addition, the indirect relationship between entrepreneurial role models and entrepreneurial 

intention through the mediation of entrepreneurial desire was positive and significant (indirect 

effect coefficient = 0.201, CI = 0.108-0.294). Whereas, the effect of ESE as a mediator between 

entrepreneurial role models and entrepreneurial intentions was non-significant (indirect effect 

coefficient = 0.021, CI = -0.002-0.056). This finding of ESE not being a mediator between the 

entrepreneurial role models → entrepreneurial intention relationship contradicts the results of 

other studies which found this indirect relationship as being significant (Van Auken et al., 

2006; Carr & Sequeira, 2007; BarNir et al., 2011; Austin & Nauta, 2016 ). It may be explained 

that the context of the study was specific to the T&H sphere, while other studies were 

conducted in the schools of business management (Carr & Sequeira, 2007; BarNir et al., 2011; 

Austin & Nauta, 2016). The skills needed for new venture creation and management in the 

T&H context could be evaluated as being easier than other industries. In fact, opening a new 

business in the T&H industry has been considered as “ease of entry” that requires “low levels 

of capitalization and skills needed” (Shaw, 2004, p.124). In order words, potential T&H 

entrepreneurs tend not to worry about the skills required for business creation. Therefore, when 

meeting with the role models, the individuals did not seek to learn about how to set up a 

business to gain their confidence before they formed their intentions. However, they were more 

likely to be inspired to follow the successful paths of the role models. This motivational 

function of role models in the formation of intention was recognized by Gibson (2004, p.149), 

who asserted that role models are “to provide motivation and inspiration and to help individuals 

define their self-concept”.  

In the study, the influence of entrepreneurial role models was found in three different scenarios, 

including exposures ‘in the family,’ ‘at the educational institution,’ and ‘through a personal 
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encounter with an entrepreneur.’ Investigating the weights of each scenario/item on the latent 

construct of entrepreneurial role models can suggest the most effective motivational source 

among the three role model types. The results indicate that T&H students were influenced the 

most by their ‘personal encounter with a successful entrepreneur’ (outer weight = 0.633), and 

the least by a ‘guest entrepreneurs at the educational institution (outer weight = -0.069, outer 

loading = 0.518). Similar to previous studies (Carr & Sequeira, 2007; Scherer et al., 1989; 

Urbano et al., 2011; Van Auken et al., 2006), entrepreneurial parents or family members were 

also found to have high influences on the T&H students (outer weight = 0.515). Therefore, the 

findings suggest that the effective role models of the T&H students are successful 

entrepreneurs whom the students have personal encounters with. In fact, this finding supports 

Bosma et al.’s (2012) study, which showed that role models were not necessarily ‘iconic’ or 

famous people, but someone whose personal contacts were close and accessible. These findings 

illustrate the two critical factors of effective role modelling, which are the feasible success of 

the role models and perceived the similarity between the model and the follower (Gibson, 

2004). 

5.3 RQ3: How do anticipated emotions influence entrepreneurial desire? 

Currently, cognition studies have paid attention to the role of emotions in the decision-making 

process, especially in the context of entrepreneurship. However, the specific notion of 

anticipated emotions is yet to be explored in the framework of entrepreneurial intentions. 

Therefore, the third research question examined negative and positive anticipated emotions as 

the determinants of entrepreneurial desire. 

First, negative emotions of anticipated scenarios had no significant effect on the entrepreneurial 

desire of T&H students (β=0.0849; CI=-0.033-0.201; f2=0.0161). This could be due to the age 

and life experiences of the respondents who were mainly under 25 years old (93.3%). As such, 

being able to imagine failures and losses in business setups may be hard to comprehend due to 

their lack of business and life experience. Negative anticipated emotions are associated with 

avoidance-oriented behaviour, in which people forecast the consequence of outcomes with 

negative images and resist to act (Bagozzi, 2006). Being unable to narrate the feelings of failure 

for a business start-up resulted in negative anticipated emotions having non-significant effects 

on desire for this study. In other words, feeling for business failure is irrelevant for those who 

have not been through such situations, such as students.  
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On the other hand, the effect of positive anticipated emotions on entrepreneurial desire was 

positive and significant (β=0.4575; CI=0.312-0.574; f2=0.303). The result displays the 

motivational effects of positive emotions on the desire to become entrepreneurs in T&H 

students. Positive anticipated emotions for a future outcome means that the emotions 

experienced when thinking about the future consequence of the behaviour is pleasant. The 

pleasant emotions will encourage people to make decisions to pursue their goals to achieve the 

desired future (i.e. being entrepreneurs). Mellers and McGraw (2001) referred to positive 

anticipated emotions as anticipated pleasures because people tend to anticipate the pleasures 

of a behavioural outcome to guide their decision making. Indeed, the indirect effect of positive 

anticipated emotion on entrepreneurial intention through entrepreneurial desire was found be 

significant (β=0.3175; CI=0.204-0.4265). The result indicates that positive anticipated 

emotions are a strong predictor of entrepreneurial desire and, in turn, entrepreneurial desire is 

a strong predictor of entrepreneurial intention.  

The loading of each emotion on the latent construct can indicate which emotions can are 

representative of positive anticipated emotion of the T&H students when thinking about the 

future state of becoming an entrepreneur. Out of the seven positive anticipated emotions, three 

had the highest and similar loading values, ‘glad’ (standardized loading = 0.920, CI=0.881-

0.949), ‘happy’ (standardized loading = 0.913, CI=0.868-0.945), and ‘satisfied’ (standardized 

loading = 0.900, CI=0.851-0.934). Moreover, these three emotions are classified as ‘joy’, 

identified as a key emotional term in the goal pursuit process (Bagozzi et al., 1998). This 

finding also supports several studies that found positive effects of joy on entrepreneurial 

decision making, such as opportunity evaluation and exploitation (Grichnik, Smeja, & Welpe, 

2010; Welpe et al., 2012). 

5.4 Chapter Summary 

The chapter discussed the findings from the analysis to answer the three research questions. 

The first research question was concerned about whether ESE and entrepreneurial desires were 

predictors of entrepreneurial intentions. This was supported as the relationships between ESE 

→ entrepreneurial intentions and entrepreneurial desire → entrepreneurial intentions were 

positive and significant. Moreover, the relationship between entrepreneurial desire and ESE 

was found positive and significant as well. In addition, ESE partially mediated the relationship 

between entrepreneurial desires and entrepreneurial intentions. 
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The second research question was concerned about the effects of entrepreneurial role models 

on ESE and entrepreneurial desires. The results indicated that entrepreneurial role models are 

a positive and significant predictor of ESE and entrepreneurial desires. 

The third research question was concerned about the relationship between anticipated emotions 

and entrepreneurial desire. The results showed that positive anticipated emotions were 

positively and significantly related to entrepreneurial desire, whereas negative anticipated 

emotions had no significant effect. Therefore, the study established that positive anticipated 

emotions were a predictor of entrepreneurial intentions, while negative anticipated emotions 

were not. The next section discusses the conclusions drawn from the results of the study. 
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Chapter 6. Conclusion 

6.1 Summary of the Thesis 

Chapter one provided an overview of the thesis with a brief description of the background of 

tourism entrepreneurship in the New Zealand context. Generally, tourism entrepreneurship is 

linked to lifestyle aspirations and autonomy motivations. Similarly, tourism businesses in New 

Zealand were identified as SMEs and small tourism enterprises that have entered the industry 

to pursue the lifestyle goals. This highlighted the importance of personal motivations in 

establishing intentions to become tourism entrepreneurs. Therefore, this study sought to 

investigate the motivational mechanism in the intentional process. The theoretical frameworks 

used to guide the study are the motivational drivers of entrepreneurial intentions, including 

entrepreneurial self-efficacy (ESE), entrepreneurial desires, anticipated emotions, and role 

models. From the investigation of these theoretical frameworks, the chapter outlined three 

research questions. Next, an overview of the quantitative research method was proposed to 

explain how those questions were answered. Finally, the chapter provided potential 

contributions of the study to the theory and practice of entrepreneurship in the educational 

context, and the structure of the thesis was outlined to summarise the content of each following 

chapter. 

Chapter two identified the key theoretical frameworks in the entrepreneurship literature that 

informed the study. The investigation began with the literature on entrepreneurship in the 

tourism context to identify the key motivational factors to enter the industry of existing tourism 

entrepreneurs. It was identified that lifestyle aspirations and autonomy are the fundamental 

motives that generally defined the decision to start business ventures among tourism 

entrepreneurs. However, studies about the motivational drivers of entrepreneurial intentions 

are limited in the research field. In fact, the efforts to understand the phenomena were revolving 

around two dominant models, which were the entrepreneurial event model (EEM) and the 

theory of planned behaviours (TPB). The two models, however, were criticized for missing out 

motivational elements that could explain the conditions and processes of how the model’s 

determinants, such as perceived attitude, social norms, behavioural controls, lead to 

entrepreneurial intention. 
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To improve the predictive power of the models, two motivational drivers were been identified, 

including ESE and entrepreneurial desire. Firstly, the construct of ESE has been empirically 

tested in a number of studies with significant effects on entrepreneurial intentions. Indeed, the 

construct is perceived as one of the most reliable predictors of entrepreneurial intention. 

Moreover, the influence of ESE on entrepreneurial intention entails motivational impetus 

explained in the motivational process of self-efficacy theory. Therefore, it was hypothesized 

that ESE is positively related to the entrepreneurial intentions of tourism and hospitality (T&H) 

students. The second motivational variable deemed to have direct impacts on entrepreneurial 

intentions was personal desires for being entrepreneurs adopted from social psychology 

studies. The motivational mechanism embedded within individual desire was claimed to fully 

mediate the relationships between the previous model’s determinants and intentions. 

Therefore, it was hypothesized that entrepreneurial desire and entrepreneurial intentions are 

highly related. The determinants of these two predictors, including anticipated emotions and 

role models, were also examined in the model. 

Chapter three illustrated how data collection for the study was designed. Firstly, the research 

paradigm and research method were discussed to justify the nature of the study, which was 

positivist, quantitative research using a survey method. Secondly, the sampling procedure was 

explained from the sampling frame to sample selection and data collection procedures. Next, 

the development of the survey instrument was discussed, including the measurements of the 

five constructs within the theoretical model, including entrepreneurial intention, 

entrepreneurial desire, ESE, role models, and anticipated emotions (divided into two different 

scales, positive and negative emotions). Finally, a discussion about the procedures of 

computerizing and addressing missing data issues were explained. The data was then analysed 

using the PLS-SEM technique. 

Chapter four showed the results obtained from the data analysis. First, the descriptive statistics 

of the sample were presented. 93.3% of respondents were younger than 25 years old, with 

female respondents representing 53.7% of the sample. More than half of the respondents were 

New Zealanders (66.1%), and most of the respondents were students of Level 6 diploma 

programs (62.8%). Notably, 81.4% of them had some working experience in the T&H industry. 

Second, using PLS-SEM, the data were analysed following a two-step approach, an outer 

model and inner model evaluation. The outer model or the measurement model evaluation was 

analysed separately for reflectively measured constructs (i.e., entrepreneurial intent, 

entrepreneurial desire, ESE, positive anticipated emotions, and negative anticipated emotions) 
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and formatively measured constructs (entrepreneurial role models). The results found that all 

measurement models were reliable and valid. Finally, the investigation of the path model found 

that all the hypotheses were supported except for hypothesis (H6) (i.e. the effect of negative 

anticipated emotion on entrepreneurial desire). 

Chapter five discussed the findings from the analysis to answer the three research questions. 

The first question was concerned about the effects of ESE and entrepreneurial desire on 

entrepreneurial intentions. The results supported H1, H3, and H4, indicating that ESE and 

entrepreneurial desire were significant predictors of entrepreneurial intentions. Also, 

entrepreneurial desire was a significant predictor of ESE. Moreover, the findings also showed 

that ESE partially mediated the relationship between entrepreneurial desire and entrepreneurial 

intentions. The second question was concerned about the effects of entrepreneurial role models 

on ESE and entrepreneurial desires. The results supported H2 and H7, indicating that 

entrepreneurial role models are a positive and significant predictor of ESE and entrepreneurial 

desires. The third question was concerned about the relationship between anticipated emotions 

and entrepreneurial desire. The results supported H5 but rejected H6, indicating that positive 

anticipated emotions were positively and significantly related to entrepreneurial, whereas 

negative anticipated emotions were not.   

6.2 Theoretical Contributions of the Research 

The study contributes to the literature on entrepreneurial intention in tourism entrepreneurship 

by extending and providing new knowledge on the drivers of entrepreneurial intention in the 

education context. Based on the theories of ESE and desire adopted from social psychology 

studies, the study empirically tested the effects of these constructs on entrepreneurial 

intentions. The results support the positive and significant relationships between these two 

drivers and the entrepreneurial intentions of the T&H students. The findings are distinct from 

previous studies that have mainly revolved around the two dominant models, the TPB and the 

EEM (Schlaegel & Koenig, 2013). 

The first theoretical contribution of the study is the introduction of entrepreneurial desires to 

the entrepreneurial intention literature in the T&H context. The empirical findings, which 

showed the positive effects of entrepreneurial desires on entrepreneurial intentions, 

demonstrate the significance of a motivational element in explaining and predicting the 

intentions of the T&H students for an entrepreneurial career. This motivational mechanism was 

missing in previous intention models, which primarily consider attitudes, beliefs, and social 
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norms as the direct predictors of intentions (Bagozzi, 1992; Carsrud et al., 2007, 2009; Elfving 

et al., 2009). Previous studies have identified that personal motivations, such as lifestyle 

aspirations, as one of the principal motives of tourism entrepreneurs to start their businesses 

(Ateljevic & Doorne, 2000). Similarly, the study by Ramakrishnan and Macaveiu (2019) about 

aspirations of tourism students also indicated that passion for travel is the “the starting point 

for career choice that then led to an interest in working in the industry” (p.43). The importance 

of sustaining a passion for careers in the T&H industry was suggested to increase the long-term 

engagement of the students with the industry (Ramakrishnan & Macaveiu, 2019). These 

findings highlighted the fact that desires or aspirations are a key determinant of career 

development in the industry. In support of these findings, this study provides empirical 

evidence of the positive effects of entrepreneurial desires that lead to more entrepreneurial 

intentions in T&H students. Therefore, developing T&H student’s intentions for an 

entrepreneurial career (i.e. being a T&H entrepreneur or working for one) needs to start from 

stimulating their desires for tourism entrepreneurship.  

Moreover, the study also finds that entrepreneurial desires have positive effects on ESE. The 

findings provide new knowledge to ESE theory by including the motivational influence of 

entrepreneurial desires as a new determinant of ESE in the attempt to achieve entrepreneurial 

goals. Bandura (1989, 2010) emphasized the motivational process that activates self-efficacy 

in social learning theory. However, the influence of motivational factors, such as 

entrepreneurial desires, on ESE have not been examined in previous studies. Taken together, 

these findings suggest that future studies on entrepreneurial intentions in the T&H context 

should include the examination of entrepreneurial desires and ESE as key drivers of intentions 

for becoming entrepreneurs.  

The study also contributes new knowledge to role model theory by highlighting the 

motivational aspect of the construct through entrepreneurial desires. The effects of role models 

have been solely promoted in self-efficacy theory, in which through observational learning 

from successful role models, an individual’s self-efficacy can be improved (Bandura, 1977b). 

However, the positive and significant effects of entrepreneurial role models on entrepreneurial 

desires found in the study emphasize the motivational function of the construct. This unique 

finding help to explain how interacting with role models enhances the motivation to become 

entrepreneurs in T&H students. Rather than looking for specific skills needed for successful 

behaviours, T&H students need inspiration from successful stories of role models to stimulate 

their desires for entrepreneurship. Indeed, seeing successful and passionate individuals from 
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the industry, which has been perceived as providing limited career opportunities, can create 

strong impacts on student’s desire to follow an entrepreneurial path.  

Finally, the study contributes new knowledge to emotional theory in the entrepreneurial 

intention literature. So far, studies of emotional influences on entrepreneurial decision making 

have only focused on immediate affects (Baron, 1998, 2004). However, the results found the 

positive effects of positive anticipated emotions on entrepreneurial desires, indicating the 

motivational mechanism of anticipated emotions on the desire to become entrepreneurs in T&H 

students. Indeed, positive anticipated emotions have been linked to the decision making process 

as guides to choice (Mellers & McGraw, 2001). Reflections on the potential of outcomes that 

arouse positive feelings not only impacts on the desires, but also the intentions for wanting to 

achieve those results (Schwarx, 2000; Baumgartner et al., 2008). Therefore, the findings about 

the indirect effects of anticipated emotions on entrepreneurial intentions through the mediation 

of entrepreneurial desires suggest that the predictions future emotions will influence the 

intentional choices to become an entrepreneur (Schwarx, 2000).  

6.3 Practical Contributions of the Research 

The significance of the motivational impetus of entrepreneurial desire found in the study 

underlines that the promotion of entrepreneurship in the educational setting should not only 

focus on improving specific entrepreneurial tasks, but to also integrate motivational factors that 

trigger an individual’s desire for entrepreneurial careers. The study suggests that 

entrepreneurial role models and positive anticipated emotions are two sources that can cultivate 

an interest in entrepreneurship in T&H students. Therefore, teaching programs need to 

elaborate on the influences of successful role models and positive anticipation to guide 

student’s entrepreneurial intentions.     

Entrepreneurial role models should be introduced to the T&H programs to demonstrate the 

possibilities of career prospects in the industry and stimulate student’s motivation for 

entrepreneurial careers. In addition, personal interactions between role models and the students 

should be designed to be easily accessible. These friendly encounters will encourage students 

to express their interests and concerns regarding the entrepreneurial processes. Hence, 

networking events should be conducted on a regular basis to encourage the participation of the 

students. A regular event will make the participants (i.e. students) feel more accessible and 

‘casual’ to interact with their admired role models. Moreover, studies have found that effective 

role models are those in the network of personal and professional spheres (Bosma et al., 2012). 
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Therefore, the guest speakers of these events should be someone whom the participants are 

familiar with, such as local entrepreneurs, or teachers who have had entrepreneurial 

experiences. 

Additionally, the potential entrepreneurs (i.e. students) should be informed about the 

systematic influence of positive anticipated emotions on intentions because that will help 

prepare these entrepreneurs for effective entrepreneurial decisions. Studies have shown that 

positive emotions, such as joy, encourage people to take new challenges, improve knowledge, 

learn new skills, and be more socializing, thus improve their networking (Baron, 2008; Michl 

et al., 2009). Moreover, educators should emphasize the importance of positive emotions in 

their practices because the effects of emotions will directly impact personal desires for an 

entrepreneurial career. Therefore, emotional management skills, such as recognizing emotions, 

analysing the root of emotions, and controlling emotions should be integrated into the programs 

to enable effective decision making, and minimize emotional biases (Michl et al., 2009).  

6.4 Limitations of the Research 

The study was conducted on a small group of tourism and hospitality students at one 

educational institution in New Zealand. Thus, the results may contain a certain extent of bias. 

For instance, the contents of programs at other institutions may be different, which may 

influence student’s perceptions and motivations on entrepreneurial intentions differently. 

Moreover, the majority of respondents were New Zealanders (66.1%). Therefore, the 

generalisability of the result should be interpreted with consideration of cultural factors and the 

educational context. 

The study aimed to investigate motivational drivers of entrepreneurial intentions of tourism 

and hospitality students. Therefore, the application of results to other industries needs to be 

done with caution because the characteristics of tourism entrepreneurship can be slightly 

different from others, in which aspirations are one of the main motives for the creations of new 

tourism enterprises.  

6.5 Directions for Future Research 

The relationship between negative anticipated emotions and entrepreneurial desire should be 

examined in future studies with samples non-student samples to investigate their potential 

impacts on entrepreneurial intention. Studies have shown that negative anticipated emotions 

lead to avoidance behaviours (Bagozzi, 2006). Therefore, it is assumed that negative 
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anticipated emotions will negatively impact entrepreneurial intention to avoid undesired 

outcomes. As such, the promotion of entrepreneurship also needs to pay attention to the 

reduction of negative emotions (Michl et al., 2009). 

Moreover, it is believed that undergraduate student samples were unable to comprehend the 

feeling of failures and losses in a business setup. Therefore, the relationship between negative 

anticipated emotions and entrepreneurial desire was non-significant. Nevertheless, future 

studies on student’s entrepreneurial intention should investigate the student’s perceptions of 

business failures to understand what type of negative emotions that these students tend to relate 

to. This is because the underlying importance of understanding negative emotions is to prepare 

individuals to overcome the areas they are afraid to face so that they will not avoid the potential 

of entrepreneurial options. For instance, three negative emotions that are likely to trigger 

avoidance behaviours are regret, fear, and disappointment (Baumgartner et al., 2008; Schwarz, 

2000). Therefore, an investigation on student’s negative emotions on entrepreneurial intention 

will reveal the areas they need to improve to consider entrepreneurial options confidently.  

6.6 Chapter Summary 

Overall, this study contributed to the entrepreneurial intention literature in tourism education 

research by highlighting the missing motivational elements in the entrepreneurial intention 

models. The study identified that entrepreneurial desire is a key motivational element that can 

explain and predict the intentions of becoming entrepreneurs of the T&H students. Together, 

ESE and entrepreneurial desires are the primary drivers of entrepreneurial intentions in T&H 

students. Their determinants, positive anticipated emotions, and entrepreneurial role models, 

have been empirically tested and showed significant effects on entrepreneurial desires and 

ESE. The findings contributed new knowledge to the theories of ESE, role models, and 

emotions in entrepreneurial intention research to explain the process that motivate the 

formation of entrepreneurial intention in T&H students.   

The finding suggested that motivational factors should be integrated into the programs at T&H 

institutions to encourage and enhance student’s perceptions and motivation for 

entrepreneurship. For instance, entrepreneurial role models and positive anticipated emotions 

are two sources that can cultivate an interest in entrepreneurship. Therefore, teaching programs 

need to elaborate on the influences of successful role models and positive anticipation to 

enhance student’s entrepreneurial intentions.    
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Appendixes  

Appendix 1 Study Information 

 

 

The influence of entrepreneurial desire and self-efficacy on entrepreneurial intention: A 

study in the context of tourism and hospitality students   

 

INFORMATION SHEET  
 

Thank you for showing an interest in this project.  Please read this information sheet carefully 

before deciding whether or not to participate.  If you decide to participate we thank you.  If 

you decide not to take part there will be no disadvantage to you and we thank you for 

considering our request.   

 

What is the Aim of the Project? 
 

This research aims to explain the motivational mechanism that lead to entrepreneurial intention for 

new business start-ups in the context of tourism and hospitality (T&H) students. 

  

The research seeks to answer three questions concerned by motivational studies in entrepreneurship  

 

• What are significant factors that influence entrepreneurial intention in the T&H industry? 

• What is the role of motivation in the development of entrepreneurial intention? 

• How would these variables interact to form the T&H entrepreneurial intention? 

 

This project is being undertaken for An Luong’s Master of Commerce in Tourism at the 

University of Otago. 

 

What Types of Participants are being sought? 

 

Year 2 and year 3 students of tourism and hospitality (T&H) programs will be sought for the study. 

Two groups of participants are proposed for this study including T&H students at Queenstown Resort 

College and the University of Otago. 

 

What will Participants be asked to do? 

 

Participants will be asked to fill out an in-person paper-based survey. The questions will be 

about their desire in establishing a new business, their self-confidence in entrepreneurial skills, 
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their emotion when visualizing a new venture, and role models that would inspire their idea of 

pursuing a business start-up. The survey will take between 10-15 minutes to complete. 

 

What Data or Information will be collected and what use will be made of it? 

Data about a students’ desire in establishing a new business, self-confidence in 

entrepreneurial skills, emotions when visualizing a new venture, and role models that 

would inspire the idea of pursuing a business start-up will be collected, in addition to 

non-identifying demographic information (e.g. age, gender, nationality, education 

level, partnership status, tourism and hospitality working experience)   

 

Findings of the study will contribute to the understanding of educators, practitioners, 

policymakers and students about the importance of entrepreneurship and how 

entrepreneurial intention is formed and enacted to influence the act of starting a new 

business venture. These will be disseminated for academic purposes only in the Masters 

students’ thesis and any subsequent academic publications. 

 

Only the student and supervisor will have access to the data. The data collected will be 

securely stored in such a way that only those mentioned above will be able to gain 

access to it. Data obtained as a result of the research will be retained for at least 5 years 

in secure storage. Any personal information held on the participants may be destroyed 

at the completion of the research even though the data derived from the research will, 

in most cases, be kept for much longer or possibly indefinitely. 

 

No material that could personally identify you will be used in any reports on this study.  

Results of this research may be published. The data from this project will be publicly 

archived so that it may be used by other researchers. The results of the project may be 

published and will be available in the University of Otago Library (Dunedin, New 

Zealand) but every attempt will be made to preserve your anonymity. 

 

Can Participants change their mind and withdraw from the project? 

 

You may withdraw from participation in the project at any time without any disadvantage to 

yourself. 

 

What if Participants have any Questions? 

If you have any questions about our project, either now or in the future, please feel free to 

contact either:- 

Name of Student Researcher and  Name of Supervisor 

LUONG THI NHA AN  DR. CRAIG LEE 

Department of Tourism   Department of Tourism 

 Email: luoan820@student.otago.ac.nz                       University Telephone Number: 034798197 

   Email: craig.lee@otago.ac.nz 

[Home contact details of student researchers should not be included unless a special case has been made.] 

 

mailto:luoan820@student.otago.ac.nz
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This study has been approved by the Department stated above. However, if you have any concerns 

about the ethical conduct of the research you may contact the University of Otago Human Ethics 

Committee through the Human Ethics Committee Administrator (ph +643 479 8256 or email 

gary.witte@otago.ac.nz). Any issues you raise will be treated in confidence and investigated and you 

will be informed of the outcome. 

  

 

 

 

  

mailto:gary.witte@otago.ac.nz
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Appendix 2 The Survey Instruments 

 

 

 

 

A study of entrepreneurship in tourism and hospitality students 

 
We would like to ask you a series of questions about your interest in entrepreneurship. Please read the 

questions and answer as best as you can. Your responses to the survey are anonymous. 

Instructions: Please read the questions and select one answer only for each question. 

My desire to reach my goal of starting my own business can be best described as: 

          

No desire at all 
Very weak 

desire 
Moderate desire Strong desire Very strong desire 

 

I feel an urge or need to attain the goal of starting my own business: 

          

Does not describe 

me at all 

Somewhat 

describes me 

Describes me 

moderately well 

Describes me 

well 

Describes me 

very well 

 

My overall wish to start my own business after my graduation can be summarized as follows: 

          

No wish at all Slight wish Moderate wish Strong wish Very strong wish 

 

        If I succeed to achieve my goal of starting my own business after my graduation, I will feel:    

 

 Not at all A little Moderately Quite a bit Very much 

Excited           

Delighted           

Happy           

Glad           

Satisfied           

Proud           

Self-assured           
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How much confidence do you have in your ability to __? 

 

 Not at all 

confident 

A little 

confident 

Somewhat 

confident 

Quite a bit 

confident 

Completely 

confident 

Know the steps needed to place a financial 

value on a new business venture 
          

Pick the right marketing approach for the 

introduction of a new service 
          

Work with a supplier to get better prices to 

help a venture become successful 
          

Estimate accurately the costs of running a 

new project 
          

Recognise when an idea is good enough to 

support a major business venture 
          

Recruit the right employees for a new 

project or venture 
          

Convince a customer or client to try a new 

product for the first time 
          

 

 

 

If I do not succeed to achieve my goal of starting my own business after my graduation, I will feel: 

 

 Not at all A little Moderately Quite a bit Very much 

Angry           

Frustrated           

Guilty           

Ashamed           

Sad           

Disappointed           

Depressed           

Worried           

Uncomfortable           

Fearful           
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To what extent did the events below make you seriously consider embarking on an entrepreneurial career? 

 

 

Not at all 
To a small 

extent 

To some 

extent 

To a 

moderate 

extent 

To a large 

extent 

Have been exposed to an 

entrepreneur(s) in the family  
          

Have been exposed to a guest 

entrepreneur(s) at my educational 

institution 

          

Personal encounter with a successful 

entrepreneur  
          

 

 

To what extent do you agree with the following statements about your entrepreneurial intention? 

 

 
Strongly 

Disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 
Agree 

Strongly 

Agree 

I am ready to do anything to 

be an entrepreneur 
              

My professional goal is to 

become an entrepreneur 
              

I will make every effort to 

start and run my own firm 
              

I am determined to create a 

firm in the future 
              

I have very seriously 

thought of starting a firm 
              

I have the firm intention to 

start a firm someday 
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 What is your age?      _________________  

 

 

 Are you? 

 

 Male  

 Female 

 Non-binary 

 

 What is your nationality?    _________________________  

 

 

 What program are you currently studying? (e.g. Diploma, Bachelor, etc.) 

_______________________________________________________________ 

 

 What year are you in your current study program? ____________________________ 

 

 

 What is your partnership status? 

  

  Single 

  Married / In a civil union  

  Engaged  

  Separated  

  Partner / De facto  

  Divorced  

 

 Have you ever worked at any tourism and hospitality business? 

 

  Yes 

  No  

 

 

-- End of Survey -- 
 

 

Thank you very much for your participation in this study. The research team appreciates your 

valuable time and information. Your input will help improve the development of tourism and 
hospitality education. 
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