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Abstract
The role that is played by entrepreneurial values and motivation in formation of entrepreneurial intentions has received very less
attention so far. Most of the research work is done on entrepreneurial intention. Much is yet to be understood about how one
reaches the decision to set up a business unit. The role of values and motivations are intertwined, as they both are linked to the
achievement of goals. The main objective of this study was to examine the mediating effect of entrepreneurial motivation between
entrepreneurial value and the entrepreneurial intentions of business management learners to start out a new venture. The study
was conducted in the Punjab state of India. The sample constituted 250 MBA students. The sample was collected with snowball
technique. Few students who planned to start their own business were contacted and they further provided lead to other students
who had similar intentions. Overall, the findings indicated that entrepreneurial motivation acts as a mediator between entrepreneurial
value and entrepreneurial intention. Managers and policymakers may utilise the findings to decode how young entrepreneurs
make decision to start their ventures.

Keywords: Entrepreneurial Motivation, Entrepreneurial Values, Entrepreneurial Intentions, Entrepreneurship, Professional
Students.

Introduction
In underdeveloped, emerging and developing economies of the world, entrepreneurship is becoming an increasingly
significant aspect of economic advancement, development, and progress. Thus, in the field of entrepreneurship
and management studies, understanding the entrepreneurial concepts and the process of becoming an entrepreneur
are critical. Understanding how entrepreneurial intents are created is essential to having a clear understanding of
how entrepreneurs behave.
There are various factors which influence and shape one’s mindset and create intentions to take up entrepreneurship
and start a new venture. Value gained out of entrepreneurship is one such factor which motivates people to start
a venture. Motivation itself is another factor which inspires the individuals and instils a spark in them to set-up
and run their own enterprise. Entrepreneurial intention can be demarcated as the readiness to undertake tasks
which predict profitability, in such a manner that it motivates people for the use and application of innovative
business concepts (Krueger et al., 2000). A person’s motivation drives their decision to seek out, evaluate, and
use entrepreneurial opportunities by gathering the resources and putting them together (Shane et al., 2003).
Generally, individuals with a high entrepreneurial spirit pursue entrepreneurial career paths and start new
businesses (Collins et al., 2004).
Entrepreneurship among students is an important aspect as it can lead to creation of employment among students,
who then further give jobs to others, thus increasing their career prospects (Kabonga et al., 2021). Barba-
Sanchez and Atienza-Sahiquillo (2018) suggested the urge to get freedom and individuality as the major factor
responsible to create entrepreneurial intention among students.
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The study’s objective focuses on studying the mediating impact of Entrepreneurial Motivation (EM) between
Entrepreneurial Value (EV) and Entrepreneurial Intention (EI) of business management pupils to initiate a new
endeavour. The paper is organised into five sections. The first section is introduction to the topic of research
followed by Review of Literature. Third section covers materials and methods. The fourth section is data
analysis that shows the suggested measurement methodology. The final part discusses the results. In addition,
the paper also provides significant theoretical contributions as well as a conclusion highlighting implications,
limitations, and future prospects. As to the finest understanding of the researcher, such a study has not been
conducted in the state of Punjab.

Review of Literature

Entrepreneurial intention models are studied as they can predict the entrepreneurial behaviour of individuals.
According to different researchers, it is important to study entrepreneurial intentions as it can be helpful in
understanding the entrepreneurial process as any entrepreneurial behaviour is preceded by entrepreneurial
intentions which is further influenced by different factors.  Praag and Versloot (2007) suggested that entrepreneurs
have a vital role in the economy as they are responsible for employment generation, growth in productivity,
making new innovations and then marketing and selling those innovations. This is the value they create for the
society. Therefore, it is beneficial to examine the values-entrepreneurial intentions relationship among
entrepreneurs. Davidsson and Wiklund (1997), suggested that values such as orientation towards change, need
for autonomy, need for achievement, competitiveness, valuation of money affect the level of entrepreneurship in
a society. Pinelli et al., (2021) proposed an exchange-based picture of entrepreneurial value creation procedure.
For example, entrepreneur provides the investor with financial returns in exchange of the capital they invest.
Financial returns are of value to the investors and capital is the value for the entrepreneur. Similarly, employees
offer value in form of their skills, competencies, and time to the entrepreneur who in return provides them value
in the form of salaries, career opportunities and self- realization. Lackeus (2018) too presented a value creation
framework on entrepreneurship. The researcher identified five different kinds of value that are derived from
entrepreneurship, namely, economic, enjoyment, social value, harmony, and influence. These are created by the
entrepreneur for himself and others. It is also assumed that it is possible to manage the factors that affect the
entrepreneurial intentions in a positive way (Alfonso & Cuevas,2012). One such factor that affects intentions
are values. What a person values has a direct bearing on his decision making. People give different priorities to
different values according to which their attitude and behaviour is formed (Rohan, 2000). It is important to
understand the role of values because values have the capacity to cause reactiveness on possible and desired
behaviour.
Therefore, values do have a bearing on people’s perception, decision making process and ultimately their behaviour.
What a person will value, will affect his intentions, choices he makes and his behaviours (Bardi and Schwartz,
2003). Hence, we can say, values that will be created subsequently out of entrepreneurship, will affect the
entrepreneurial intentions of an individual. According to Behavioural reasoning theory, beliefs and values have
an impact on reasons, which are used to explain and justify acts, and they also have an impact on people’s overall
goals and motives (Westaby, 2005). According to Calza et al., (2020), “High status of successful entrepreneurs”
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is regarded as the “cause for” entrepreneurship, i.e, as a “reason for” a high degree of entrepreneurial intention
and has value for those looking to start their own business. Values also affect the entrepreneurial motivations.
Valliere (2014) found in his study that stronger entrepreneurial aspirations among the youth and a greater
impact from the new companies that they subsequently launch will be facilitated by modifying the current
societal messages of national culture and values and instilling higher motivations in them. He found that values
like traditional orientation towards authority and survival values which give higher priority to security over self-
expression, dampen the motivation among youth to start new ventures. Such traditional values need to be
replaced with values like secular-rational orientation toward authority and importance of self-expression which
can be instilled in the youth through education to prepare them to become tomorrow’s entrepreneurs. Talaiss
(2013) outlined some pull factors, such as the need for freedom, accomplishment, fulfilment, personal growth,
and self-realization, as well as some push factors, such as frustration with previous wage employment, particularly
in terms of gender discrimination, and the requirement for flexible working hours as factors that hold value for
women entrepreneurs and motivate them to pursue entrepreneurship. Therefore, it can be said things that a
future entrepreneur values or aspires for, motivate him to become an entrepreneur. Despite the paucity of
empirical evidence, several theorists have argued that there should be a connection between values and motivation
(Parks-Leduc, Guay,2009). Values were portrayed by Rokeach (1972) as having an innate motivational component
and were even referred to as “supergoals.” Mitchell (1997) anticipates that values will affect the attentional and
directional motivational processes (goals that individuals are attentive to and choose to pursue). It was further
found that there are not many studies finding the impact of entrepreneurial values on entrepreneurial motivations.
Hence, a research gap exists in this context. Further, the existing literature regarding impact of motivations on
intentions was explored. According to Schacter et al., (2011) motivation is the purpose or behavioural motive of
an endeavour. It is the spark that turns a disguised intention into a concrete action (Carsrud and Brannback,
2011). It includes internal elements and external influences that might cause action (Locke and Latham, 2004).
Since, motivation entails effort, purpose, persistence, and intent, Ryan and Deci (2000) described it as “root of
physiological, intellectual, & social control”. According to Johnson (1990), entrepreneurial motivation is the
willingness or proclivity to arrange, manage, and control organisations, personnel, or ideas quickly and
autonomously. Mahendra et al., (2017) reiterated concept of entrepreneurial motivation given by Thomas et al.,
(2008), by explaining it as an energy that pushes individuals to engage in actions that lead to the fulfilment of
wants, as well as the reduction of imbalance, by starting a company or a business. Entrepreneurial motivation is
a form of self-encouragement resulting from the interaction of internal and external elements that promote the
development of entrepreneurial intentions (Mahendra et al., 2017). In their research, Nidhi and Kumari (2018)
examined the effects of push and pull motivational factors on college students’ intentions to become entrepreneurs.
They came to the conclusion that only pull factors—like innovation, money, and independence did not have any
bearing on college students’ intentions to become entrepreneurs but push factors—like family obligations and
discontent with present employment opportunities, did. According to research by Solesvik (2013), students
who take part in enterprise programmes typically have higher levels of entrepreneurial desire and are more likely
to start their own businesses. A crucial link between an intention and behaviour is entrepreneurial motivation.
He also suggested that engineering students should have access to entrepreneurial education programmes that
encourage motivation since many of them launch businesses later in life.  Malebana (2021) discovered that
rather than being forced into business, students were more likely to be drawn into it. They desired to start their
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own businesses so they could be self-sufficient and get both intrinsic and external benefits. Therefore, implementing
entrepreneurship education that is focused on the needs of the student and practice-oriented would give students
the chance to learn about what it takes to launch a firm, ultimately having a beneficial impact on their intention
to do so. Universities should collaborate with organisations that assist small businesses to make sure that students
have easy access to the resources they need to test out their ideas while they are still in school. Given that
entrepreneurial motivation and intention are strongly correlated, it follows that entrepreneurship instructors can
play a crucial role in directing students toward a career in entrepreneurship. The cognitive representation of an
individual’s yearning to get indulged in a specific activity is called intention. The intention of an entrepreneur to
conduct a given activity is influenced by his or her motivational level (Aima et al., 2020). It’s a mental condition
that leads and steers people’s behaviours toward the creation and execution of innovative company concepts
(Bird, 1998). ‘Motivation’ was discovered to be a major determinant of intention by researchers (Aima et. al.,
2020). According to Edelman et al., (2010), motivation may be the spark for a dormant desire to become a
reality by launching a business, hence influences intentions. As a result, it can be said that ambitious tycoons will
be more prospective to engage in entrepreneurial ventures. Bhandari (2006) found that the motivation to lead
other people, to be the boss of their own, to apply their innovative ideas into real practice, determination,
challenging oneself were the main factors which created entrepreneurial intention among students. In their study
on university students, Hassan et al. (2021) confirmed that entrepreneurial motivations play a significant mediating
role in the relationships between personal entrepreneurial orientation and entrepreneurial intention as well as
between entrepreneurship education and entrepreneurial intention. Though, not many studies have been found,
exploring the mediating role of entrepreneurial motivations between entrepreneurial values and entrepreneurial
intentions. This is another research gap identified which also forms the need of the current study. Based on the
review of literature, the subsequent hypotheses were formulated:
 H1: EV has significant impact on EI.
 H2: EV has significant impact on EM.
 H3: EM has significant impact on EI.
 H4: EM has mediating role between EV and EI.

Figure 1: Tentative Model

Source: Author’s own calculations
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Research Methodology
The study was conducted in the Punjab state of India. The sample constituted 250 business management students.
The sampling was done through snowball method. The average age of the students was 22.5 years. The sample
contained 55 % male and 45 % female students. The survey method was applied to collect the data. To measure
EV, 3 items were adopted from Wu and Li (2011).  To measure the EM, 3 items were adopted from the
(Solesvik, 2013)) and to measure EI, 4 items were adopted from the scale proposed by Linan and Chen (2009).
Figure 1 depicts a tentative model of the same. A questionnaire was made containing all the items and demographic
information. The responses were collected on 5-point Likert scale. The data was analysed by using PLS-SEM.
As it is a non-parametric technique, it is free from various assumptions.

Results and Discussion

Measurement Model

Table 1 demonstrates the findings of the measurement model which covers the reliability and validity of the
constructs. Convergent validity of the constructs was established with the calculated value of AVE (Average
Variance Extracted).  In order to achieve the convergent validity, the value of AVE for each construct should be
greater than 0.50(Hair et al. 2014). The scores revealed that AVE value for every single construct was more
than 0.50. So, there was no concern of the convergent validity in the measurement model. In the next stage,
discriminant validity of the constructs was established with HTMT ratio value. In order to establish the discriminant
validity between the constructs the HTMT value should be less than 0.85. Table 1 shows the HTMT value
between construct was less than 0.85 (Henseler, Ringle, and Sarstedt 2015). So, in this way the discriminant
validity of the constructs was established.  In the next stage the Composite reliability of the constructs was
measured. The threshold value of the CR is 0.70 (Henseler et al. 2015). The results showed that each construct
has more than 0.70 value of CR. In addition to that Cronbach alpha value for each construct was greater than
0.60 which was also a sign of internal consistency of the constructs. Finally, the indicator reliability of the items
was measured.  Each item must contain the value of 0.60 in order to achieve the indicator reliability (Henseler
and Schuberth 2020). The results showed that the research had met this standard. One item of EM was removed
due to low loading.
Table 1- Reliability and Convergent Validity

EI EV EM AVE CR CA Full VIF

EI1 0.832   
EI2 0.823   
EI3 0.822   
EI4 0.836   0.68 0.89 0.84 1.33
EV1  0.901  
EV2  0.889  
EV3  0.846  0.77 0.91 0.83 1.59
EM1   0.9



2022 Apeejay Journal of Management & Technology 19

EI EV EM AVE CR CA Full VIF

EM2   0.87
EM3   0.834 0.75 0.9 0.85 2.33

HTMT ratios 
 EI EV EM
EI    
EV 0.321   
EM 0.245 0.168  

Source: Author’s own calculations

Structural Model

After evaluating the measurement model, the structural model was assessed (Ketchen 2013). The value of the
path coefficient (Table 2) between EV and EI was 0.37, which was highly significant. From this the first hypothesis,
H1, i.e, Entrepreneurial value has significant impact on entrepreneurial intention is accepted. The result also
showed that EV had substantial effect on EM (β =0.21, p < 0.001), from which the second hypothesis, H2, i.e,
entrepreneurial value has significant impact on entrepreneurial motivation is also accepted. The effect of EM on
EI was also highly significant (β = 0.25, P < 0.001). From this we can say that the third hypothesis, H3, i.e,
entrepreneurial motivation has significant impact on entrepreneurial intention is accepted too. Further indirect
effect of EV on EI through the EM was also considerable (β = 0.05, P < 0.01). This showed that the fourth
hypothesis, H4, i.e, Entrepreneurial Motivation has a mediating role between Entrepreneurial Value and
Entrepreneurial Intention also holds good and is accepted .So overall, the results supported all the hypotheses.
Especially the significance of the indirect effect proves that EM acted as a mediator between the relationship of
EV and EI. In the similar way mediation was established by Singh and Bala (2022). The calculated VAF (Variance
accounted for) was 21% which exhibited a partial mediation in the model.
Table 2 – Path Coefficients

Path coefficients     

EI EV EM Sig
EI  0.371 0.251 P < 0.001
EM  0.212  P < 0.001

Indirect Effect  
EV>EM>EI 0.0525 P < 0.01

Source: Author’s own calculations

Hair et al. (2014) suggested that in structural equation modelling after examining path coefficient, analysing R2,
F2 and Q2 are important step. The calculated value of the R square (Table 3) was 0.04, which reflects that the 4
% of the variance of EI was explained by EM. Further EM and EV jointly had explained 21 % variance of the EI.
Further, the effect size (f2) was medium to large between EV and EI (0.14), small to medium between EM and
EI (0.07) and similarly small to medium between EM and EV (0.04). In the next stage Cohan’s Q 2 was calculated
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which is an indicator of predictive relevance of the model. As per the results Q2 of EI was 0.20 which reflects
medium to large predictive relevance of the model and Q2 of EM was 0.05 which reflects small to medium
predictive relevance of the model. Finally, the problem of common method biasness was examined. As per Kock
(2015) recommendations, if the full Collinearly VIF value will be less than 3.3 for every construct then it will
evidence that the model has no problem of CMB.

Table 3- R-squared coefficients, Effect sizes for path coefficients and Q-squared coefficients

R-squared coefficients

EI EV EM  
0.215 0.045  
Effect sizes for path coefficients *    

EI EV EM
EI 0.144 0.071
EM  0.045  
Q-squared coefficients    
EI EV EM  
0.206 0.056  

Source: Author’s own calculations

Figure 2 (Tested Model)

Source: Author’s own calculations

Discussion

The outcomes reflect that EV affects EM which showed that EV was an antecedent of the EM. The results were
expected as the previous literature evidently explained this relationship (Lackeus, 2018). The person having
high value or importance motivates him towards any new start-ups. The findings indicate that EI is influenced by
EM. By refining earlier studies, this study improves our knowledge of the entrepreneurial process. More
importantly, these findings highlight the need to include a contextual process approach in entrepreneurship
theory. The entrepreneurship theory is unlikely to be used to create fresh insights into the function of entrepreneurial
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motivation in entrepreneurial intents without a contextual process perspective (Edelman et al., 2010). The
effect of EV on EM was noteworthy in the final model (Figure 2). Although previous literature delineated that
EV and EI has a strong link (Collins et al., 2004). These findings are contrary to the expected results which
mean that due to mediation effect the direct effect size was expected not to be significant. But overall results
claimed the partial mediation which somehow mitigates this fact. The present study model elucidates the intricate
process of people’s values, motivations, and their intents for new ventures. This was one of a kind of a study
which explored the mediating role of entrepreneurial motivations between entrepreneurial values and
entrepreneurial intentions in context of young prospective entrepreneurs. The study’s findings pave the way for
more research in this area in the future.

Implications

This research represents considerable contributions to academicians, policymakers, and society. The findings
show that EV has a substantial impact on EI through EM.  Managers and policymakers may utilise the findings
of this study to identify how entrepreneurial values and motivations cause young prospective entrepreneurs to
have entrepreneurial intentions. The findings might potentially be used to encourage entrepreneurial initiatives
as a means of producing jobs for graduates. This research contributes to a better understanding of what motivates
university scholars to become capitalists. It aids in comprehending significance of entrepreneurial drive and
exposure as a foundation for deciding on entrepreneurship as a career path. University policymakers and instructors
should promote self-employment by fostering the development of entrepreneurial motivation among students.
University graduates will be more valuable if these aspects are included in their curriculum that promote the
development of entrepreneurial motivation, since these are advantageous for both self-employment and generating
employment. Most of the earlier studies have focused on impact of entrepreneurial motivations on entrepreneurial
intentions or the impact of entrepreneurial values on intentions. This study is among the unique studies which
try to find the mediating effect of entrepreneurial motivation between entrepreneurial values and entrepreneurial
intentions. Hence, it adds to the existing body of literature.

Limitations and Future Scope of Research

Only a few areas of Punjab state were considered for this research, so the results cannot be generalized for the
whole population. The study can be replicated at national level and in context of other cultures. The research
only focus on entrepreneurial values, motivation and entrepreneurial intentions, future studies can include the
entrepreneurial behaviour aspect too. The responses were collected on 5-point Likert scale. The 7-point Likert
scale can deliver better results.
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