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Determinants of Internet Entrepreneurship Intentions
among Business School Students
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Abstract—This study presents the findings of an empirical
study to analyze factors affecting business school students’
intentions to Internet entrepreneurship. An integrated model,
based on Rogers’ (1983) innovation diffusion theory, Ajzen’s
(1991) theory of planned behavior, and Internet entrepreneur
characteristics, is proposed. A total of 107 business school
students were surveyed. The research hypotheses were
examined using multiple regression analysis. The results show
that compatibility, subjective norm, and perceived behavioral
control influence significantly the intention of business school
students to Internet entrepreneurship. The research findings
deepen our understanding of business school students’
intentionss to become Internet entrepreneurs.

Index Terms—Internet entrepreneurship, innovation

diffusion theory, theory of planned behavior.

I. INTRODUCTION

With the increasing popularity of the Internet and
communication technologies, more and more consumers
inquiry and purchase products on the Internet. By 2017 it is
predicted that business-to-consumer electronic commerce
(EC) sales revenue will reach about $2.36 trillion dollars [1].
Furthermore, the emergent Internet commerce applications
substantially reduce the costs of creating and operating a
business [2]. Therefore, the booming EC creates an
opportunity  for Internet entrepreneurship. Internet
entrepreneurs draw on their familiarity with the culture and
technologies of the Internet in their attempts to develop
businesses [2], [3]. While the promise of the low cost and high
potentials of EC startup attracts entrepreneurs, the success
rate is actually very low [4].

Understanding the formation of entrepreneurial intentions
is important, because intention is an effective predictor of
entrepreneurial behaviors [5], [6].

This paper reports an empirical study of the factors
affecting business school students’ intentions to Internet
entrepreneurship. The results help researchers and educators
to understand what enables and inhibits business school
students’ intentions to become Internet entrepreneurs.

Il. THEORETICAL BACKGROUND

A. Theory of Planned Behavior (TPB)
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Ajzen’s theory of planned behavior (TPB) is useful in
explaining and predicting a wide range of behaviors [7]. The
TPB (Fig. 1), asserts that attitude, subjective norm, and
perceived behavioral control affect behavioral intention and
this, in turn, affects actual behavior. Behavioral intention is a
particularly reliable predictor of actual behavior. Attitude taps
the individual’s perception of the desirability of performing
the intended behavior [8]. Subjective norm refers how an
individual accounts for the judgment of important others
about the planned behavior [9]. Perceived behavioral control
describes an individual’s perception of whether he or she has
the necessary resources, capability, and sense of control in
successfully performing the intended behavior [10].
Behavioral intention is a motivational factor that captures
how hard a person is willing to try to perform a behavior [9].

Attitude

Subjective norm Behavioral intention ————  Actual behavior

Perceived behavioral
control

Fig. 1. Theory of planned behavior [7].

B. Innovation Diffusion Theory (IDT)

Researchers frequently draw on Rogers’ innovation
diffusion theory (IDT) [11]. to explain an individual’s
adoption of an innovation. Rogers identifies five innovative
characteristics as antecedents to any adoption decision:
relative advantage, compatibility, complexity, trialability, and
observability. Relative advantage refers to the degree to
which an innovation is considered as being better than the
idea it supersedes. Compatibility is the degree to which an
innovation is regarded as being consistent with the potential
adopter’s existing values, prior experiences, and needs [12].
Complexity is the degree to which an innovation is difficult to
understand and perform [13]. Trialability is the extent to
which an innovation can be tried out [14]. Observability refers
to the degree to which the results of an innovation are visible
to others [12].

C. Summary

There are many studies that successfully use TPB to
analyze entrepreneurial intentions [8], [15], [16]. Therefore,
TPB is used as the theoretical foundation for the research
model of this study. However, some findings about the effect
of attitude on intention have not always been significant [17],
[18]. Hence, many researches ignored attitude [18], [19]. To
maintain the research model brevity and parsimony, the
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current research only includes subjective norm and perceived
behavioral control to explain behavioral intention in the
model.

Innovation diffusion theory is also used as the theoretical
foundation for this study because the theory can effectively
explain the innovation adoption decision of an individual.
Previous studies find that only relative advantage,
compatibility, and complexity relate significantly to
innovation adoption [20], [21]. Therefore, the three
innovative characteristics — relative advantage, complexity,
and compatibility are included in the research model in this
study.

I1l. RESEARCH MODEL AND HYPOTHESES

Fig. 2 shows this study’s research model. It is desirable to
use the Internet entrepreneurship intention as the dependent
variable in our study since intention is a strong indicator of
behavior.

The model consists of five factors that are hypothesized to
have direct effects on Internet entrepreneurship intention.
Since this study focuses on identifying factors which can
predict the intention to Internet entrepreneurship, the
relationships among the five factors are not in our research
scope.

Innovation Diffusion Theory

Relative advantage

H1
Complexity
H2
Compatibility
H3
Internet entrepreneurship
Theory of Planned Behavior H4 intention

Subjective norm H
Perceived behavioral control

Fig. 2. Research model.

Based on the assertions of TPB and IDT, the following
hypotheses are proposed:

H1: Relative advantage has a positive effect on the
intention to Internet entrepreneurship.

H2: Complexity has a negative effect on the intention to
Internet entrepreneurship.

H3: Compatibility has a positive effect on the intention to
Internet entrepreneurship.

H4: Subjective norm has a positive effect on the intention
to Internet entrepreneurship.

H5: Perceived behavioral control has a positive effect on
the intention to Internet entrepreneurship.

IV. RESEARCH METHODOLOGY

A. Variable Measurement

To ensure content validity, the measurement items were
developed based on existing instruments. All measurement

items were modified to fit the context of Internet
entrepreneurship. The three IDT variables (i.e., relative
advantage, complexity, compatibility) were taken from
Moore and Benbasat [22] and Wang et al. [13]. The two TPB
predictors (i.e., subjective norm and perceived behavioral
control) were adapted from Taylor and Todd [17]. Internet
entrepreneurship intention was captured using three items
derived from Venkatesh et al. [18]. A five-point Likert scale
that ranged from 1, “strongly disagree,” to 5, “strongly agree,”
was used for all the items that measured the six variables.

B. Data Collection and Sample Characteristics

Data for this study were collected using a questionnaire
survey. A total of 107 business school students agreed to
participate in the survey. The respondents were 50.5 percent
male and had an average age of 22.3 years (Table I).

TABLE I: SAMPLE PROFILE

Demographics  Frequency % Demographics Frequency %

Gender Age

Male 54 50.5 20 or less 33 30.8

Female 53 495 21-30 73 68.2
30 and above 1 9

V. DATA ANALYSIS AND RESULTS
A. Reliability and Validity

TABLE Il: ROTATED FACTOR MATRIX AND ALPHA COEFFICIENTS

Items RA CM CO SN PBC 1EI

RA1 74

RA2 .65

RA3 .58

RA4 .83

CM1 .83

CM2 .82

CM3 .55

co1 .69

CO2 .83

Co3 .76

CO4 .78

CO5 .88

SN1 .70

SN2 .86

SN3 .86

PBC1 .68

PBC2 .67

PBC3 .82

IEI1 .86
IEI2 .87
IEI3 .79

o. coefficient .80 .67 91 .89 .87 .96

Note: (1) The definitions of all items are in the Table IIl. (2) RA: relative
advantage, CM: complexity, CO: compatibility, SN: subjective norm, PBC:
perceived behavioral control, IEI: Internet entrepreneurship intention.

Exploratory factor analysis was used to assess the validity
of the construct measures. The 107 responses were examined
using a principal-components factor analysis as the extraction
technique and Varimax as the orthogonal rotation method.
Three rules were applied in order to identify a lack of fit
between the items and their constructs: 1) the item had an
eigenvalue less than 1, 2) all factor loadings of the item were
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less than 0.5, and 3) items that had two or more factor
loadings that were greater than 0.5 (i.e., cross-loadings) [23].
The process of evaluating the fit of items to their constructs
was repeated. Table Il shows the factor matrix and
Cronbach’s alpha coefficients, and Table 1l shows the
measurement items of the variables. All coefficients for the
six constructs in this study are higher than 0.65.

The item-to-total correlation is the extent to which each
measure item correlates with the total score of its pertinent
factor [24]. The item-to-total correlation was used to assess
the construct validity. A high item-to-total correlation
indicates that the item loads on its intended construct [25].
Table IV shows that all item-to-total correlations exceed 0.5
and are significant at p < 0.001. This indicates a good level of
validity of the measurement constructs.

B. Descriptive Statistics

The composite scores of the six constructs were calculated
by averaging the original item scores. Table V shows the
descriptive statistics and inter-correlations for the six
constructs.

TABLE Ill: CONSTRUCTS AND MEASUREMENT ITEMS

TABLE IV: ITEM-TO-TOTAL CORRELATIONS BETWEEN EACH ITEM AND ITS
RELATIVE FACTOR

Items Relative Factor Correlation
RA1 Relative advantage .84
RA2 Relative advantage .79
RA3 Relative advantage .75
RA4 Relative advantage .79
CM1 Complexity .76
CM2 Complexity 77
CM3 Complexity 77
Cco1 Compatibility .83
C0o2 Compatibility .88
COo3 Compatibility .86
CO4 Compatibility .87
CO5 Compatibility .87
SN1 Subjective norm .86
SN2 Subjective norm .94
SN3 Subjective norm .90
PBC1 Perceived behavioral control .76
PBC2 Perceived behavioral control .79
PBC3 Perceived behavioral control .61
IEI1 Internet entrepreneurship intention .94
IEI2 Internet entrepreneurship intention 97
IEI3 Internet entrepreneurship intention .95

Constructs Items

Relative advantage RAL. | think that Internet entrepreneurship can

stimulate my potentials to handle challenges.

RA2. | think that Internet entrepreneurship can exhibit
my abilities.

RA3. | believe that Internet entrepreneurship can let me
make considerable incomes.

RAA4. I think that Internet entrepreneurship can make me
grow.

CML. | think that Internet entrepreneurship is risky.

CM2. Internet entrepreneurship requires a lot of mental

efforts.

| believe that Internet entrepreneurship is

difficult.

COL. I think that Internet entrepreneurship fits well with
the work that | like.

CO2. Internet entrepreneurship fits into my work style.

COa3. I think that I like Internet, therefore | want to start

business on the Internet.

| think that Internet entrepreneurship

compatible with the work model that | expect.

CO5. I think that Internet entrepreneurship fits well with
the work habit that | like.

SN1. My friends or family think that | can start a
business on the Internet.

SN2. My friends or family think that | should start an
Internet business.

SN3. My friends or family think that | must start a
business on the Internet

PBC1. | have sufficient
entrepreneurship.
PBC2. | think that | have the knowledge for Internet

entrepreneurship.
PBC3. I have some requisite resources to start a business
on the Internet.

Complexity

CMa3.

Compatibility

CO4. is

Subjective norm

Perceived resources for Internet

behavioral control

Internet IEI1. I will start a business on the Internet in the future.
entrepreneurship  1EI2. I intend to start an Internet business.
intention IEI3. | plan to start a business on the Internet in the

future

Note: (1) The definitions of all items are in the Table I11. (2) All significance
levels are less than 0.001.

TABLE V: DESCRIPTIVE STATISTICS AND INTER-CORRELATIONS

Correlations

Mean SD

RA CM Cco SN PBC IEI
RA 3.70 .60 1 .36 .56 43 41 44
CM 4.14 57 .36 1 21 .05 .08 .07
Cco 3.37 72 .56 21 1 .45 46 .53
SN 2.95 .82 43 .05 .45 1 .61 43
PBC 3.05 .88 A1 .08 .46 61 1 .65
IEI 3.00 .88 44 .07 .53 43 .65 1

Note: RA: relative advantage, CM: complexity, CO: compatibility, SN:
subjective norm, PBC: perceived behavioral control, IEI: Internet
entrepreneurship intention.

C. Hypotheses Testing

Multiple regression analysis was used to test the
hypotheses in this study. Prior to analysis, three tests were run
to examine the suitability of the data for regression analysis.
First, we examine if the ratio of sample size to predictor
number (21.4:1) was higher than the recommended minimum
(i.e., 20:1). Our data satisfies this criteria thereby ensuring
generalizability [26]. Second, the data was evaluated to see if
it met the expectation of a normal distribution. The ratio of
skewness and kurtosis to the respective standard errors should
fall within the interval of [-1.96, 1.96] at significance level of
0.05 [27]. Table VI, the results of the normality test, shows
that all variables in this study follow a normal distribution.

TABLE VI: THE NORMALITY TEST

RA CM CcO SN  PBC IEI
Skewness / Standard error  -.44 -1.66 1.00 57 167 .19
Kurtosiss / Standard error  -.67 73 -.26 72 73 .10
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Note: RA: relative advantage, CM: complexity, CO: compatibility, SN:
subjective norm, PBC: perceived behavioral control, IEI: Internet
entrepreneurship intention.

Third, the data was examined whether multicollinearity
existed. Multicollinearity occurs when independent variables
are highly correlated with each other [28]. This will result in



International Journal of Information and Education Technology, Vol. 6, No. 10, October 2016

incorrect parameter estimates in regression models [29].
Table V shows the inter-correlations for the five predictors.
There is no correlation greater than the threshold value of 0.9
between predictors [26]. The tolerance value and the variance
inflation factor (VIF) were also used to assess both pairwise
and multiple variable collinearity (i.e., multicollinearity).
Table VII shows the results of the multicollinearity tests. All
the tolerance values exceed 0.1 and all the VIF are below 10
[26]. Taken together, these results indicate that
multicollinearity does not pose a serious problem in this
study.

TABLE VII: THE MULTICOLLINEARITY TEST

RA CM (e{0] SN PBC
Tolerance .56 .84 .68 77 71
VIF 1.80 1.19 1.48 1.30 1.42

Note: RA: relative advantage, CM: complexity, CO: compatibility, SN:
subjective norm, PBC: perceived behavioral control, IEl: Internet
entrepreneurship intention.

Multiple regression analysis with the forced entry method
(also referred to as the all-variables-together method) was
employed to test the hypotheses. The Durbin-Watson statistic
is 1.96, which is within the acceptable range of 1.5 to 2.5 [30].
The results show that each error term is independent. That is,
no auto-correlation problems are detected within the
regression model. The analysis of variance (ANOVA)
assesses whether the regression model is a significant fit with
the data [27]. Table VIII shows the value is significant (F =
22.96; p < 0.001). The ANOVA result reveals a good fit
between the data and the regression model.

TABLE VIII: RESULTS OF THE ANOVA TEST

Sum of Mean .
Model Squares Square Sig.
Regression 43.92 5 8.78 22.96 .000
Residual 38.63 101 .38
Total 82.55 106
TABLE IX: RESULTS OF MULTIPLE REGRESSION
. Unstandardized coefficients Standardized g
Predictor L. t
B SE coefficients
Constant -47 .59
RA .03 14 .02 .25
CM .05 13 .03 .37
CO .33 .10 .29 3.49**
SN 19 .09 .16 2.08*
PBC 49 .09 46 5.67***

Note: (1) * p<0.05, ** p<0.01, *** p<0.001. (2) RA: relative advantage, CM:

complexity, CO: compatibility, SN: subjective norm, PBC: perceived
behavioral control.

Table 1X shows the parameter estimates of the regression
analysis. A two-tailed P value of < 0.05 was considered
statistically significant. The sign of the standardized
regression coefficient () represents the positive or negative

impact of the independent variables on the dependent variable.

The five-predictor model explains 53.2% of the variation in
business  school students’ intentions to Internet
entrepreneurship. Three factors (compatibility, subjective
norm, and perceived behavioral control) are significant at the
0.05 level. The results provide evidence to support
Hypotheses 3, 4, and 5. Compatibility, subjective norm, and
perceived behavioral control are significant and positively
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relate to individual’s intention to Internet entrepreneurship.
Relative advantage and complexity do not predict intentions
to entrepreneurship and therefore Hypotheses 1 and 2 are not
supported.

VI. DISCUSSION

A. IDT Constructs

The majority of prior studies find that relative advantage,
complexity, and compatibility have a significant effect on
individuals’ innovation adoption [21]. By contrast, in this
study, we find that only compatibility determines significantly
business  school  students’ intentions to Internet
entrepreneurship.

There may be two reasons why complexity does not
determine significantly business students’ intentions to
Internet entrepreneurship First, business school students are
required to take courses relating to use of the Internet for
business in universities. Furthermore, students’ own
experiences of using e-commerce platforms mean they do not
perceive complexity as a barrier to online entrepreneurship.
Second, the availability and user-friendliness of Internet
application toolkits and C2C online shopping platforms (e.g.,
Taobao and eBay) may mask the underlying technical
complexities that enable Internet entrepreneurship.

Compatibility does influence business school students’
intentions to Internet entrepreneurship. Compatibility reflects
the level of one’s perceptions about the reconcilability of an
innovation with existing practices, habits, and preferences.
Business school students are young. Therefore, they prefer
freedom and do not like restriction. Internet entrepreneurship
may be drawn to the high level of work freedom and
flexibility that seems integral to entrepreneurship on the
Internet. Internet entrepreneurship is compatible with the life
styles and preferences of business school students.

Relative advantage does not affect significantly the
intention to Internet entrepreneurship. One possible
explanation for this result is that cases of successful Internet
entrepreneurship are particularly visible while failures are
largely obscured. This leaves students with the impression
that the risks of Internet entrepreneurship are low and success
almost inevitable.

B. TPB Constructs

The intention to Internet entrepreneurship is affected
significantly by subjective norm and perceived behavioral
control. The results are consistent with the prior studies
regarding entrepreneurship intention. Most business school
students are still in the stage of establishing their career choice
preferences. The opinions of important others; such as,
friends, parents, teachers and classmates, likely influence this
process [16]. Business school students also are likely to
perceive that they have sufficient resources and capabilities
(i.e., a sense of control).

VII. CONCLUSION

This study applies TPB and IDT to analyze the
determinants of business school students’ intentions to
Internet entrepreneurship. The results of this study extend our
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understanding regarding Internet entrepreneurship intentions
in three ways.

1) Compatibility, subjective norm, and perceived
behavioral control have effects positively and
significantly on the business school students’ intentions
to Internet entrepreneurship.

2) Perceived behavioral control is the most influential
determinants of business school students’ intentions to
Internet entrepreneurship.

3) The two important IDT constructs (i.e., relative

advantage and complexity) are not influences that
significantly ~ explain intention to Internet
entrepreneurship.

The study presented here has several limitations that also
represent opportunities for future research. First, this study
only focused on the single relationships between the predictor
and the explained variable (i.e., intention). Therefore, the
interrelated relationships among the predictors (e.g.,
complexity may affect relative advantage) were not analyzed
in this study. Future research should examine these
dependence relationships simultaneously. Second, this study
used a convenience sample in Taiwan. Thus, we need to
exercise caution when generalizing our findings. Samples
from different countries or groups should be gathered to
validate the proposed model and findings.

In the future, a survey can be conducted to collect data from
full-time employees. This will enable a comparison between
students and employees. More implications and insights about
Internet entrepreneurship will be obtained
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