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 ABSTRACT 

The purpose of this study was to determine what attitudinal, normative, and 

control beliefs most significantly predicted Hispanic business owners’ intentions to 

engage in 13 entrepreneurial behaviors.  In 2011, Hispanic business owners from five 

cities in Greenville Country, South Carolina were invited to participate.  Only owners of 

for-profit business that had been in operation for a year or more participated.  Seventy 

four Hispanic business owners were interviewed or completed an online survey.   

Entrepreneurship activities are promoted as a major way to alleviate poverty and 

develop rural areas in particular and the economy in general (UNCTAD, 2008). Knowing 

what promotes entrepreneurship among minorities will help alter or create business 

growth policies and regulations accordingly (Rothschild, 1999), as well as contribute to 

the development of effective training programs for nascent and existing business owners.  

Aizen’s Theory of Planned Behavior (1980, 1991, 2002a, 2002b, 2006) was used as the 

framework for constructing a survey to examine stated intentions, and concomitant 

attitudes, norms, and control beliefs related to the use of 13 entrepreneurial behaviors.   

The central hypothesis of the study was that the more favorable the attitudes and 

subjective norms, and the greater the perceived control, the stronger will be a person’s 

intention to perform each of the 13 entrepreneurial behaviors examined. 

Each of 13 entrepreneurial behavioral intentions had a different pattern of 

attitudinal and behavioral control antecedents that were significant in explaining the 

variance in intention scores.  The normative belief measure proved to not be significant in 
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explaining the variance in any of the 13 entrepreneurial behavioral intention scores. The 

antecedents that were significant in explaining the variance in two or more of the 13 

behavioral intentions were Attitude 3.12 (my business is likely to be success if I … 

specified entrepreneurial behaviour); Attitude 3.1 (degree of importance in doing the 

specified behaviour); Behavioral control antecedent 3.6 (degree of agreement that they 

are confident they can do the behaviour specified); and Behavioral control 3.7 (degree of 

agreement that doing the specified behaviour is within their control).   

Several of the modifiers were significant in explaining the variance in antecedent 

beliefs.  Among those most often significant with two or more antecedents linked with 

two or more behavioral intentions were Life satisfaction scores, the self-reported 

presence of entrepreneurial characteristics, their ratings of how successful their business 

currently is, and whether their business made a profit last fiscal year.   

The criteria used to judge success was comprised of eight factors.  Financially 

based criteria were of lower priority (but still valued as important) than were satisfaction- 

and recognition-based criteria.  Respondents who prioritized financially based criteria as 

higher in importance did not equally value recognition- and satisfaction-based criteria, 

whereas those valuing satisfaction and recognition based criteria equally valued 

financially based criteria.  Whether parents and/or grandparents owned a business was 

significant in explaining the variance in several of the sense of business community 

factors; their evaluation of the Hispanic community’s value of entrepreneurial activities, 

and their evaluation of the business community in Greenville County.   
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 CHAPTER ONE 

 THE STUDY PROBLEM 

Introduction to the problem 

Entrepreneurship in the United States 

Worldwide, community leaders promote entrepreneurship activities as a major 

way to alleviate poverty and develop rural areas in particular and the economy in general 

(UNCTAD, 2008). It is widely recognized that small businesses are the backbone of an 

economy. The role of the entrepreneur is to discover and exploit business opportunities.  

They do so because they have access to information on the existence of such 

opportunities gathered through experience, social relationships, active search, or simply 

because their entrepreneurial attitudes and intentions prompt them to act (Aizen, 2006; 

Baughn, Cao, My-Le, Lim, & Neupert, 2006; Cuervo, 2005; McClelland, 1961).    

Building a strong business climate in a community strengthens the necessary 

community support mechanisms, including educational opportunities, and decreases the 

barriers to an individual’s willingness and motivation to perform a desired behavior 

(Rothschild, 1999), in this instance to engage in effective entrepreneurial practices. When 

community leaders provide an environment in which entrepreneurs can interact, 

entrepreneurial success and the level of business activity (e.g. share of market, gross 

domestic product, sales volumes, etc.) tend to be higher (Bosma, Van Praag, & De Witt, 

2000) and the modes of entrepreneurial activity tend to be more diverse (Licht & Siegel, 

2006).  
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Current business owners are more likely to develop greater entrepreneurial 

competence and change business practices when there is a supportive policy, education, 

and regulatory environment. Knowing what promotes entrepreneurship among minorities 

will also help alter or create business growth policies and regulations accordingly 

(Rothschild, 1999).   

Human behavior, including the use of effective entrepreneurial behaviors, is 

guided by beliefs about the likely consequences of behavior, the normative expectations 

of others, and the presence of perceived control factors that may facilitate or impede 

performance (Aizen, 2011).  In order to affect positive change in business owners’ use of 

effective entrepreneurial behaviors, more needs to be known about such beliefs.  This 

study aims to contribute to this understanding. 

Hispanic/Latino Entrepreneurship 

Minorities in particular benefit from gaining opportunities to develop businesses 

(Portes & Rumbaut, 2006).  Hispanic immigrants in the United State have faced tough 

times as they settled in a new culture, faced unnecessary discrimination due to broken 

immigration and labor policies, and sought to find employment. Some find it easier to 

start their own businesses than to find steady work that pays a wage decent to support 

their families (Skinnar and Young, 2008).   

In 2007, Hispanics represented about 12.5% of the U.S. population and 40.6% of 

the total minority population (U.S. Census Bureau, 2007, the most recent statistics 

available). Moreover, relative to business start-ups by Hispanics, this group owned 
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approximately six percent of all U.S. businesses and 39% of all minority firms (U.S. 

Census Bureau, 2007).  

In 2010, The Kauffman Entrepreneurial Activity Index (KEAI) reported that 

Latino entrepreneurial activity has been on an upward trend since 2005 (Fairlie, 2010). 

According to the KEAI report, Latino entrepreneurial activity increased from 0.32% in 

2005 to 0.46% in 2009.  

One of the most visible population trends in the Southeastern U.S. is the rapid 

growth of Latinos.  Between 1990 and 2004, the states with the largest rate of Hispanic 

population growth included North Carolina (575% growth), Arkansas (508% growth), 

Georgia (450% growth), and South Carolina (327% growth) (South Carolina 

Commission for Minority Affairs, 2006).  

In fact, the U.S. Bureau of the Census reports that South Carolina’s foreign-born 

population grew more rapidly between 2000 and 2005 than did that of any other state in 

the United States (Consortium for Latino Immigration Studies, 2007). In a qualitative 

needs assessment of 60 Hispanic entrepreneurs in South Carolina conducted by the Darla 

Moore School of Business at the University of South Carolina, the data showed that 

many Hispanics expressed the desire to open their own small businesses in their local 

communities (Aguinago, et al., 2001).  In 2005, 40% of Hispanics resided in four 

counties in South Carolina: Greenville, Beaufort, Spartanburg, and Richland (South 

Carolina Population Report, Budget and Control Board, Office of Statistics, 2007).   

Another trend in the Southeastern U.S. is the visible difference in resources 

available to foreign-born versus resources available to native-born inmmigrants. In a 
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study using the 2000 Public Usable Microdata Samples (PUMS), Wang & Li (2007) 

investigated how the rate of self-employment varied within the same ethnic minority 

group in three representative Southern metropolitan areas: Miami, Atlanta, and Charlotte.  

The results showed that the ethnic diversity, history of immigration, and the 

economic structure in each local area had provided different opportunities and challenges 

for Hispanics to start up and maintain their own businesses. Supportive socio-

demographic, socio-economic, and cultural contexts are as important as certain 

attitudinal, normative, and perceived behavioral control factors in shaping Hispanics 

intentions to engage in effective entrepreneurial practices.   

Wang and Li’s (2007) study found that for Hispanics in the Miami area, being 

foreign-born and living in the U.S. for more than 20 years, were better predictors of self-

employment than being native-born. On the other hand, being native-born was positively 

related with self-employment in Atlanta and Charlotte, rather than being foreign-born. 

Especially in Charlotte, a newly arrived Hispanic immigrant was less likely to be self-

employed compared to the immigrant with 20 years of residence in the U.S.   

This finding may not be too surprising, but the phenomena was not as 

straighforward as it first appeared.  The study also found that the probability of self-

employment was much lower, if an individual was a Mexican national than if they were a 

Cuban national (Wang & Li, 2007). Understanding one’s national origins and length of 

residency appeared to be important in predicting the probability of self-employment 

among Hispanics. 
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Despite the challenges faced by Hispanics in the Southeast region of the United 

States, opportunities to succeed as entrepreneurs have emerged. According to the 

preliminary results from the 2007 U.S. Business Owners Survey, South Carolina had 

5,965 Hispanic-owned firms with or without employees. At the county level, the 2002 

U.S. Business Owners Survey reported 387 Hispanic/Latino-owned firms in Greenville 

County, South Carolina.  These were the latest figures available at the time the study was 

conducted. 

Therefore, South Carolina was among the states with the higher increased 

numbers of Hispanic-owned business between 2002 and 2007, (i.e. 97.8% increase) (U.S. 

Census Bureau, 2007). The other states with higher percentages of increase were North 

Carolina (135.3%), Arkansas (160.6%), Pennsylvania (106.8%), and Tennessee 

(102.7%).  

South Carolina has also seen an increase in regional efforts to promote and 

enhance entrepreneurship. Ten at the Top (TATT) is one example of this regional effort 

(Ten at the Top, 2010). This organization, by mission, fosters a spirit of cooperation and 

collaboration among public, private, and nonprofit leaders from across the ten-county 

Upstate South Carolina region.  

The organization has identified economic and entrepreneurial vitality as one of 

the five drivers that will ensure their 2030 growth vision. The TATT’s economic and 

entrepreneurial vitality driver and task force focuses on promoting and cultivating an 

entrepreneurial spirit, strengthening opportunities, and enhancing job skills (Ten at the 

Top, 2011).  
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South Carolina, by policy, is promoting entrepreneurship training for minorities, 

including Hispanics (South Carolina Department of Commerce Workforce Division, 

2009a,b). The State has recently acknowledged that much more needs to be done to 

promote entrepreneurship among Hispanics and other minorities so that the small 

business sector and economy are enhanced and the trend in attracting knowledgeable 

workers continues to grow (Clayton & Morgan, 2009). However, the approaches to 

training and support used to reach minorities appear to be much the same as used for the 

majority population, even though a growing literature identifies major motivational, 

behavioral, and social support differences exist among Hispanics and other minority 

groups (Granier, 2006; U.S. Census Bureau, 2007).    

A greater understanding of the attitudinal, normative, and perceived control 

factors that facilitate or impede Hispanic entrepreneur’s engagement in effective 

entrepreneurial practices is important to maximize training dollars and design 

intervention strategies effectively (UNCTAD, 2004). Knowing what dynamics are 

present will assist all organizations that promote small business development in 

Greenville County, South Carolina, particularly those targeting Hispanic/Latino business 

owners. Such knowledge is critical to supporting effectively Hispanic entrepreneurs and 

for them to have opportunities to contribute to the county’s overall economic well-being.  

 Significance 

Human behavior, including the use of effective entrepreneurial behaviors, is 

guided by beliefs about the likely consequences of behavior, the normative expectations 

of others, and the presence of control factors that may facilitate or impede performance 
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(Aizen, 2011).  Better understanding of the factors that Hispanic business owners 

consider when intending to engage in a variety of entrepreneurial behaviors will help 

trainers design learning experiences with these factors in mind (UNCTAD, 2004).   

Removing barriers to what business owners perceive to be negative, as well as 

positive results of possibly engaging in certain promoted entrepreneurial behaviors, will 

help policy makers and regulators better design effective policies and regulations 

(Rothschild, 2000).  Increasing our understanding of who greatly influences beliefs about 

engaging in specific entrepreneurial behaviors will help leaders know how to target 

intervention messages and who to involve in business management discussions 

(Rothschild, 2000).    

According to Granier’s (2006) qualitative analysis involving 13 interviews with 

Hispanic business owners, factors that affect business success include active involvement 

of local technical assistance providers; community activists; and financial service 

providers in Gainesville and Vidalia, Georgia; population growth and local 

demographics; availability of financial and technical services; and the geographic 

location of existing businesses. Thus, with the trend in Hispanic immigration growth and 

the increasing attention in entrepreneurship, South Carolina should continue experiencing 

an increase in successful Hispanic-owned businesses in the near future. 

Statement of the problem 

Since increasing educational and support opportunities for Hispanics, as well as 

other minorities, is a policy direction in South Carolina (South Carolina Department of 

Commerce Workforce Division, 2009a,b) having greater understanding of beliefs 
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regarding the use of effective business practices will make a significant contribution to 

better targeted education, policy and regulatory improvements. In addition, in order for 

an economy to prosper, it has to have successful business activity (UNCTAD, 2010) from 

all groups within the population.  Otherwise, poverty continues to flourish.   

For entrepreneurs to run a successful business, they have to intend to behave in 

ways that they perceive will lead to business success (Aizen, 1991).  For policy makers 

and community leaders to support business start-ups appropriately, they have to see that 

such businesses make a difference.   

For an economic difference to occur, nascent and existing entrepreneurs, 

including Hispanic entrepreneurs, need support and training that are culturally 

appropriate so that Hispanics’ contributions to the region’s economy can truly prosper.  

Appropriate educational experiences, policies, and regulations need to foster 

entrepreneurship among Hispanics (Rothchild, 1999).  This study should inform such 

efforts.   

 Purpose of this study 

The purpose of this study was to determine what attitudinal, normative, and 

control beliefs most significantly predicted Hispanic business owners’ intentions to 

engage in 13 entrepreneurial behaviors.  The Theory of Planned Behavior (TPB) was 

used to conceptualize the directions of this study.  

 Study questions 

The study’s primary research questions were as follows. 
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Q1. What attitudinal, normative, and perceived behavioral control factors are 

significantly associated with selected Hispanic/Latino entrepreneurs’ behavioral 

intentions and provide the strongest statistical power to predict entrepreneurial 

intentions?   

Q2. What outcomes do owners perceive are associated with specified 

entrepreneurial behaviors?   

Q3. Who are the referents that owners most identify with and which of these 

referents are significantly associated with positive normative beliefs? 

Q4.  What circumstances would make it more likely that business owners would 

engage in specified entrepreneurial behaviors? 

Q5.  In what ways do selected psychological, demographic, socio-economic and 

cultural factors modify Hispanic business owners’ attitudinal, normative and behavioral 

control beliefs regarding the use 13 entrepreneurial practices?    

Summary 

Chapter One reviewed the importance of understanding the factors that motivate 

Hispanic entrepreneurs to behave in ways that they feel lead to positive business results.  

In the next chapter, the theory of planned behavior provides the conceptual base to 

identify the study’s key factors that past research has found shape intended 

entrepreneurial behavior.   
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 CHAPTER TWO 

 THEORETICAL FRAMEWORK AND LITERATURE REVIEW 

Government, community leaders, and private industry spend considerable 

resources promoting  entrepreneurship.  Such is the case in South Carolina. People are 

encouraged to start businesses (South Carolina Department of Commerce Workforce 

Division, 2009a,b; Ten at the Top, 2010), and are encouraged to provide capital to those 

that do.   

Minorities are a particular target audience in South Carolina (Clayton & Morgan, 

2009; South Carolina Department of Commerce Workforce Division, 2009a,b). Thus, it 

is thought that entrepreneurship can be learned, entrepreneurial behaviors can be changed 

and improved, that there are behaviors that best promote entrepreneurship, and that 

communities can grow the economy through business start-ups and business management 

improvement.   

Residents, including minorities, are asked to consider changing jobs, becoming 

entrepreneurial, and managing their business.  Much of the U.S.’s current 

entrepreneurship policy, education, and regulatory processes assume entrepreneurial 

behavior change is possible.  It is assumed that small business ownership can be 

promoted by using the right intervention strategy depending on the environmental context 

and people’s resistance or willingness to start and grow businesses (Rothchild, 1999). 

This study draws on the theory of planned behavior (TPB) to identify important 

factors to examine in studying Hispanic business owners in Greenville County, South 

Carolina.  The theory of reasoned action (TRA) (Aizen & Fishbein, 1980; Fishbein & 
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Aizen, 1975) and its extension, the Theory of Planned Behavior (TPB) (Aizen & 

Madden, 1986; Aizen, 1985, 1991, 2002a) are the most known and widely adopted 

theories used to model the influence of motivations and intentions on behavior, both 

planned and actual (Richetin, Perugini, Adjali, & Hurling, 2008).  

In this Chapter, the Theory of Planned Behavior was used as the conceptual 

framework to highlight literature that explained the factors affecting an entrepreneur’s 

intended behaviors.  A systematic review was conducted of the English-language and 

Spanish-language literature to examine socio-demographics, motivations, attitudes, and 

beliefs of Hispanic entrepreneurs regarding entrepreneurial behaviors in the United States 

and Latin America within the theoretical framework of the Theory of Planned Behavior.  

The following keywords were used in different combinations to search for 

relevant research studies: entrepreneurial behaviors, entrepreneurial motivation, 

entrepreneurial attitudes, Hispanic entrepreneurs, minorities’ entrepreneurship, Theory of 

Planned Behavior, Theory of Reasoned Action, and Hispanic business owners, and 

business success. Both quantitative and qualitative studies were reviewed. The inclusion 

criteria were studies of socio-demographic and cultural factors influencing 

entrepreneurial behaviors among Hispanic entrepreneurs/business owners in the U.S. and 

particularly in the Southern region. 

The Theory of Planned Behavior and related studies 

TPB is designed to predict human behavior in a given context (Aizen, 1991).  

TPB research has predicted everything from whether or not a person is apt to speed, get 

screened for cancer, smoke, buy locally grown produce, engage in e-commerce, web 
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discussions, and engage in socially unacceptable behaviors, as well as use effective 

entrepreneurship practices.  (See Armitage and Conner (2001), Godin and Kok (1996), 

Rivis, Sheeran, & Armitage (2009), and Aizen (2012) for an analysis of major studies 

and what behaviors were examined.) 

Intentions 

Individuals are likely to perform a specific type of behavior, in our case 

entrepreneurial behaviors, if they intend to do so. Intentions to behave in certain ways are 

affected by three things: (1) their beliefs that a behavior(s) will result in particular valued 

outcomes, (2) beliefs about what significant referents (e.g. family, relatives, friends, and 

co-workers) would want them to do relative to the behavior specified, and (3) beliefs 

regarding how much control they have to behave as specified (Aizen, 1985, 1991; Lam & 

Hsu, 2006). 

Behavioral intentions is a central construct in TPB and is defined as how likely it 

is that one will undertake a particular behavior or set of behaviors. Intentions summarize 

the motivational factors that influence the performance of behaviors (Webb & Sherren, 

2005; Aizen, 1991) and indicate how hard a person is willing to try to behave in the way 

specified.  What one says they want to do, will do, and should do are three different 

aspects of intention (Hurtz & Williams, 2009).  Behavioral intention is considered an 

immediate antecedent of actual behavior. 

The literature notes several dimensions to intentions to do things (Tubbs & 

Ekeberg, 1991).  Fishbein and Stasson (1990) distinquished between desires and self-

predictions.  Desires are what the individual wants to do, while self-predictions are what 
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the individual believes they will actually do in the future (self-prediction) (Hurtz & 

Williams, 2009).  The third dimension defined in the literature is what the person thinks 

they should do in a particular situation based on the sense of responsibility and/or felt 

obligations (Hurtz & Williams, 2009).  Therefore, there is a distinction made by some 

researchers between what a person says they want to do, probably will do, and thinks 

they should do. Thus, the cognitive and affective processes behind intentions to behave 

are multidimensional and fairly complex.    

While intended and actual behaviors are different, intended behavior is used by 

researchers as the best predictor of behavior (Aizen, 1985, 1991; Lam & Hsu, 2004; 

Rivis, Sheeran, & Armitage, 2009). Aizen found that the stronger a person’s intention to 

behave in a certain way, the more likely the person will perform in that way (Aizen, 

1991).  A meta-analysis of research studies since Aizen’s theory was first introduced 

confirmed his hypothesis (Rivis, Sheeran, & Armitage, 2009). 

In TPB, intention is based on three things: attitudes a person has about the 

behavior, subjective norms, and perceived behavioral controls.  The nature and strength 

of intention is predictable by examining these three factors (Figure 2.1). 
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Figure 2.1 Aizen's Theory of Planned of Behavior  

 

 
 

Source: Aizen, I. (2006). Used with permission. 

Attitudes 

An attitude is an individual’s overall evaluation of a specific behavior (Aizen, 

1991, 2006).  Two major factors predict how attitude is formed and affects the strength of 

behavioral intention.  First, beliefs about the consequences of engaging in a certain 

behavior help shape behavioral intentions (i.e. what will result if I do something).  

Second, attitude is a person’s corresponding favorable or unfavorable judgments about 

the possible consequences of the behavior (i.e. Will it be good or bad if I act?  Will it be 

pleasant or unpleasant?) (Aizen,1991; Aizen & Fishbein,1980). Therefore, understanding 

what a person believes to be the result (positive and negative) about behaving in specific 

ways, combined with the positive or negative strength of an attitude’s effect on intention 

and action helps indicate the likelihood of actually behaving in the manner specified. 

Aizen (2005) also defined attitude as a disposition to respond to an object, event, 

person, or institution. An attitude towards a behavior, taking risks, such as is the degree 

to which taking risks positively or negatively valued (Aizen, 2011).  For example, 
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Hispanic business owners make positive or negative evaluations about the use of a 

particular entrepreneurial behavior (Hurtz & Williams, 2009).     

A person may value positively or negatively the use of certain entrepreneurial 

behaviors based on their behavioral beliefs (Hurtz & William, 2009).  Behavioral beliefs 

are also linked to the outcomes they think will occur, if they act in certain ways (Aizen, 

2011).  This is the “expectancy” dimension of an attitude.  Attitudes can be expressed in 

thoughts, feelings and expressions of behavioral intentions to, for example, start and 

operate a business (Aizen, 2005; Robinson, Stimpson, Huefner, & Hunt, 1991;  Van 

Wyk, Boshoff, & Bester, 2003) 

Behavioral beliefs shape attitudes in TPB.  Business owners make a subjective 

evaluation of the probability that engaging in certain business behaviors will produce a 

given prized outcome.  While business owners may have many behavioral beliefs relative 

to any particular entrepreneurial behavior, TPB indicates that only a relative few are 

accessed at a given moment (Hurtz & Williams, 2009).   

It is the beliefs that are accessed at a given moment, combined with a person’s 

values of the expected outcomes that determine the prevailing attitude toward the 

behavior in question.  Furthermore, “the evaluation of each outcome contributes to the 

attitude in direct proportion to the person’s subjective probability that the behavior will 

produce the outcome in question” (Aizen, 2011). 

Attitudes that are accessed are heavily utility-based (Hurtz & Williams, 2009).  If 

a specific behavior is positively valued and if one believes that behaving that way will 

produce the outcomes desired, one is apt to behave that way.  The training and 
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development literature indicates that these expectancy-value perceptions have a 

significant relationship to a person’s motivation to be trained and to modify 

entrepreneurial behavior (Birdi et al., 1997; Clark, Dobbins, & Ladd, 1993; Maurer & 

Palmer, 1999; Maurer & Tarulli, 1994; Noe & Wilk, 1993; Tharenou, 2001).  

Researchers have captured the utility dimension of attitudes by asking how useful 

respondents think a particular behavior will be to accomplish specific on-the-job tasks.   

Many of the studies on attitudes and motivations do not distinguish the concepts 

and lack a compelling theoretical framework. Thus, using TPB as a framework, allows 

for greater precision in sorting out the different types of motivations that are at work and 

how they are related to the intention to behave and actual performance.  Taking risks 

congers up different attitudes than, for example, persisting to overcome obstacles and 

challenges.  Below, a few of the key studies are reviewed. These studies do not 

necessarily use TPB as their conceptual framework, so scale items may switch from what 

one would normally find under TPB’s behavioral beliefs, subjective norms, or behavioral 

controls.   

Attitudinal beliefs highlighted in prior studies  

There are many studies related to attitudes regarding achievement and 

achievement behaviors and their link to behavioral intentions, actual performance, and 

business success.  When people valued achieving their goals they tended to create 

situations that satisfy this need and engaged in activities that have a high degree of 

individual responsibility for outcomes, require individual skill and effort, and have a 

moderate degree of risk (Cassidy & Lynn, 1989; Collins, Hanges, & Locke, 2004; Hart, 
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Stasson, Fulcher, & Mahoney, 2008; McClelland, 1961). Achievement related attitudes 

also contributed to the entrepreneur’s inclination to engage in risk-taking behavior, and 

tend to believe strongly that people can take their fate in their own hands, which in the 

literature are described as self-efficacy (Beugelsdijk & Noorderhaven, 2004).   

Studies on achievement motivations had highlighted additional behavioral beliefs 

that appear strong in entrepreneurs.  The belief that people need to take personal 

responsibility for the decisions made and that hard work are needed to achieve one’s 

goals are two strong beliefs.  Also, the belief that it is good to get immediate feedback on 

the decisions made and that repetitive or routine work is boring and not a good use of 

time or talent were also found to be present in effective entrepreneurs  (McClelland, 

1961, 1965, 2003).    

One study conducted with 56 owners of pharmaceutical retail outlets in Addis 

Ababa, Ethiopia, explored the relationship between attitudes regarding achievement and 

innovation, and business success (Gebremeskel, 2009). Respondents were asked to rate 

(on a scale of good to bad) their business compared to their perception of other similar 

businesses’ performance. The study found a moderate relationship between 

entrepreneurial attitude and business success, although the reported probability level was 

not significant below the .05 level (r = 0.24, p = 0.088). Their findings suggested that the 

stronger the overall entrepreneurial attitude, the better the entrepreneur was in achieving 

success in their business (Gebremeskel, 2009). The overall attitudes identified were a 

desire to achieve and innovate. 
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Cassidy and Lynn (1989) argued that there are seven underlying factors which 

reinforce individuals’ achievement strivings. The individual’s desire to work hard, to 

attain a personally defined standard of excellence, to climb a socially acceptable ladder of 

success, and  their desire to compete with and outperform others were examined.  Their 

desire to accumulate money and material wealth, their desire to solve difficult, 

challenging problems, and their perception that they are confident in their ability to solve 

such problems were also examined (Cassidy & Lynn, 1989; Hart, Stasson, Fulcher, & 

Mahoney, 2008).    

Despite the reasonable reliability of Cassidy and Lynn’s measurement of the 

motives behind a person’s desire to achieve, their scale’s underlying factor structure 

remains unclear (Hart, Stasson, Fulcher, & Mahoney, 2008).  They were not using a TPB 

framework which may have helped clarify scale items.   

Three of the factors proposed by Cassidy and Lynn (1989) were studied before by 

Spence and Helmreich (1983). These factors were the presence of a strong work ethic, a 

perception of one’s ability to master the tasks involved in operating a successful business, 

and being fairly competitive for market share. These findings appear to be a combination 

of attitudes about behavior, subjective norms, and perceived controls as defined in TPB. 

Similarly, another study conducted in India, suggested that a person’s desire to 

engage in business activities had at least five motivational dimensions (Vijaya & 

Kamalanabhan, 1998):  entrepreneurial, work, social, individual, and economic attitudes 

and beliefs about starting and operating a business.  The first dimension defined the 

business owner’s attitudes about risk, dependency, excellence, competence, and 
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providing financial support to others. The second dimension, the work core, included the 

strength of the desire to a) exploit one’s innate talent and potential in a profession, b) use 

one’s skills of decision-making and problem solving in a career, c) be creative and 

innovative in an endeavor, and d) the desire to achieve something that others usually do 

not.   

The third dimension, the social core included the desire to a) assume a leadership 

role where one had access to power and influence over others, b) attain high social status, 

and c) earn the respect of people.  The fourth dimension, the individual core, measured 

the entrepreneur’s preferred work style and lifestyle.  Finally, the economic core included 

the desire to: a) get over money shortages, b) make money to clear debts,  c) supplement 

the family income, d) make the family rich, e) get the best monetary returns for one’s 

talent, and f) ensure financial stability for his/her children.   

Chu, Benzing, and McGee (2007) studied the attitudes of 356 Ghanaian and 

Kenyan entrepreurs relative to owning their own business. These respondents believed 

that being a business owner would help them increase their income, create a job for 

themselves and for their family, allow them to be their own boss, prove to themselves and 

others that they could do it, and gain public recognition. These respondents believed that 

two entrepreneurial behaviors would lead to success: hard work and good customer 

service.   

Another study conducted with 139 Turkish entrepreneurs found three attitudes 

were associated with why they started their own business: they thought it would increase 

their income, help them obtain job security, and secure independence. They believed that 
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having good social skills and good customer service (i.e. behavioral intentions) were 

critical for their success (Benzing, Chu, & Kara, 2009).  

One aspect of judging whether or not to do something is judging what is apt to be 

the outcomes.  It appears that low-risk taking behavior is associated with business people 

thinking the outcomes will be less successful and may lead to business failure.  For 

example, a study of a random sample of 400 entrepreneurs and 540 non-entrepreneurs in 

Brazil found that failed entrepreneurs were significantly less risk-taking than successful 

entrepreneurs (Djankov, Qian, Roland, & Zhuravskaya, 2008) and Lussier (1995) found a 

large body of research confirming that risk taking was associated with business success. 

Business success as a major perceived outcome of entrepreneurial action 

As individuals evaluate whether or not they will behave in certain ways, they are 

evaluating possible outcomes and results of those actions.  When outcomes are perceived 

as positive, it is more likely to influence individuals’ intentions to behave.  A sense of 

what behaviors produce what outcomes and whether or not they are evaluated as positive 

and negative is developed as they operate a business and by what important individuals 

say.  

It is challenging to establish a causal link between what individual entrepreneurs 

do and concrete business outcomes (Grossmann, 2005).   Many scholars have used 

different measures of business success and there is no one set of business success criteria 

applied in the practice or research literatures. Two major approaches to examining 

business outcomes are measurement of entrepreneurs’ criteria for evaluating their own 
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success or failure, and other stakeholders’ use of qualitative and quantitative measures of 

business outcomes, success and failures.   

Often financial ratio data are used when researchers, government and community 

leaders measure success or failure (Lofstrom & Wang, 2007).  The amount of profit over 

expenses present when one examines the entire liabilities and assets available is what is 

meant by financial ratio data.  However, others have questioned using financial ratio data 

as a measure of success (Corman & Lussier, 1991).  

Financial ratio data tended to be a poor predictor of bankruptcy, among other 

things (El-Zayaty, 1986) and Storey (1989) suggested that other criteria, including 

qualitative measures, were just as significant predictors as were financial ratio data.  

While financial ratio data are used and important, perhaps because these type of data are 

easier to obtain, other quantitative and qualitative criteria are needed to determine 

success. 

Lussier (1995) reviewed the criteria used to measure success and failure of 

businesses.  He defined failure as a business that had gone into either Chapter 7 or 11 

because of their inability to pay their creditors.  Businesses that went out of business 

without a loss of creditors were not considered failures but rather discontinued 

businesses.  The standard used to judge profit was that the business met at least industry-

average profits (Lussier, 1995).  Lussier (1995) identified fifteen criteria frequently used 

(See Table 2.1).  His summary is useful in summarizing factors significantly associated 

with business success.  
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Additional quantitative measures of business performance effectiveness used by 

researchers and community leaders include business survival rates (Robb, 2002), sales 

volume, annual assets, and number of employees (Bosma, Van Praag, & De witt, 2000; 

Cheung & Chow, 2006); increases in gross revenue (Danes, Stafford, & Teik-Cheok Loy, 

2007). Otley (2002) suggested that business performance be measured by examining a 

combination of financial and non-financial indicators such as short-term profitability, the 

balance scorecard (i.e. income and assets beyond expenses), market share, rate of 

productivity, product leadership, personnel development, employee attitudes, public 

responsibilities, and the balance between short-range objectives and long-range 

objectives (Otley, 2002).  

Entrepreneurial training programs have also used various business success 

indicators to evaluate the effects of their training on changes in participants’ businesses.   

Friedrich and Freese (1990) measured the impacts of their entrepreneurship training 

program by examining increases in sales, profits, number of customers, and number of 

employees. The United Nations Conference on Trade And Development’s (UNCTAD) 

entrepreneurial capacity building program (Grossman, 2005) suggested measuring ‘hard 

impacts’ or performance changes achieved by entrepreneurs by evaluating changes in the 

number of employees, rate of inventory turnover, profit increases, output changes, 

investment increases, and increases in market share.   
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Table 2.1 Lussier’s (1995) Review of Business Success and Failure Factors  

1.Capital Businesses that start under-capitalized have a greater chance of failure than 

firms that start with adequate capital 

2.Record keeping and financial 

control 

Businesses that do not keep updated and accurate records and do not use 

adequate financial controls have a greater chance of failure than firms that do 

3.Industry Experience Businesses managed by people without prior industry experience have a 

greater chance of failure than firms managed by people with prior industry 

experience 

4.Management Experience Businesses managed by people without prior management experience have a 

greater chance of failure than firms that are managed by people with prior 

management experience 

5.Planning Businesses that do not develop specific business plans have a greater chance 

of failure than firms that do 

6.Professional Advisors Businesses that do not use professional advisors have a greater chance of 

failure than firms using professional advisors 

7. Education People without any college education who start a business have a greater 

chance of failure than people with one or more years of college education 

8. Staffing Businesses that cannot attract and retain quality employees have a greater 

chance of failure than firms that can 

9. Product/Service Timing Businesses that select products/services that are too new or too old have a 

greater chance of failure than firms that select products/services that are in 

the growth stage 

10.Economic Timing  Businesses that start during a recession have a greater chance of failure than 

firms that start during expansion periods 

11.Age Younger people who start a business have a greater chance of failure than 

older people starting a business do 

12Partners A business started by one person has a greater chance of failure than a firm 

started by more than one person 

13.Parents Business owners whose parents did not own a business have a greater chance 

of failure than owners whose parents did own a business 

14.Minority Minorities have a greater chance of failure than non-minorities 

15.Marketing  Business owners without marketing skills have a greater chance of failure 

than owners with marketing skills 

Source: adapted from Lussier, R. N. (1995).  
 

In addition to examining financial ratio data and other quantitative measures 

noted above, some researchers and evaluators have examined the criteria used by 

multiple stakeholders associated with entrepreneurs’ context.  In this approach, business 

effectiveness and success evaluations are socially constructed (for example Otley, 2002; 

Walker & Brown, 2004).  Stakeholders connected to a person’s business use different 

criteria.  The business owner’s view of success may be very different from how 

significant others view success. 
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Cheung and Chow (2006) studied success factors of young entrepreneurs in Hong 

Kong. They suggested four measurements are important in understanding business 

success. The first measure was how happy and involved the family was with the 

entrepreneur’s business activities. The second measure was the nature and extent of the 

contributions that the business made to society. The third measure was the ways the 

entrepreneurial activity contributed to the individual’s and community’s health and 

quality of  life, and the fourth was whether or not the entrepreneur had a balanced life and 

enjoyed life in general (Cheung & Chow, 2006). 

Walker and Brown (2004) found that entrepreneurs and community leaders 

judged business success using both financial and non-financial lifestyle criteria, with the 

latter being more important.  They surveyed 290 small business owner-managers in 

Western Australia.  Personal satisfaction and achievement, pride in the job, and a flexible 

lifestyle were generally valued higher than wealth creation by a significant group of 

entrepreneurs (Walker & Brown, 2004). 

Understanding what entrepreneurs perceive as business success and the factors 

that affect this success, may help program managers and community leaders better target 

their interventions aimed at stimulating successful businesses by appealing to and 

addressing goals that are meaningful to the individuals as well as the community. For 

policy makers, understanding how entrepreneurs define business success may enhance 

the development of policies that foster more small business development within the 

community and provide individuals with better support. 
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For the purpose of this research, entrepreneurs’ evaluation of business success 

was linked to each intended entrepreneurial behavior examined.  In TPB, perceived result 

is part of the attitudinal dimension of intended behavior.  Specifically, one dimension of 

behavioral beliefs that was examined was perceived results.  People were asked if they 

engaged in a specific behavior (for example, take risks), and what they thought the result 

(positive and negative) would be.  They were also asked whether or not the result 

identified was good or bad (value assessment). 

The study also drew largely from the work of Walker and Brown (2004), and 

Lussier (1995) to formulate a few measures to examine business success.  The criteria 

used were a mixture of financial and non-financial indicators. (See Chapter Three for 

details.)   

Subjective norms 

The second major factor that shapes intended behavior is subjective norms, a 

person’s estimate of the social pressure on him/her to engage or not engage in the target 

behavior(s) (Aizen, 1991, 2006, 2011).  Two determinates of subject norms are usually 

examined by researchers:1) the person’s estimate of how other people significant to them 

would like him/her to behave (identified by Aizen (2011) as normative beliefs), and 2) 

the motivation to comply with what they think these significant others’ opinions are 

(motivation to comply) (Aizen, 1991; Aizen & Fishbein, 1980). 

In this study,  the researcher was most interested in what social pressures Hispanic 

business owners felt worked for or against doing each of the entrepreneurial behaviors 

listed in the survey and which are defined in a subsequent section of this review.   
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In TPB, social pressures are defined  as what a person thinks significant others 

expect them to do or not do relative to the specified behavior.  The strength of each 

normative belief is weighted by the person’s perceived willingness to comply with what 

signficant others think the person should do or not do (Aizen, 2006, 2009, 1991).  It is 

hypothesized that the willingness to comply with each signficant person contributes to the 

subjective norm in direct proportion to the person’s subjective probability that the 

referent thinks the person should perform the behavior in question (Aizen, 2006; Aizen, 

1991). In other words, a Hispanic business owners intentions to, for example, learn new 

business knowledge and skills is greatly affected by whether or not significant others, 

such as family, friends, respected colleagues or business associates, or respected 

community leaders, think they should learn new business knowledge and skills (Chang, 

Kellermanns, & Chrisman, 2007).   

Prior studies related to entrepreneurial subjective norms  

In Chang, Kellermanns, and Chrisman’s (2007) study of Hispanics’ planned 

entrepreneurial behaviors, the authors found that, in minorities communities, the 

subjective norms toward entrepreneurship significantly predicted entrepreneurial 

intentions. This finding suggested that community norms may be important primarily 

among members of close-knit ethnic groups. This may be because members of minority 

groups may be disadvantaged relative to the majority population (i.e. language barriers, 

cultural barriers); thus, they tend to depend more upon the goodwill of their neighbors 

and, consequently, are more sensitive to the norms that prevail in the minority 

community. 
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A rather large body of research supports the influence of subjective norm 

perceptions on behavioral intentions (Hurtz & Williams, 2009).  In addition, the training 

and development literature has linked subjective norms and related constructs, such as 

support from referent individuals, to training participation and motivation to enhance 

competencies (Birdi et al., 1997; Fishbein & Stasson, 1990; Maurer & Palmer, 1999; Noe 

& Schmitt, 1986; Noe & Wilk, 1993; Tharenou, 2001). 

Family members as important referents in shaping norms 

Significant people in both work and non-work contexts have a likely influence on 

one’s desire to develop work-related knowledge and skills (Hurtz & Williams, 2009).  

Family members, for example, may encourage an individual to not take risks to facilitate 

maintaining personal or family goals (e.g. financial worth) or may discourage activities, 

if they think they are interfering with family activities or functions (Garofano & Sales, 

2005).   

Support from family members can enhance entrepreneurs’ motivation and 

determination to build successful firms (Cliff & Jennings, 2005; Davies-Netzley, 1999). 

Family members provide various kinds of support.  It can be emotional, financial, 

educational, and/or managerial (Raijman, 2001). Oftentimes, evidence of support is found 

in the amount of influence family members have over the business and the amount of 

involvement family members have in establishing and managing the business. When a 

family member(s) is involved in the business they become a significant referent which 

affects normative beliefs and subjective norms relative to certain intended entrepreneurial 

behaviors (Cliff & Jennings, 2005; Davies-Netzley, 1999).  



28 

 

Family members are a potential source of information. They provide 

complementary resources, managerial capabilities, their own personal networks, funds, 

and guarantees. Family can provide an incentive for reinvestment, generate legitimacy for 

the business among their own personal networks, and provide a strong incentive to 

manage the business successfully, when the business serves in some way the interests of 

the family (Cuervo, 2005). 

A family’s involvement in a business varies in many ways including in the extent 

and quality of business ownership, governance, and management involvement. Recently, 

studies have explored the various ways in which family members are involved in an 

attempt to establish a scholarly definition of a family business and to distinguish how 

family businesses are different from other types (Cliff & Jennings, 2005; Klein, 

Astrachan, & Smyrnios, 2005).  

Klein, Astrachan, and Smyrnios’s (2005) proposed that the extent of family 

influence, as well as all the various ways in which the family is involved in business 

activities of one or more of its members, could be explored using three domains of 

influence: Power, Experience, and Culture.  The authors used a random sample of 10,000 

company CEOs in Germany in their study.   

They defined power as the dominance that family members had over the control 

of business activities (Klein, Astrachan, & Smyrnios, 2005). Their power scale measured 

the proportion of shares, the percentage of top management positions, and the proportion 

of board seats held by the family. The experience domain referred to the summed 

experience that the family brought to the business and was operationalized by identifying 



29 

 

the generation in charge of management and ownership. The culture domain referred to 

values and commitments that family members said they had relative to owning and 

operating a family business (Cliff & Jennings, 2005; Klein, Astrachan, & Smyrnios, 

2005).  

Other authors have provided suggestions about how family resources affect an 

entrepreneur’s business success and may shape entrepreneurial intentions. These 

resources may include family members’ previous experiences in starting and managing a 

business  (Gadar & Yunus, 2009) the leadership, financial, and management 

characteristics of family members (Djankov, et al.2008); the financial capital available 

through the family, knowledge about business practice, and experience in starting and 

managing businesses  (Davies-Netzley, 1999). 

In a qualitative study conducted by Davies-Netzley (1999) with 22 Latina and 67 

white women entrepreneurs in the U.S., family influence was an important factor 

affecting Latina women entrepreneurs’ decision to enter into business (Davies-Netzley, 

1999). The Latina entrepreneurs in the Davies-Netzley study were more affluent than 

most other Latino families in the United States (i.e. middle-class homes, had a high-

school diploma, and were able to accumulate the capital necessary to start their own 

business). The findings showed that a higher percentage of Latinas than other ethnic 

groups used family sources to secure capital for their business start-up, and some of these 

women used family members as employees.  

Gadar and Yunus (2009) examined what were the most important factors that 

motivated women entrepreneurs and the correlation between entrepreneurial incomes and 
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their personal profiles. One of their findings was that family background might affect 

women’s decision to start up a business.  Forty six percent of the women entrepreneurs’ 

studied inherited the family business and 54 percent did not. This factor explained 2.6% 

of the variance and had an eigenvalue equal to 1.665. 

In Djankov, Qian, Roland, and Zhuravskaya’s (2008) study, the authors found 

that having family members who were knowledgeable and experienced in business 

efforts had the strongest influence on individuals’ motivation to become an entrepreneur. 

However, success as an entrepreneur was determined primarily by the individual’s 

characteristics (for example, how knowledgeable the individual was). Their findings 

suggest family networks play an important role in the decision to become an entrepreneur 

but do not necessarily guarantee success in the venture (Djankov, Qian, Roland, & 

Zhuravskaya, 2008). 

Other authors also have found similar results regarding the effect of close family 

networks and business success. Bosma, Van Praag, and De Witt (2000) studied the 

determinants of successful entrepreneurship in the Netherlands. The authors used the 

EIM firm founders survey, a large Dutch data panel consisting of 2,000 people who were 

starting up their business in 1994. The researchers asked for detailed information about 

each entrepreneur, their environment and their strategies. In 2005, 1,100 respondents 

from the 2004 survey were contacted again to provide information on their achievements 

annually. Business success was measured by the profits of the firm, employment created, 

and the survival period of the firm (Bosma, Van Praag, & De Witt, 2000). 
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Bosma et al. (2000) found that the emotional support of the spouse appeared 

important to the profit and survival of the business. Entrepreneurs that had this support 

made about 80% more profit than their counterparts that had to do without this support, 

and raised the expected survival time of the business by around 50%. However, rather 

contradictory to conventional wisdom, the authors also found that getting help and 

feedback from self-employed members of the family was negatively associated with the 

amount of profits experienced.  Entrepreneurs that got feedback from self-employed 

family members earned about a third of the profits made by their counterparts. 

Given the current literature, it appears that for Hispanic entrepreneurs, as well as 

other cultural groups, family, spouses, and friends may be important significant referents 

that entrepreneurs used to shape their subjective norms, which in turn shape behavioral 

intention. 

Perceived behavioral control 

A third major determinate of intention to behave is perceived behavioral control, 

which is a person’s perception of the ease or difficulty in behaving in the targeted way 

(Aizen, 1991; Huchting, Lac, & LaBrie, 2008).  Two predictors of perceived behavioral 

control are often examined. First, an individual’s personal assessment of the presence or 

absence of facilitators and inhibitors of the behavior (e.g. time, money and skills) referred 

to as control beliefs.   The second predictor is perceived power, which is a personal 

evaluation of the impact of facilitator and inhibitor factors in facilitating or impeding a 

specific behavior (Aizen, 1991; Huchting et al., 2008; Lam & Hsu, 2006). 
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 The inclusion of behavioral control within the Theory of Planned Behavior was 

found to significantly improve the models’ predictive ability of human behaviors in a 

variety of settings (Aizen & Driver, 1991; Han, Hsu, & Sheu, 2010; Oh & Hsu, 2001), 

particularly since subjective norms have been a weaker predictor of intention in current 

research results.  

Perceived behavioral controls can be an accurate or inaccurate reflection of actual 

behavioral controls. One can misjudge the presence of inhibitors and facilitators and they 

they have less control to do what they desire to do and is actually present.  One can 

assume they have less personal power to effect positive change in their business than they 

actually could have.  Perceived behavior control along with intention are used in TPB to 

predict behavior and outcomes (Aizen, 1991,2006,2009).    

Three factors studied as behavioral control beliefs in previous studies 

Previous research has examined three different factors when studying behavioral 

control beliefs: locus of control, self-efficacy, and the facilitators and inhibitors of action 

needed to be successful.  Each are briefly reviewed. 

Difference between perceived behavioral control and locus of control. When a 

person determines the amount of influence another person(s), event(s), or they personally 

have on their ability to engage in certain behaviors (Colquitt et al., 2000), it is considered 

locus of control.  A construct originally developed by Rotter (1954), locus of control 

measures the degree to which people think consequences are derived from their own 

actions.  People with higher degrees of locus of control have been associated significantly 

with higher levels of the need for achievement and low outer-directedness (Rotter, 1975, 
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1966, 1954).  Weiner’s (1980) studies found peoples’ locus of control were attributed 

four causes, two of which were internal locus of control and two external other control: 

ability (an internal stable cause), effort (an internal unstable cause), task difficulty (an 

external stable cause) or luck/chance (an external, unstable cause).  

Aizen (2002a) distinguished between locus of control and perceived behavioral 

control within his theory of planned behavior.  His concept of perceived behavioral 

control refers to people’s belief that they are capable of performing a given behavior, 

whereas locus of control is considered a ‘generalized belief that events in one’s life are 

caused by internal factors (ability, motivation, etc.) as opposed to external factors 

(chance, other people, nature etc.)’ (Aizen, 2012).   

Entrepreneurial specific locus of control, in Aizen’s discussion has to do with a 

broad range of behaviors and events, not control over performance of a particular 

behavior.  He does not equate internal control with high perceived behavioral control, nor 

is external control equated with low perceived behavioral control.  If an individual said 

they lacked ability, Aizen would consider this an internal causal factor, but it would 

produce a sense of low perceived behavioral control.  Moreover, in a similar fashion, 

performance of a particular entrepreneurial behavior may depend on the cooperation of 

others (such as employees, an external factor), but the respondent might believe that they 

nevertheless have high behavioral control because they are confident of obtaining the 

needed cooperation from others (Aizen, 2012).  Thus, perceived behavioral control is the 

focus of this study, not locus of control per se. 
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Self-efficacy. Another factor studied as a sub-set of behavioral control beliefs is 

Bandura’s (1986) self-efficacy construct and refers to the confidence that a person has 

that they have the capacity to behave and to overcome any obstacles that may be 

encountered if he/she desires.  Aizen calls self-efficacy “capacity” in his theory of 

Planned Behavior (Aizen, 2011). Confidence in one’s ability to start a new business 

increases entrepreneurial alertness and, therefore, leads to the creation of more new 

businesses (Verheul, Uhlaner, & Thurik, 2003). In addition, Maurer and Tarulli (1994) 

discovered that a person’s confidence in their ability to improve their career-related work 

skills was significantly related to their intentions to engage in employment-related 

training activities.   

Entrepreneurship self-efficacy is an individual’s confidence in performing a 

specific task important for entrepreneurship (Chowdhury & Endres, 2009). Self-efficacy 

has been proposed to be important for the entrepreneurial process because of the 

ambiguous situations faced by the entrepreneur (Shane & Lockea, 2003).   

Believing in one’s ability to access and create the necessary personal resources 

and use necessary competencies to attain a certain level of achievement in managing a 

business is very important (Bandura, 1997). Such belief is also linked to initiating and 

persisting at behavior under uncertainty, setting higher goals, and reducing threat-rigidity 

and learned helplessness (Bandura 1986), and to nurturing entrepreneurial motivation 

among prospective entrepreneurs (Chowdhury & Endres, 2009).  

Sequeira, Mueller, and McGee (2007) studied a sample of 308 individuals from 

varying racial and ethnic backgrounds who were actively engaged in nascent 
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entrepreneurial behavior to determine the extent to which social network ties and 

entrepreneurial self-fficacy affected the development of entrepreneurial intentions and 

nascent behavior. The authors found that individuals with high self-efficacy were also 

more likely to engage in observable nascent behavior such as writing a business plan or 

saving money to invest in a business.  

Self-efficacy influences individuals’ choices of activities and performance.  Zhao, 

Seibert, and Hills (2005) found that self-efficacy and the belief they could succeed in an 

entrepreneurial role affected the choice of becoming entrepreneurs in 265 master of 

business administration students (β=.49, p <.01). The study also found self-efficacy could 

mediate risk propensity in entrepreneurial intentions.  Individuals who reported higher 

propensity to take risk judged themselves to be more capable of performing 

entrepreneurial tasks (Zhao, Seibert, & Hills, 2005). 

Baughn, Cao, My-Le, Lim, and Neupert (2006) examined normative, social, and 

cognitive factors related to the interest in becoming an entrepreneur, using a sample of 

782 business students in China, Vietnam, and the Philippines. In their study, normative 

issues included the extent to which a country’s culture, values, and norms support 

entrepreneurial activity. The social dimension included the interpersonal connections and 

social support available to the nascent entrepreneur, constituting needed social capital.  

The cognitive issues included the knowledge and skills involved in establishing 

and operating a new business. Essentially, they explored self-efficacy as the major 

cognitive factor affecting entrepreneurial behavior (Baughn, Cao, My-Le, Lim, & 



36 

 

Neupert, 2006). Their findings showed different levels of self-efficacy between male and 

females participants in the study. Women tended to score lower than men did. 

Inhibitors and facilitators of desired action. A third perspective on control that 

has been studied using TPB is the presence or absence of facilitiating and inhibiting 

factors such as time and resources that would allow or prohibit behavior. Related to this 

notion would be the availability, or lack thereof, of entrepreneurship development 

opportunities.  If a community or region does not offer small business development 

training opportunities fairly close to where the entrepreneur lives, then enterprenerus’ 

willingness to learn new things may be hampered.   

Skinnar and Young (2008) examined Hispanic entrepreneurs in the Las Vegas 

Metropolitan Area.  There are some indications of the presence or absence of facilitators 

and inhibitors found in their study.  The authors identified several “push” factors and 

“pull” factors in entrepreneurs’ decision to start a business.   

The push factors included factors that entrepreneurs thought blocked 

opportunities to pursue wage and salary employment in the primary job market such as 

low prospective returns in wage/salary work, discrimination, language barriers, 

incompatible education or training, and blocked promotional paths. On the other hand, 

“pull” factors included entrepreneurs’ perceived personal independence, human capital, 

ethnic enclave support, individual characteristics, and role models present.  They also 

examined marital status, age, U.S. tenure, gender, and education’s effects on business 

ownership.  
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The results showed that pull factors were more important than push factors in the 

decision to own a business among Hispanics. Some of the pull factors mentioned most 

frequently included always wanted a business, had the relevant skills, wanted to make 

more money, the opportunity presented itself, and offers a better quality of life among 

others (Skinnar & Young, 2008).  Again, this study did not use TPB for its conceptual 

framework so their scale items were a combination of behavioral beliefs, subjective 

norms, and perceived behavioral controls. 

The prediction of behavior based on stated intentions 

In the TPB, attitudes, subjective norms, and perceived behavioral controls are the 

critical components of one’s motivations (Aizen, 1991, 2009, 2011).  In combination, 

attitudes, subjective norms, and perceived behavioral controls form behavioral intention.  

Hypothetically, the more favorable the attitude and subjective norm, and the greater the 

perceived control, the stronger should be the person’s intention to perform the behavior in 

question (Aizen, 2011). 

  Given a sufficient degree of actual control over the behavior, people are 

expected to carry out their intentions when the opportunity arises (Rivis, Sheeran, & 

Armitage, 2009). When the sample is large enough, path analysis within structural 

equation modeling is used to analyze results. The strength of each belief is aggregately 

weighted by the evaluation of the outcome (behavioral beliefs), motivation to comply 

with the salient referents’ opinions (normative beliefs), and perceived outcome of the 

control factor (behavioral control beliefs), respectively (Kim & Han, 2010; Fishbein, & 
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Aizen, 2009).  Various forms of regression analysis have also been used, particularly on 

lower N samples. 

One study tested the major components of the full model implied by Aizen’s 

theory of planned behavior (Chang, Kellermanns, & Chrisman, 2007). The study used a 

sample of 383 Hispanic nascent entrepreneurs who participated of a Small Business 

Management course designed for Hispanic entrepreneurs and administered by a Small 

Business Development Center (SBDC) in a New England state, from which only 86 

responses were received.  

Chang, Kellermanns, and Chrisman (2007) study found that the TPB is a useful 

approach for studying entrepreneurship in ethnic communities. Their findings showed 

that perceptions are related to entrepreneurial intentions, but not venture creation. The 

findings suggested that the model underlying the theory of planned behavior was useful 

for predicting entrepreneurial behavior and appeared to be sufficiently robust to assist in 

better understanding how contextual factors might influence entrepreneurial decisions. 

Meta-analyses on strength of TPB variables to predict intentions 

In two major meta-analyses of the use and results of application of the TPB to a 

wide variety of behavioral studies, including changes in entrepreneurship behavior, it was 

found that attitude, subjective norm, and planned behavioral control explained between 

39% (in a study of 185 research studies done by Armitage and Conner, 2001) and 42% 

(in a study of 76 research studies done by Godin and Kok, 1996 ) of the variance level in 

intention.  In addition, intention and planned behavioral control explained 29% (Armitage 

& Conner, 2001) and 34% (Godin & Kok, 1996) of the variance levels in actual behavior 
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(Armitage & Conner, 2001; Godin & Kok, 1996, Trafimow, Sheeran, Conner, & Finlay, 

2002).   

While these variances were statistically significant, to increase the sufficiency of 

the model’s ability to predict certain types of behavior, researchers have added additional 

factors.  Among the added factors were  measures of self-identity (Sparks & Shepherd, 

1992; Armitage & Conner, 1999a, 1999b); personal, descriptive, or moral norms held 

(Beck & Aizen, 1991; Rivis & Sheeran, 2004; Harland, Staats, & Wilke, 1999; Trafimow 

& Finlay, 1996); personality traits (Courneya, Bobick, & Schinke, 1999); level of trying 

(Mathur, 1998); anticipated regret (Sheeran & Orbell, 1999); and past behavior (Bagozzi, 

1981).  

Entrepreneurship 

Entrepreneurship defined 

Scholars in the field of entrepreneurship studies have not reached a consensus on 

a definition of the term (Audretsch, 2002; Cunningham & Lischeron, 1991; Godin, 

Clemens, & Veldhuis, 2008), even though they have been analyzing it for over 20 years. 

Several authors have proposed different approaches to define entrepreneurship.  Wortman 

(1987) proposed a distinction between individual entrepreneurship and corporate 

entrepreneurship. Carland et al. (1984) made distinctions between entrepreneurs and 

small business owners. Additionally, Cunningham & Lischeron (1991) examined 

different schools of thoughts and their unique viewpoints on what an entrepreneurs 

should do. 
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One group of researchers viewed entrepreneurship as a mixture of individual and 

environmental factors (Martin & Osberg, 2007; Verheul, Wennekers, Audretsch, & 

Thurik, 2001).  They defined entrepreneurship as a combination of the creation of 

opportunities by community and business leaders and an individual’s characteristics, 

abilities, and willingness to pursue the creation of a particular business outcome.  

Other authors have focused more on the outcome of entrepreneurial efforts when 

defining entrepreneurship.  For Gartner, for example, entrepreneurship is the creation of a 

new organization (Gartner, 1988;  Wortman, 1987). Others have proposed a broader 

definition of entrepreneurship encompansing acts of organizational creation, renewal, or 

innovation that occur within or outside an existing organization (Sharma & Chrisman, 

1999).  

A recent attempt to reach a consensus on the definition of entrepreneurship was 

made by the Centre for Entrepreneurship and Markets at the Fraser Institute (Godin, 

Clemens, & Veldhuis, 2008).  Similar to Cunningham and Lischeron (1991), the authors 

analyzed several schools of thought in an attempt to provide the first step towards a 

comprehensive definition of entrepreneurship.  

Their findings showed that there are six common elements in the definition of 

entrepreneurship which emerge from the different schools of thought. These elements 

are: the creation of an enterprise; engagement in innovation; the development of a 

business process; the willingness to take risks; use of a spectrum of entrepreneurial 

actions; and economic changes which result from the entrepreneurial efforts. These six 
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elements support Gartner’s view that entrepreneurship is comprised of a combination of 

individual and environmental factors.  

According to Gartner, “the creation of an organization is a very complicated 

process, influenced by many factors” (Gartner, 1988, p. 64).  For the purpose of this 

study, entrepreneurship is defined as Gartner defines it.  Entrepreneurship is what 

individuals do to create new organizations or modify existing organizations so that they 

accomplish desired individual and societal results. 

The theory of reasoned action and its expanded theory, TBP, postulate that there 

is greater likelihood of engaging in a particular behavior or set of behaviors, if one  

intends to engage in that behavior (Aizen, 1985, 1991; Fishbein & Aizen, 1975). Actual 

behavior is a function of compatible intentions and perceptions of behavioral control.   

The amount of control one perceives they have moderates the effect of the 

intention to act.  In other words, when one perceives they have control, for example, 

taking risks, then their intentions to take risks have the strongest possible effect on 

actually taking risks (Aizen, 2009). Entrepreneurial behavior is, in TPB terms, the 

manifest, observable response(s) in a given business situation with respect to the target of 

intended outcomes desired (Aizen, 2009). 

Fishbein and Stasson (1990) and others used TPB and the above definition of 

entrepreneurial behavior to examine managers’ voluntary development activities in 

response to peer and subordinate feedback (Tharenou, 2001).  TPB constructs predicted 

the degree to which employees developed certain managerial and work skills (Hurtz & 

Williams, 2009; McCarthy & Garavan, 2006;).  While trainers often cannot change the 
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larger context in which entrepreneurs conduct business, they can strengthen 

entrepreneurs’ intentions to use certain behaviors linked in the research literature to 

business success (Hurtz & Williams, 2009).   

In entrepreneurship training situations, nascent and current business owners 

examine a set of business behaviors and indicate to what degree they use these behaviors.  

Training programs highlight effective behavior, advocate its use, and explore results of 

use.  Follow-up studies evaluate change in behavioral intention, and if funds permit, 

change in objective business indicators of success.  Practicing entrepreneurial behaviors 

were found to improve performance over time (L. Cooley phone interview, August, 2010; 

Hurtz & Williams, 2009; UNCTAD, 2004).  By targeting specific entrepreneurial 

behavioral changes, business performance improves.   

Entrepreneurial practices identified 

One worldwide application of this theoretical framework is the United Nations 

Conference on Trade and Development (UNCTAD)  entrepreneurship training programs, 

called EMPRETEC.  While its early work was framed on precursors to TPB, specifically 

McClelland’s motivation theory (1961) and Cooley’s application of behavior 

modification theory (1989), later modifications and related applications by others have 

used TPB as a base for its design, statement of significance, and credibility (L. Cooley, 

telephone interview, February 8, 2011).   

The entrepreneurial behaviors promoted through the UNCTAD training program 

were identified through two commissioned research studies that had the oversight and 

guidance from the U.S. National Science Foundation.  Through these studies, 32 
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entrepreneurial behaviors were identified that appeared to be present in successful 

entrepreneurs across multiple cultures, nations, and business contexts (Grossmann, 2005).   

Table 2.2 identifies the 32 entrepreneurial behaviors found through UNCTAD’s 

research, grouped into 10 key competency areas, called Personal Entrepreneurial 

Competencies or PECs (UNCTAD, 2004, 2008).  In this study, the 10 PEC were used as 

the base for what is referred to in TPB as intentional entrepreneurial behavior. 

Table 2.2 UNCTAD’s Personal Entrepreneurial Competencies and Behaviors 

1. Opportunity Seeking and Initiative 

1.1    Does things before asked or forced to by events. 

1.2    Acts to extend the business into new areas, products or services. 

1.3  Seizes unusual opportunities to start a new business, obtain financing, equipment, land work 

space or assistance. 

2. Risk Taking 

2.1 Deliberately calculates risks and evaluates alternatives. 

2.2 Takes action to reduce risks or control outcomes. 

2.3 Places self in situations involving a challenge or moderate risk. 

3. Demand for Efficiency and Quality 

3.1 Finds ways to do things better, faster, cheaper. 

3.2 Acts to do things that meet or exceed standards of excellence. 

3.3 Develops or uses procedures to ensure work is completed on time. 

3.4 Develops or uses procedures to ensure that work meets agreed upon standards of quality. 

4. Persistence 

4.1 Takes action in the face of a significant obstacle. 

4.2 Takes repeated actions or switches to an alternative strategy to meet a challenge or overcome 

an obstacle. 

4.3 Takes personal responsibility for the performance necessary to achieve goals and objectives. 

5. Commitment to the Work Contract 

5.1 Makes a personal sacrifice or expends extraordinary effort to complete a job. 

5.2 Pitches in with workers or in their palce to get a job done. 

5.3 Strives to keep customers satisfied and places long-term good will over short- term gain. 

6. Information seeking 

6.1 Personnally seeks information from clients, suppliers or competitors. 

6.2 Does personal research on how to provide a product or service. 

6.3 Consults experts for business or technical advice. 

7. Goal setting 

7.1 Sets goals and objectives that are personally meaningful and challenging. 

7.2 Articulates clear and specific long range goals. 

7.3 Sets measurable short term objectives. 

Source: Adapted from United Nations Conference on Trade and Development (UNCTAD, 2008).  
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Table 1.2 UNCTAD’s Personal Entrepreneurial Competencies and Behaviors 

(Continued) 

1. Opportunity Seeking and Initiative 

1.1    Does things before asked or forced to by events. 

1.2    Acts to extend the business into new areas, products or services. 

1.3  Seizes unusual opportunities to start a new business, obtain financing, equipment, land work 

space or assistance. 

2. Risk Taking 

2.1 Deliberately calculates risks and evaluates alternatives. 

2.2 Takes action to reduce risks or control outcomes. 

2.3 Places self in situations involving a challenge or moderate risk. 

3. Demand for Efficiency and Quality 

3.1 Finds ways to do things better, faster, cheaper. 

3.2 Acts to do things that meet or exceed standards of excellence. 

3.3 Develops or uses procedures to ensure work is completed on time. 

3.4 Develops or uses procedures to ensure that work meets agreed upon standards of quality. 

4. Persistence 

4.1 Takes action in the face of a significant obstacle. 

4.2 Takes repeated actions or switches to an alternative strategy to meet a challenge or overcome 

an obstacle. 

4.3 Takes personal responsibility for the performance necessary to achieve goals and objectives. 

5. Commitment to the Work Contract 

5.1 Makes a personal sacrifice or expends extraordinary effort to complete a job. 

5.2 Pitches in with workers or in their palce to get a job done. 

5.3 Strives to keep customers satisfied and places long-term good will over short- term gain. 

6. Information seeking 

6.1 Personnally seeks information from clients, suppliers or competitors. 

6.2 Does personal research on how to provide a product or service. 

6.3 Consults experts for business or technical advice. 

7. Goal setting 

7.1 Sets goals and objectives that are personally meaningful and challenging. 

7.2 Articulates clear and specific long range goals. 

7.3 Sets measurable short term objectives. 

8. Systematic planning and monitoring 

8.1 Plans by breaking large tasks down into time-constrained sub-tasks. 

8.2 Revises plans in light of feedback on performance or changing circumstances. 

8.3 Keeps financial records. 

8.4 Uses financial records to make business decisions. 

9. Persuasian and networking 

9.1 Uses deliberate strategies to influence or persuade others. 

9.2 Uses key people as agents to accomplish own objectives. 

9.3 Acts to develop and maintain business contracts. 

10. Independence and Self-confidence 

10.1 Seeks autonomy from the rules or control of others. 

10.2 Sticks with own judgment in the face of opposition or early lack of success. 

10.3 Expresses confidence in own ability to complete a difficult task or meet a challenge. 

Source: Adapted from United Nations Conference on Trade and Development (UNCTAD, 2008).  
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Modifiers 

This study included several factors that were thought to possibly be significant 

predictors of the variance in scores of the attitudinal, normative and behavioral control 

beliefs measured.  They are examined in the following sections. 

Psychological and demographic modifiers 

Age   

Lussier (1995) found that younger entrepreneurs were less successful than older 

entrepeneurs in examining several research studies.  Rivis, Sheeran, and Armitage (2009) 

indicated in their meta-analysis that age particularly affected the perceived bahavioral 

control dimension of behaviorial intentions. 

Life satisfaction  

Another possible modifier of entrepreneurial intention is life satisfaction.  Life 

satisfaction is a person’s global evaluation of his or her life (Diener, Emmons, Larsen, & 

Griffin, 1985). Life satisfaction has emerged in scholarly work as one of the three 

components of subjective well-being, along with pleasant affect, and unpleasant affect 

(Diener & Seligman, 2004; Diener & Suh, 1997; Diener, Emmons, Larsen, & Griffin, 

1985). Affect refers to pleasant and unpleasant emotions, whereas life satisfaction refers 

to a cognitive sense of satisfaction with life. 

Diener, Emmons, Larsen, and Griffin (1985) referred to life satisfaction as a 

cognitive judgmental process that is dependent upon a comparison with what is an 

appropriate standard set by each individual. It is not imposed externally. Thus, how 
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satisfied people are with their present status quo is judged by a standard he or she sets for 

him or herself.  

Blanchflower and Oswald (1998) indicated that high life satisfaction ratings are a 

good indicator of entrepreneurial potential and presence. They examined young people’s 

employment, attitudes and entrepreneurial behavior among four sub-samples (i.e. people 

under 20 years old, under 30, over 30, and all). Their study found that self-employed 

young men and women had higher life-satisfaction than did other young people with 

similar characteristics.  

The authors examined life satisfaction as being “better-off” in terms of well-being 

(not just income). They apparently used one question to explore life satisfaction, “On the 

whole, are you very satisfied, fairly satisfied, not very satisfied, or not at all satisfied with 

the life you lead?” (Blanchflower & Oswald, 2007, 7).  

Subjective well-being is most likely to be experienced when people work for and 

make progress towards personal goals that derive from their important values (Diener & 

Suh, 1997). Entrepreneurs oftentimes seek personal goals. “Desirable outcomes, even 

economic ones, are often caused by well-being rather than the other way around” (Diener 

& Seligman, 2004, 1). Furthermore, people high in well-being seem to have better social 

relationships than people low in well-being, and people with high well-being scores tend 

to earn higher incomes and perform better at work than people who report low well-

being.  

What the relationships are between generalize life satisfaction and behavorial 

beliefs, subjective norms, and perceived behavior controls is unknown and no studies 
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could be found that examined these connections.  This study does make these connections 

as it relates to entrepreneurship behavioral intentions. 

Gender  

Hanson and Blake (2009) recognized that gender is not a one-dimensional 

concept, rather gender intercepts with other dimensions of identity, importantly with 

class, race, ethnicity, and age. For this reason, this study included measures of income 

level, national origin, age, marital status, and gender.   

Some research data have shown that women participate significantly in 

entrepreneurship activities.  Nevertheless, they also show that women’s participation 

rates across countries are still lower than those of men (Fairlie, 2009; GEM, 2000).  

According to the 2010 Kauffman Entrepreneurial Activity Index (KEAI) report, male-

owned business activity increased sharply from 0.35% in 2005 to 0.43% in 2009, while 

women-owned business activity increased slightly from 0.24% in 2005 to 0.25% in 2009 

(Fairlie, 2010).  

While women may be influenced by many of the same factors that affect men, 

when they make entrepreneurial decisions, differences between males and females still 

prevail (Minniti & Arenius, 2003). These differences may be motivational (Kepler & 

Shane, 2007; Pearce, 2005). There may be differences in how men and women relate 

socially (Hanson & Blake, 2009), or in how they behave (Rivis, Sheeran, & Armitage, 

2009). 

In a study conducted by the Small Business Administration Office of Advocacy 

(Kepler & Shane, 2007), using a sample of 685 new business people who indicated that 
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they were in the process of starting a business, males and females had different 

motivations for starting their business. The sample was recruited from the Panel Study of 

Entrepreneurial Dynamics (PSED), which was a self-report survey capturing views from 

entrepreneurs of very small ventures. The study found that gender did not affect new 

venture performance, but several factors such as differing expectations, reasons for 

starting a business, motivations, opportunities sought, and types of businesses started did 

vary between males and females (Kepler & Shane, 2007).  

In particular, male entrepreneurs were more likely than female entrepreneurs to 

start businesses, to want to make money, and believe that starting a business was more 

important than spending time with one’s family (Kepler & Shane, 2007).   In this same 

research study, male entrepreneurs were significantly more likely than female 

entrepreneurs to see themselves as community leaders.  This finding suggests that male 

entrepreneurs may be more highly motivated to start businesses in order to achieve 

recognition than women are.  Finally, male entrepreneurs had significantly higher 

expectations for their new businesses than did female entrepreneurs.  

Langowitz and Minniti (2007), in their study of women’s entrepreneurial 

propensity, found that when women thought opportunities existed (a behavioral belief), 

were confident of their entrepreneurial skills (a perceived behavioral control) and knew 

other entrepreneurs (a subjective norm) they were apt to start a business (Langowitz & 

Minniti, 2007).  

Gender also affects the nature of the entrepreneur’s network composition, the 

effectiveness of the networks for the entrepreneurial activities, and the way these 
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networks actually work (Hanson & Blake, 2009). One research study explored gender 

differences in the relationship between social networks and business revenue growth 

(Batjargal, Hitt, Webb, Arregle, & Miller, 2009). The authors conducted telephone 

interviews with a sample of 637 entrepreneurs across four countries: China, France, 

Russia, and United States. The findings suggested that new ventures initiated by men 

enjoyed higher revenue growth than those started by women, and that this difference 

might be explained in part at least by differences in men’s and women’s network sizes.   

Within South Carolina, four percent (4.41%) of Hispanic businesses were owned 

by other than individuals, 27.9% of Hispanic businesses were owned by women, and 

67.69% were owned by men (U.S. Census Bureau). No data were available that 

accounted for the number of Hispanic female and male business owners at the county 

level. Therefore, 2007 Census Bureau percentages of male/female ownership at state 

level were used to determine the estimated number of businesses that are male and female 

owned in Greenville County.  When this was done, it was estimated that of the 766 

Hispanic businesses estimated for Greenville County, there were approximately 213 

female-owned, 519 male-owned, and 34 “other” –owned Hispanic businesses. 

Cultural modifiers 

Several cultural modifiers were included in this study as possible significant 

predictors of the variance in the antecedents to intentions. These are reviewed in the 

following sections. 
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Culture of origin 

Hofstede’s (1981, 2011) landmark work in the early 1980’s shaped many 

scholars’ concepts of work-related cultural values.  He studied national level work-related 

cultural values, beliefs, and related behaviors.  His thesis was that all cultures have 

distinct work-related values, beliefs, and prized work-related behaviors that affect what 

individuals do.  When a person moves from one culture to another or when entrepreneurs 

from one culture interact with people from another culture, tensions in belief, values, and 

behaviors thought appropriate may arise.    

Relevant to this study is research that indicates that the culture of origin, and its 

accompanying work-related values, may influence Hispanics behavior when they move 

to the U.S. Depending on where one moves within the U.S., the regional culture may or 

may not be compatible with the culture of origin’s work-related values and beliefs.   

Culture is the collective programming of the mind that distinguishes one group or 

category of people from another (Hofstede, 2001). Culture influences the development of 

and reinforces people’s beliefs and values. The cultural attitudes one has provide the 

incentives to exploit entrepreneurial opportunities as they are the main source of the 

values, beliefs, and life-skills needed to engage in entrepreneurial activities (Cuervo, 

2005; Raijman, 2001; Raijman & Tienda, 1999; Robles & Cordero-Guzmán, 2007). 

Differences in culture may prompt different types of entrepreneurial behavior and 

attitudes (Sahin, Nijkamp, & Baycan-Levent;  Thomas & Mueller, 1998; Verheul, 

Wennekers, Audretsch, & Thurik, 2001). Culture may also prompt variations in 

entrepreneurial orientations (Thomas & Mueller, 1998). Because culture is a powerful 
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force in shaping personality and behavior patterns within a group or society,  it “induces 

people to behave in ways that sustain the culture”  (Segall, Dasen, Berry, & Poortinga, 

1999, p. 35). For an entrepreneur, norms relative to being an entrepreneur are also 

powerful in aiding or hindering a person’s actual movement towards starting and 

continuing a business. 

Culture has consequences on work-related norms (Hofstede, 1981, 2011).  Norms 

may be described as what a society and the people within the immediate context of a 

person value or prize. Every society has developed cultural norms by which its members 

internalized motives and role expectations (Segall, Dasen, Berry, & Poortinga, 1999).  

Giannetti and Simonov (2003) suggested that a culture’s pro-entrepreneurial 

norms matter because they may affect the perceived status attributed to different 

occupations, the desire for prestige, and popularity.  Individuals are more likely to 

become entrepreneurs in municipalities where entrepreneurship is more widespread, even 

after controlling for individual characteristics and local conditions such as wages, rate of 

unemployment, and employment in the public sector.   

O’Keefe and O’Keefe (2004) explored similiarities and differences in Brazilian 

and U.S. manager’s way of doing business using Hofstede’s  cultural dimensions 

(Hofstede, 2011) to compare and and contrast the business behaviors typically found in 

each nation that could act as major sources of misunderstandings and impede the growth 

of business relations. Their findings suggested that the differences in national culture’s 

dimensions may explain differences in behaviors and perceptions of own and other’s 

behavior, creating conflict in business relationships (O'Keefe & O'Keefe, 2004) 
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In a study comparing the influence of cultural values on entrepreneurial intentions 

among the German and British students, Perks, Bouncken, and Imcharoen (2008) used 

the constructs developed by Hofstede and Hofstede (2005).  Using a sample size of 273 

students, the authors measured how individualism, context, and uncertainty avoidance 

affected the students’ entrepreneurial intentions. Perks et al. (2009) found that levels of 

individualism were not associated with stronger intention to start a business among young 

British students. However, in the case of Germany, individualism and uncertainty 

avoidance were significant factors influencing entrepreneurial intentions.  

Based on Hofstede’s (2011) dimensions of national cultures and variation in 

gender roles, Van Deusen and Mueller (2006) explored the influence of gender and 

cultural dimensions on entrepreneurship in 26 countries. The authors used secondary data 

from 30 countries over a period of five years from 2000-2004. They found that high 

masculine and high individualistic cultures predicted how likely it would be that people 

would start a new business. However, they also found that low uncertainty avoidance and 

low power distance did not predict likelihood to start new ventures (Van Deusen & 

Mueller, 2006).  

Gibson (2007), using Hofstede’s Cultural Dimesions (1983), explored the 

differences in cultural values that encouraged Asian, Hispanic, and African American 

women in the U.S. to become business-owners. The authors found that despite cultural 

differences, the common motivation to own a business still prevaled among the 

researched women. For example, the women from all these national cultures wanted to 

own a business in order to balance work and family obligations.  
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In another study, Vandello and Cohen (1999) explored patterns of individualism 

and collectivism across the United States. Their study found that southern states exhibited 

stronger collectivistics tendencies than were found in the Mountain West and Great 

Plains. Vandello and Cohen found that South Carolina was among the 15 states with 

higher scores on the collectivism index (e.g., where a higher score indicated higher 

collectivism).  

To examine the effects of the culture of origin on their intentions to run a business 

in South Carolina, this study asked individuals what nation they emigrated from and 

when. Since various Hispanic/Latino nations have differing work-related national cultural 

patterns, comparisons were made to see how culture of origin modified intentions. 

In addition to the culture of origin being a significant modifier, the entrepreneur’s 

level of acculturation is also a possible modifier of intention and success.   

Acculturation 

First coined by Redfield (1936), acculturation refers to the psychological, 

behavioral and attitudinal changes that occur when individuals and groups come into 

continuous contact with one another (Berry, 1997; Ryder, Alden, & Paulhus, 2000).  

There are two predominant theories of acculturation.  The unidimensional theory of 

acculturation views it as a continuum of progressive immersion the person’s culture of 

origin into the dominant or host culture (Gordon, 1995).  In this view, people 

theoretically give up their original culture and take on new values, beliefs and behaviors 

of the dominant or host culture.  
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The bi-dimensional theory of acculturation view acculturation as what happens to 

a person as they adhere to the dominant culture and maintain their culture of origin 

(Berry, 1997; Magana, De la Rocha, Amsel, Fernandez, & Rulnick, 1996).  One 

(unidimensional) views acculturation as the process of giving up one’s cultural tradition 

and adopting a new one; while the other (bi-dimensional) views acculturation as sorting 

out what one wants to prize, believe, value based on two or more cultural traditions. 

Conceptually, acculturation is an interactive, developmental, multi-factorial, and 

multidimensional process (Cuellar, Arnold, & Maldonado, 1995) and affects individuals 

at different behavioral, affective, and cognitive levels.  It is both a group and individual 

phenomenon.  It can affect the culture of the group as well as change the individual 

(Berry 1997; Berry & Sam, 1996). Three key factors that appear to influence this change 

process are voluntariness, mobility, and permanence (Berry, 1997).  

Individuals from one culture may voluntarily encounter another cultural group in 

a significant way or they may be forced into contact (e.g. refugee, immigration, or 

unwanted colonization).  Some may stay for a rather extended period, but plan to return 

when politically or economically feasible. Some may settle into a new culture 

permanently and others may move from culture to culture. These conditions affect the 

nature of acculturation. 

The extent to which an immigrant values maintaining their own cultural heritage 

and identity, and the extent to which they value being associated with people from the 

host culture results in four types of acculturation attitudes: integration, assimilation, 
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separation, and marginalization (Berry, 2003).  Integration attitudes involve valuing their 

own cultural heritage while also interacting with people within the host culture.   

Assimilation involves valuing mostly interaction with people from the host 

culture and separating oneself from major contacts with others who come from their 

culture of origin.  Separation involves keeping one’s own cultural heritage without being 

associated very much with the host culture.  Marginalization involves an attitudinal 

strategy of interacting as little as possible with the host culture to avoid what is perceived 

to be discriminatory attitudes and practices found in the dominant culture. 

Based on Berry (1997), Berry and Kim (1988), Berry and Sam (1996), Drachman 

(1992), Hardwood (1994), and Hovey and King (1997), three contextual factors are taken 

into account when examining the effects of acculturation from a bi-dimensional 

perspective.  The prior immigration context is the first factor. The political, economic, 

and social environments of the country of origin are studied.  The person’s demographics 

before immigration and the reason for immigration are noted.  The role a person has in 

the decision to immigrate, and prior knowledge or contact with host society also are 

examined.    

The degree and nature of the separation from social networks and loss of 

significant others and the immigration context including type of immigration group are 

identified.  The route of immigration and the level of danger in the immigration journey, 

as well as the duration of immigration journey are reviewed.   

The second factor examined is the settlement context.  The political, economic, 

and social environment present, the nature of immigration policies, and societal attitudes 
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toward immigrants are noted. The third factor examined is individual identity.  One’s age 

at time of settlement, legal and residency status, the cultural distance between culture of 

origin and culture of settlement, length of time in the new culture, and expectation for life 

in the new culture are noted.   

While there a many different types of acculturation measurements, two 

assessment tools specifically measure acculturation among Hispanics.  Both of these tools 

create a score that indicates the level of acculturation (i.e. more or less acculturated). The 

Bidimensional Acculturation Scale (BAS) and ARSMA-II measurement scale correct 

some of the problems of the unidimensional measures first created (Cuellar, Arnold, & 

Maldonado, 1995; Marín & Gamba, 1987).  These newer versions measure adaptation 

challenges in both the host culture and culture of origin.  However, they still have 

limitations.   

The BAS relies only on language-based items to derive an acculturation score 

(Marín & Gamba, 1987) that hinders determining the rate and kind of adaptation 

occurring on other domains, such as attitudes, values, and maintenance of traditions and 

customs (Cabassa, 2007).  Self-reported language proficiency and use on various 

dimensions of daily living are examined.  (See questions 4.19 through 4.21 in Appendix 

A.)  ARSMA—II provides stronger measures by including different cultural domains and 

not relying solely on language-based items to capture the acculturation process.  In 

addition, BAS has measurement problems because of the way items are stated which tend 

to skew responses towards the positive (Cabassa, 2007).   
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In addition, Cabassa (2007) encouraged researchers to expand the generalizability 

of the BAS and ARSMA-II across Hispanic groups including Cubans, Puerto Ricans, 

South and Central Americans.  ARSMA-II was used originally with Mexican Americans 

(but has been modified to other Hispanic nationalities).   

Several studies have explored the impact of acculturation on earnings for self-

employed Hispanics. Torres (1988) found a positive relationship between command of 

the English language and income, whereas Olson, Solis-Zuiker, and Montalvo (2000) 

found a negative relationship between acculturation and self-employed individuals’ 

income.  Self-employed individuals had a lower income than those employed in business 

owned and operated by others.  

Olson et al. (2000) explored whether acculturation provided financial benefits to 

Hispanics selecting self-employment. Using a sample of 169,582 Hispanic persons, they 

found that acculturation variables were associated with higher incomes among Hispanic 

persons. However, the nature of these effects differed between Hispanics in the self-

employed, and wage and salary sector.  

U.S. citizenship and having spent a longer period in the United States since 

immigrating were positively associated with higher incomes for Hispanic wage earners, 

whereas for self-employed Hispanics, U.S. citizenship was not significantly related to 

income and only very recent immigration affected income levels. Their major finding 

was that acculturation, with the exception of command of the English language, appeared 

to yield relatively less economic benefit for self-employed Hispanic persons than for 

Hispanic wage earners (Olson, Solis-Zuiker, & Montalvo, 2000). 
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Solis Zuiker, Katras, Montalto, and Olson (2003), examined whether gender 

differences in income exist for self-employed Hispanics residing in California. They 

found that the level of acculturation affected differently the income of Hispanic self-

employed men and Hispanic self-employed women.  Women with lower acculturation 

levels had significantly lower income levels than men who also had low acculturation 

ratings.  Their sample consisted of 7,760 Hispanic self-employed persons (64% self-

employed men and 36% self-employed women). The authors measured acculturation 

through a combination of variables that included educational attainment, spoke English, 

immigrated to the United States, and paid property taxes (Solis Zuiker, Katras, Montalto, 

& Olson, 2003). 

Wang and Li (2007) studied how foreign-born status and the length of stay in the 

U.S. influenced conditions to engage in entrepreneurial activities in Hispanics living in 

three southern metropolitan areas: Atlanta, Miami, and Charlotte. The authors analyzed 

how Hispanic immigrants from different nationalities performed differently in each urban 

area. Two factors, the more proficient Hispanic individuals was in their use of English 

and the longer their stay in the destination society, were positively related to greater 

opportunity to become entrepreneurs (Wang & Li, February 2007).  

Socio-economic modifiers  

There are also selected socio-economic modifiers that may affect business 

owner’s intention to use various entrepreneurial behaviors.  These are reviewed in the 

next section. 
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Educational level 

Lussier (1995) found in his meta-analysis that entrepreneurs that had more 

education were more successful than those with a lower educational level. The Theory of 

Planned Behavior recognizes the importance of background factors  (Aizen, 2005) and 

divides them into personal, social, and information factors. According to the TPB, the 

educational level fits into social factors, in addition to age, gender, race, ethnicity, 

income, and religion. Personal factors includes general attitudes, personality traits, 

values, emotions, and intelligence. Information factors includes experience, knowledge, 

and media exposure. 

According to the TPB, these background factors as general attitudes influences 

intentions and behavior indirectly by their effects on behavioral, normative, or control 

beliefs. The theory suggests that education and other personal, social, and information 

backgrounds influence intentions and behaviors; however, these influences are mediated 

through beliefs and attitudes concerning the behavior of interest. 

Income level 

Lussier (1995) found in his meta-analysis that entrepreneurs who had higher total 

family income levels were more successful, as well as those that started business with 

appropriate levels of capital were more successful.  As previously indicated, Hispanics 

tend to get their capital from family members more than do other ethnic and racial 

groups. 
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The study’s logic model 

This study used Aizen’s Theory of Planned Behavior to explain Hispanic business 

owner’s self-reported intentions to use 13 entrepreneurial behaviors attributed in the 

literature to success and effectiveness.  The logic model for the study is presented in 

Figure 2.2. The central hypothesis is that when attitudes and subjective norms regarding a 

given entrepreneurial behavior are more positive, and they believe they have control over 

others and circumstances, and are confident in their own and others abilities to do what is 

desired, and there are more facilitators and less inhibitors that would keep them from 

being able to do what they desire, intentions to engage in entrepreneurial behaviors will 

be stronger.    

Figure 2.2 Attitudinal, Normative, and Behavioral Control Antecedents to 

Hispanic/Latino Entrepreneurs Intentions to Use Selected Entrepreneurial 

Behaviors 

 

 

Source:  Adapted from Aizen (2012).  
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Based on the theoretical framework and literature review presented, the next 

section summarizes the study’s research purposes, and identifies hypotheses. 

Hypotheses 

The purpose of this study was to determine what attitudinal, normative, and 

control beliefs most significantly predicted Hispanic business owners’ intentions to 

engage in 13 entrepreneurial behaviors.   The study’s hypotheses are reviewed below.  

Because this was a pilot study and no other similar studies could be found, the 

significance among variables is predicted but directionality is not.   

1. The more favorable the attitudes and subjective norms, and the greater the 

perceived control, the stronger will be the person’s intention to perform each of the 13 

entrepreneurial behaviors examined. 

2. Women will differ statistically from men in their attitudes, norms and 

behavioral control beliefs related to 13 entrepreneurial behaviors.  

3. There will be significant statistical differences between native and non-native 

born Hispanics’ attitudinal, normative and control beliefs regarding 13 entrepreneurial 

behaviors.   

4. Hispanic business owners who have lived in the U.S. for at least five years will 

have significantly different attitudes, norms, and control beliefs related to 13 

entrepreneurial behaviors from those who have lived less time in the U.S.  
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5.  Highly acculturated Hispanic business owners will differ statistically from less 

acculturated Hispanics’ in their attitudes, norms and control beliefs regarding 13 

entrepreneurial behaviors. 

6. Hispanic business owners with higher life satisfaction scores will differ 

statistically in some of their attitude, norm and control beliefs related to each of 13 

entrepreneurial behaviors. 

7.  Business owners with higher educational levels will have higher scores on 

attitude 3.12, how likely it will be that their business will be successful if they engage in 

the specified entrepreneurial behavior, and will differ significantly in their attitudes, 

norms and control beliefs related to doing at least some of the 13 entrepreneurial 

behaviors. 

8.  Business owners who have higher household income levels will have higher 

intention scores related to each of the 13 entrepreneurial behaviors. 

9.  The criteria that business owners use to judge business success will vary but 

financially based criteria will not be seen as more important than other kinds of criteria.    

Summary 

In Chapter Two, the Theory of Planned Behavior provided the conceptual 

framework to highlight literature that explained the factors affecting Hispanic business 

owners’ intended entrepreneurial behaviors.  Specifically, three factors were examined: 

1) the attitudinal beliefs and values about perceived outcomes should they engage in a 

specific entrepreneurial behavior, and whether or not outcomes were judged positively or 

negatively; 2) the subjective norms gain through the influence of significant referents, 
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and their influence in shaping intentions, and 3) perceived controls over what they intend 

to do that will lead to perceived positive results.  

Key socio-cultural, socio-economic and demographic factors were identified that 

may selectively modify intentions, and antecedent attitudes, norms, and perceived control 

beliefs.  Finally, based on the review of literature, a few hypotheses were formulated. 

Chapter Three explains the study design and methodology. 
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 CHAPTER THREE 

 METHODOLOGY 

Study Design 

In 2011, an exploratory, quantitative, cross-sectional, combined interview and 

online survey study was conducted that examined Hispanics/Latino business owners’ 

beliefs and intentions to engaged in 13 entrepreneurial behaviors.  The strength (i.e. 

higher intention measurement scores) of Hispanics/Latino business owners’ intentions to 

use thirteen entrepreneurial behaviors was the dependent variable in this study.  

All data were gathered at one point in time using an online survey, and due to low 

response, an on-site interview procedure was added.  The inquiry was both inductive and 

deductive in that it tested hypotheses based on past studies, and, in other cases, developed 

hypotheses based on responses gathered.  

The purpose of this study was to determine what attitudinal, normative and 

control beliefs significantly predicted Hispanic business owners’ intentions to engage in 

13 entrepreneurial behaviors.  The Theory of Planned Behavior (TPB) was used to 

conceptualize the analytic directions of this study.  

Research questions 

The study’s primary research questions were as follows. 

Q1. What attitudinal, normative, and perceived behavioral control factors are 

significantly associated with selected Hispanic/Latino entrepreneurs’ behavioral 

intentions and provide the strongest statistical power to predict entrepreneurial 

intentions?   
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Q2. What outcomes do owners perceive are associated with specified 

entrepreneurial behaviors?   

Q3. Who are the referents that owners most identify with and which of these 

referents are significantly associated with positive normative beliefs? 

Q4.  What circumstances would make it more likely that business owners would 

engage in specified entrepreneurial behaviors? 

Q5.  In what ways do selected psychological, demographic, socio-economic and 

cultural factors modify Hispanic business owners’ attitudinal, normative and behavioral 

control beliefs regarding the use 13 entrepreneurial practices?    

Hypotheses 

The primary hypotheses were as follows: 

1. The more favorable the attitudes and subjective norms, and the greater the 

perceived control, the stronger will be the person’s intention to perform each of the 13 

entrepreneurial behaviors examined. 

2. Women will differ statistically from men in their attitudes, norms and 

behavioral control beliefs related to 13 entrepreneurial behaviors.  

3. There will be significant statistical differences between native and non-native 

born Hispanics’ attitudinal, normative and control beliefs regarding 13 entrepreneurial 

behaviors.   

4. Hispanic business owners who have lived in the U.S. for at least five years will 

have significantly different attitudes, norms, and control beliefs related to 13 

entrepreneurial behaviors from those who have lived less time in the U.S.  
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5.  Highly acculturated Hispanic business owners will differ statistically from less 

acculturated Hispanics’ in their attitudes, norms and control beliefs regarding 13 

entrepreneurial behaviors. 

6. Hispanic business owners with higher life satisfaction scores will differ 

statistically in some of their attitude, norm and control beliefs related to each of 13 

entrepreneurial behaviors. 

7.  Business owners with higher educational levels will have higher scores on 

attitude 3.12, how likely it will be that their business will be successful if they engage in 

the specified entrepreneurial behavior, and will differ significantly in their attitudes, 

norms and control beliefs related to doing at least some of the 13 entrepreneurial 

behaviors. 

8.  Business owners who have higher household income levels will have higher 

intention scores related to each of the 13 entrepreneurial behaviors. 

9.  The criteria business owners use to judge business success will vary, but 

financially based criteria will not be seen as more important than other kinds of criteria.    

Logic model for the study 

The conceptual relationship among variables is illustrated in Figure 3.1. 

 

Setting and population served 

The Upstate is the fastest growing region in South Carolina. The Upstate includes 

10 counties located along the I-85 corridor in the west corner of the state. The population 
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estimate for the S.C. Upstate in 2010 was 1,362,073 (U.S. Census Bureau, 2010), 

representing one third of the entire population of South Carolina.  

 

Figure 3.1 Attitude, Normative, and Perceived Behavioral Control Factors Affecting 

Entrepreneurial Behavioral Intentions in Hispanic Business Owners in Greenville 

County 
 

 

Source:  Adapted from Aizen (2012).  

The recent population growth was fueled by growth in business activity, 

residents’ growing families, and immigration of new residents from other parts of the 

nation and world. Between 2000 and 2010, the fastest growing ethnic group was 

Hispanics and Latinos with a 138% increase (Ten at the Top, 2010). Among the ten 

counties in the Upstate, Greenville is one of the five counties with the highest numerical 

concentration of Hispanics, as well as the highest percentage of Hispanic immigrant 

growth (Young, 2005).  

http://en.wikipedia.org/wiki/United_States_Census_Bureau
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Five cities in Greenville County were included in this study: Greenville, Mauldin, 

Fountain Inn, Simpsonville, and Greer. These five cities were selected because the 

researcher already had some familiarity with the area, Hispanic families and business 

owners because of her work with the Community Services Center located in Fountain 

Inn.  In addition, she had established a professional relationship with leaders at the South 

Carolina Hispanic Chamber of Commerce that had a membership list of Hispanic 

business owners in Greenville County. Table 3.1 provides the percentage of Hispanic 

population in the five cities included in this study. 

Table 3.1 Total Population and Percentage of Hispanic Residents in Six Selected 

Cities in Greenville County of South Carolina 

City Year Total 

population* 

Hispanic 

population % 

Greenville 2010 58,409 5.9 

Simpsonville * 2000 14,352 4.6 

Fountain Inn 

Mauldin 

2010 

2010 

7,799 

22,889 

6.0 

7.7 

Greer 2010 25,515 14.5 
Source: Citydata.com (estimates not available at U.S. Census Bureau). 

* Source: U.S. Census Bureau 2000 and 2006 Population Estimates. 

 

 

The study was designed originally as an online survey of South Carolina Hispanic 

Chamber of Commerce members and business owners identified through personal and 

professional contacts made through the Community Services Center.  However, the 

researcher was only able to get 14% (N=10) to complete the survey online so interviews 

were conducted with 86% (N=64) the sample.   
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Sample   

A convenience sample of Hispanic/Latino small business owners living in 

Greenville County, S.C. was surveyed online and through personal interviews. For this 

study, Hispanic/Latino origin referred to individuals who were born in or were a 

descendant from any Latin American or Caribbean country. 

Only owners of business who had been in operation for one year or longer were 

included in this study. Only for-profit businesses were surveyed due to the differences 

between the for-profit and not-for-profit sectors in family involvement allowed by law 

and industry practice, as well as differences in how nonprofit and for-profit businesses 

are started, governed, managed, financed, evaluated, and profits distributed. 

Sample size 

Information from the 2007 U.S. Business Owners Survey (US Census, 2012) on 

the number of Hispanic-owned businesses by county was not available at the time this 

survey was conducted. However, data from the 2002 U.S. Business Owners Survey (US 

Census, 2012) showed that Greenville County, South Carolina reported 387 

Hispanic/Latino-owned firms. On the other hand, Reference USA (2012) reported an 

average of 235 businesses in Greenville County with Hispanic last names business 

owners.  

Since the population of Hispanic businesses was very uncertain, the sample 

selection was based on non-probabilistic sampling methods using a Power Analysis. For 

this purpose, the critical effect size (ƒ
2
) for the test was determined using Cohen's (1992) 
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formula. Cohen’s ƒ
2
 is one of several effect size measures used as an F-test for multiple 

regressions and to estimate sample size. 

The ƒ
2
 effect size measure for multiple regressions is defined as: 

       Where R
2
 is the squared multiple correlation.  

The average R
2
 was determined by examining the meta-analysis of results from 

past studies of TPB studies as presented by Armitage and Conner (2001).  The average R
2
 

achieved in past studies on intentions was R
2
 = .39.  In studies that included self-reports 

of actual behaviors, along with examination of attitudes, subjective norms, and perceived 

behavioral control beliefs related to intentions, the average R
2
 = .31. 

Based on these studies’ results, the critical average effect size obtained for 

behavioral intentions was ƒ
2=

0.6393443 where R
2
 = .31; and for self-reported actual 

behaviors along with TPB variables was ƒ
2
=0.4492754 where R

2
 = .39. Seeking 99% 

power at the 1% significance level, the sample size was calculated using both effect sizes 

and then averaged. Table 3.2 and Table 3.3 show the protocol of the sample size 

calculation using G*Power analysis 3.1.2. 

After averaging the sample results of these two calculations, a total of 50 subjects 

were required as the estimated sample size needed to find similar effects. Ultimately, data 

were collected from 74 Hispanic business owners.  

 

 



71 

 

Table 3.2 Sample Calculation for Multiple Regression of Attitude, Subjective Norms 

and Perceived Behavioral Control Beliefs with Intention where R
2
 = .39, p<.001  

 

Table 3.3 Sample Calculation for Multiple Regression of Attitude, Subjective Norms 

and Perceived Behavioral Control Beliefs with Inclusion of Self-reported Actual 

Behavior Where R
2
 = .31, p<.001.  

 

Sample identification process 

Hispanic business owners in the five cities were identified using several different 

processes.  Professional organizations serving business owners in Greenville Country 

were asked if they would invite their membership to participate.  In addition, two 

secondary sources (South Carolina Hispanic Business Directory and Reference USA) 

were used to identify existing Hispanic owned business.  Finally, to recruit additional 

business owners who may not have been affiliated with any of the professional 

t tests - Linear multiple regression: Fixed model, single regression coefficient

Analysis: A priori: Compute required sample size 

Input: Tail(s) = Two

Effect size f² = 0.639344

α err prob = 0.01

Power (1-β err prob) = 0.99

Number of predictors = 3

Output: Noncentrality parameter δ = 5.181936

Critical t = 2.711558

Df = 38

Total sample size = 42

Actual power = 0.991208

t tests - Linear multiple regression: Fixed model, single regression coefficient

Analysis: A priori: Compute required sample size 

Input: Tail(s) = Two

Effect size f² = 0.449275

α err prob = 0.01

Power (1-β err prob) = 0.99

Number of predictors = 3

Output: Noncentrality parameter δ = 5.104701

Critical t = 2.669985

Df = 54

Total sample size = 58

Actual power = 0.991089
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associations (Granier,2006), a snowball sampling technique was used to identify 

additional business owners.  Once a business was visited, using the listings obtained 

through the South Carolina Hispanic Business Directory (Hispanic Connections, Inc., 

2012) and Reference USA (2012), every Hispanic business within a 10 miles radius that 

had a Hispanic identifier (such as a Hispanic word in the business name) was visited and 

owners invited to participate. 

Recruitment procedures 

Recruitment of partners 

Professional and philanthropic organizations serving entrepreneurs in the area, 

and organizations specifically serving Hispanic/Latino entrepreneurs were asked to 

endorse this survey and make it available through their existing communication channels 

to individuals who were Hispanic, owned a business, and affiliated with their 

organization.   

The South Carolina Hispanic Chamber of Commerce collaborated as a primary 

partner. They endorsed the research study, and invited their members to complete it 

online.  They sent several invitations to their membership over a three-month period. 

When it became clear that few members were participating in the online survey and that 

personal contact and interviews needed to occur, they provided their confidential list of 

members so that the interviewer could contact each personally.  

In addition to the participation of the South Carolina Hispanic Chamber of 

Commerce, other organizations’ leaders were asked if they would be willing to invite 

Hispanic business owners who were members of their organization to participate in this 
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study. The organizations approached were the Hispanic American Women Association 

(AHAM), the Small Business Administration and Centers in Greenville County, South 

Carolina Regional Economic Development Center, SC Institute for Minority Economic 

Development, and Hispanic Connections, Inc.  However, none of them agreed to invite 

their membership to participate in the study. 

Recruitment and training of interviewers 

When it became clear that personal contact with business owners was necessary to 

secure participation and that some may want to be interviewed rather than completing a 

survey, five individuals were found who were willing to work with the researcher to 

interview business owners.  Two of the five ultimately helped the research do interviews.  

All interviewers were certified through the Collaborative Institutional Training Initiative 

(CITI) certification program required by Clemson University’s Internal Review Board.  

IRB approved the change in research protocol. 

Each interviewer was trained to consistently conduct an interview with business 

owners.  Research participants were given the option of being interviewed or completing 

a hard copy of the survey.  In either case, each owner was contacted in person at their 

business location and the study was explained.  For participants who wanted to complete 

a hard copy of the survey, the interviewer came back at an agreed upon time to pick up 

the completed questionnaire.   

The interviewer training included a review of the purpose of the survey, the 

content of the survey, and how to conduct an interview without introducing interviewer 

bias. (See Appendix D for Interviewer Training Materials.) As part of the training, each 
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interviewer was asked to conduct the interview using the interview guide (i.e. 

questionnaire) to become familiarized with the time length and vocabulary used in the 

questionnaire. Each interviewer was given a letter of introduction written on Clemson 

University Letterhead, as well as a list of potential Hispanic-owned businesses located in 

the city in which they were assigned to conduct interviews. 

In summary, interviewers recruited subjects based on personal contact with 

Hispanic business owners, references received from owners and community leaders, and 

by a snowball technique. Participating business owners were asked to refer their friends 

and acquaintances or neighbors’ business within the area.  

Recruitment of Hispanic business owners 

Two different procedures were used to issue invitations to participate in this 

research study.  Both are described in this section. 

First, an invitation was issued online to all SC Hispanic Chamber of Commerce 

members.  An online invitation contained information about the principal investigator, 

the purpose of the study, insured confidentiality and voluntary participation, and 

reviewed of risks and benefits to participation and the incentive available to those willing 

to complete the entire survey (Appendix A).  The invitation letter included the option of 

completing the questionnaire either in English or in Spanish, and each option was linked 

to an online version of the questionnaire where the business owners could complete the 

questionnaire through Survey Monkey. 

Following this online invitation to the South Carolina Hispanic Chamber of 

Commerce’s membership, the researcher made a phone call to each member to secure 
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their participation in the online survey.  Very few (N=10) responded positively using this 

approach. 

The second approach was made in person and at participants’ place of business. If 

participants agreed to participate, they (N=64) were given the option of completing the 

questionnaire at their own convenience or of being interviewed as a time and place 

convenient to them and their schedule.  

Interviewers discussed all required IRB disclosures prior to starting the interview, 

including purpose, risk, benefits, confidentiality, ability to answer or not answer any 

questions they wished.  As a result, many participants chose not to complete some of the 

questions, mainly those asking for sensitive information such as income level. 

Eight six percent (N=64) completed the survey after having been contacted at 

their business and personally invited to participate.  The remaining 14% (N=10) 

completed the survey online. 

Data Collection 

Consent and confidentiality 

Prior to beginning the research project, the Clemson University Internal Review 

Board (IRB) approved the research proposal.  They also approved the change in data 

collection procedure that occurred due to the inability to secure enough participants using 

an online survey procedure (See Appendix E.). The investigator requested a waiver of 

signature of consent to guarantee anonymity and as a motivator to participate in the 

study.  Neither, the online nor printed survey asked for respondents’ personal and 
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business identifiers (i.e. name of person interviewed, name of business, business address, 

etc.).  

If the participant elected to receive one of the two incentives offered (explained 

further below), they completed a form that was separate from the questionnaire so that 

the incentive (i.e. either membership or computer) could be sent to respondents.  

Incentive forms were kept separately from completed questionnaires.  

Incentive given 

As an incentive to complete the survey, two options were given to the 

participants. For those who were not currently members of the SC Hispanic Chamber of 

Commerce, they could opt to receive a 20% discount on a year's annual membership fee 

(value = $13 discount). Additionally, for those who were members and those who were 

not members of the SCHCC, they could enter a sweepstakes drawing for a free Dell 

Inspiron Mini 1018 Netbook with a 10.1" screen valued at approximately $280. The SC 

Hispanic Chamber of Commerce kindly offered to purchase the computer for the winner. 

Those who chose to receive the incentives were prompted to complete a one-page 

form asking for contact information so that the membership or computer could be sent. If 

the respondents decided to apply for the incentives during a personal visit and in order to 

guarantee confidentiality, interviewers separated the incentive form from the completed 

questionnaire, folded it, and placed it in an envelope separated from the completed 

questionnaire. This procedure was done to ensure anonymity and that the information 

could not be associated with a participant’s responses on the questionnaire.  
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For those participants who completed the questionnaire through Survey Monkey, 

the online questionnaire prompted them to select the option of applying for the 

incentives. Once selected to receive the incentive, the one-page questionnaire containing 

personal information was saved to a separated file and not linked to the questionnaire. 

Despite the effort in providing participants with some kind of incentive in order to 

increase the participation rate, only 54% of respondents who did participate applied for 

one of the two incentives. 

Instrument development 

Instrument development during pilot study phase 

The instrument was developed using a two-step process. (See Appendix C.)  A 

preliminary version of the survey instrument was constructed based on the investigator’s 

past business experience, as well as precedent literature. This instrument was tested in a 

pilot study described in the next section.  The instrument followed the theory of planned 

behavior traditions, and contained “direct measures” on all 13 entrepreneurial behaviors, 

as well as “in-depth measures” for two of the entrepreneurial behaviors (i.e. learn new 

knowledge and skills and persisting in the face of obstacles).  The direct and in-depth 

measures were developed using Fishbein and Aizen’s (2010) questionnaire construction 

guidelines.   

For the direct measures, five to six measures were formulated to assess each of 

the major antecedent constructs to intended behavior as conceptualized in the theory of 

planned behavior model: Attitudes, perceived subjective norms, perceived behavioral 

controls linked to entrepreneurship behavioral intentions and past behaviors.  These 
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measures examined all 13 entrepreneurship behaviors under investigation.  Seven-point 

bipolar adjective scales were employed.  Participants were asked to circle the number that 

best described their personal opinions.  

In the initial questionnaire that was prepared for the pilot study, in-depth TPB 

measures were created for only two of the thirteen entrepreneurial behaviors because of 

the length of the questionnaire that resulted.  The two chosen were 1) learning new 

business skills and knowledge in order to be an effective business owner and 2) persisting 

to overcome obstacles and challenges in their business. 

Translation process 

With the exception of the Life Satisfaction scale, which was available in Spanish 

from the original authors, the questionnaire was developed in English and translated into 

Spanish. To ensure accuracy and culturally appropriate language in the Spanish 

questionnaire, it was back-translated into English by an independent translator. 

The back-translation process involved two steps: 1) translation from the original 

language (English to Spanish) to the target language (Spanish) and 2) blind back-

translation (translation from Spanish back to English by a bilingual individual unfamiliar 

with the original measure). The instrument was repeatedly revised until the two different 

versions were considered to be very similar in content and concept.  

Business owners had the option of completing the survey in Spanish or English. 

They were given the option of being interviewed in English or Spanish.  
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Pilot study 

Prior to IRB acceptance of the final instrument in both languages, a discussion 

group with Hispanic business owners selected by convenience was conducted in April 

2011. The purpose of the pilot study was to discuss questionnaire clarity, cultural 

appropriateness, and length of time needed to complete the survey.  In addition, the group 

helped to construct some of the attitude, subjective norm and perceived behavioral 

control survey items. (See Appendix C for procedures used during the pilot study.) 

In total, 17 business owners, members of the South Carolina Hispanic Chamber of 

Commerce, were invited to the discussion group. Seven male and three female business 

owners actually participated in the pilot study. The average length of time for 

questionnaire completion was 35.6 minutes, with a length of time ranging between 23-48 

minutes. 

Instrument modification following pilot study 

The results of the discussion group showed that 1) the questionnaire needed to 

have a less sophisticated language to make it more understandable to the average 

Hispanic business owner, and that 2) the length of time for completion had to be reduced. 

Following the pilot study, the questionnaire was reduced to an average time of 25 

minutes by eliminating the in-depth measures for all but one entrepreneurial behavior (i.e. 

learning new knowledge and skills).  Only direct attitude, norm and behavioral control 

measures to intentions for each of 13 entrepreneurial behaviors were left in the final 

version.  The final questionnaire was comprised of four sections and included a total of 

50 questions. (See English and Spanish versions of the questionnaire in Appendix A.).  
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The final questionnaire was submitted to Clemson University’s IRB for final 

approval. Both the English and Spanish versions of the questionnaire were approved by 

the IRB. (See IRB approval in Appendix E.) 

Measurement development and scoring   

In this section, a few more details are provided on measurement development.  

The TPB variables were developed using Aizen (2011) questionnaire construction 

guidelines.  The entrepreneurial behaviors selected for study were based on United 

Nations Conference on Trade And Development (UNCTAD) prior research work.   The 

major measurements in this study are reviewed in this section. 

Entrepreneurial behaviors  

There is a lack of consensus in the field regarding the availability of a valid and 

reliable entrepreneurial behaviors measure (Bird, 2010).  Various researchers have used 

various lists of behavior. The listing developed through the United Nations Conference 

on Trade And Development (UNCTAD) identified important entrepreneurial behaviors 

leading to success that were valid and reliable across cultural boundaries. A shorten 

version of UNCTAD’s findings was used in this study to create a listing of 13 

entrepreneurial behaviors associated with business success.  

Originally, 32 entrepreneurial behaviors were identified by McCelland (1989) and 

Cooley (1989) and grouped into 10 key Personal Entrepreneurial Competencies or PECs 

(UNCTAD, 2004, 2008). Due to the need to control survey length, only the ten PECs 
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were used as a basis to design intended entrepreneurial behavior statements.  Some of the 

PECs contained two behaviors which were separated in Table 3.5’s display. 

Table 2.5 Thirteen Entrepreneurial Behaviors Examined 

1. Persisting to overcome business obstacles and challenges is up to 

me 

2. Taking calculated risks is up to me 

3. Seeking business opportunities is up to me 

4. Demanding business efficiency is up to me 

5. Demanding quality services and products is up to me 

6. Setting business goals is up to me 

7. Monitoring business finances is up to me  

8. Monitoring customer satisfaction is up to me  

9. Networking for business purposes is up to me  

10. Seeking information for business activities is up to me  

11. Planning systematically in my business is up to me  

12. Completing jobs is up to me  

13. Learning new business skills and knowledge is up to me  

Source: Adapted from United Nations Conference on Trade and Development (UNCTAD, 2008).   

 

Cooley’s original self-assessment scale, which is still currently used pre-post 

trainings, included 55 behaviors associated to the 10 PEC (L. Cooley, telephone 

interview, August 27, 2010). Using TPB as a reference, these “behaviors” were actually a 

combination of behaviors, attitudes, subjective norms, and perceived controls.   

Cooley assured the researcher that the original studies, sponsored by USAID and 

overseen by NSF, did reliability and validity analysis and the properties identified in 

Table 2.4, Chapter Two were both valid and reliable across national samples (L. Cooley, 

telephone interview, August 27, 2010). However, at the time the research was conducted, 

these statistics were not available to report.  
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TPB measures 

In the proposed study, TPB guidelines (Aizen, 2011) for instrument construction 

were used to frame the study of behavioral intention.  Aizen suggested developing both 

direct and indirect measures for attitude, norm and control belief factors.  Table 3.6 

reviews the nature of the direct and indirect measures suggested by Aizen (2011).  In this 

study, a set of direct measures were created for each of the 13 intended behaviors.  

Indirect measures were removed in the final version of the survey due to the length and 

pilot study participants encouragement to reduce the number of questions. All attitude, 

norm and control measures were written to focus on respondents intended use of 13 

entrepreneurial behaviors. 

Table 3.6 TPB Framework for Examination of Intended Behavior   

Direct Measures of Intended Behavior for all 13 Intended Behaviors 
1. Perceived Attitudes 

1.1 desirability of intended behavior: ease/difficulty and pleasant/unpleasant 

1.2 outcome thought to happen if engage in specified behavior 

1.3 importance of doing specified behavior 

2. Perceived norm 

2.1 Injunctive aspect: most people important to me (do specified behavior) 

2.2 Descriptive aspect: most people like me (likely action regarding intended behavior) 

3. Perceived behavioral control 

3.1 Capacity aspect: how confident they are they can do (specified behavior) 

3.2 Autonomy aspect: how confident they are they can do (specified behavior) 

3.3 Controllability aspect: how much control they have to do (specified behavior) 

3.4 Inhibitor/facilitator aspect: what factors present that inhibit or facilitate (specified behavior) 

4. Intention: how likely it is they will intend to behave as specified 

5. Past behavior:  how often they did the intended behavior during past (specified period of time) 
Source: Adapted from Fishbein, & Aizen, 2010 

 

 

Most of the TPB questions were individual measurements rather than scales.  

Typically, more than one measurement are used to examine each construct within each 

antecedent.  The measurements within each construct are summed, and a total score 
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achieved which is used in regression or structural equation analyses.  This scoring 

process could not be used because there was only one question (measurement) per 

construct and it did not make sense to sum scores related to different constructs, even if 

they were all (for example) an attitudinal belief. Therefore, scores achieved on each of 

the attitude, norm, and behavioral control measures were used in the multivariate 

generalized linear regression analysis.  Each of the measurements for all TPB related 

variables are explained in the next four sections. 

Intentions and past behavior 

Respondents were asked how likely it was that they intended to engage in each 

entrepreneurial behavior within the next six months.  To determine the connection 

between future intentions and the kinds of entrepreneurial behaviors used within the past 

six months one question was asked regarding their use of each of the 13 entrepreneurial 

behaviors within the past six months (Table 3.7). 

Table 3.7  Intention and Past Behavior Variables 

TBP Variables Response 

Scale 

                 Measurement Items 

Intention 

3.8. How likely is that 

you intend to do the 

following relative to 

you business in the 

next six months? 

 

Within the next 6 

months, I intend to ... 

 

1=unlikely  

2 

3 

4 

5 

6 

7=likely 

 

3.8.1 Persist to overcome business obstacles and challenges  

3.8.2 Take calculated risks to extend business areas, products, services  

3.8.3 Seek business opportunities 

3.8.4 Demand business efficiency 

3.8.5 Demand quality services and products 

3.8.6 Set Business goals 

3.8.7 Monitor business finances 

3.8.8 Monitor customer satisfaction 

3.8.9 Network for business purposes 

3.8.10 Seek information for business activities 

3.8.11 Plan systematically 

3.8.12 Complete jobs 

3.8.13 Learn new business skills and knowledge 
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Table 3.7  Intention and Past Behavior Variables (Continued) 

TBP Variables Response 

Scale 

                 Measurement Items 

Past Behavior 

3.9. Tell us whether 

you agree or disagree 

with each of the 

following statements. 

 

In the past 6 months, I 

have AT LEAST 

ONCE done the 

following . . . 

 

1=strongly 

disagree 

2 

3 

4 

5 

6 

7= strongly 

agree 

 

3.9.1 Persisted to overcome business obstacles and challenges  

3.9.2 Took calculated risks to extend my business areas, products, services  

3.9.3 Sought business opportunities  

3.9.4 Demanded business efficiency  

3.9.5 Demanded quality services and products  

3.9.6 Set Business goals  

3.9.7 Monitored my business finances  

3.9.8 Monitored customer satisfaction  

3.9.9 Networked for business purposes  

3.9.10 Sought information for business activities  

3.9.11 Systematically planned  

3.9.12 Completed jobs in spite of obstacles  

3.9.13 Learned a new business skill and knowledge 

 

Attitudes about entrepreneurial behavior 

Four questions were developed based on TPB’s guidelines to examine 

respondents attitudinal belief relative to their intention to engage in each of 13 different 

entrepreneurial behaviors. These four questions were Aizen’s (2011) recommended 

‘direct’ measures (Table 3.8).  The participants had to rate the importance to business 

success, degree of pleasantness and difficulty, and whether they anticipated a positive 

outcome (business success), if they engaged in each of the 13 selected entrepreneurial 

behaviors.  The individual scores for each of the four attitudinal beliefs were used in the 

regression analyses.  In the case of the thirteenth behavior (i.e. learning new skills and 

knowledge), ten resources identified during the pilot study were specifically named. 

Respondents were asked to indicate their level of agreement that having each resource 

would enable them to learn new skills and knowledge.  

 



85 

 

Table 3.8  Attitudinal Measures Used to Examine Use of 13 Entrepreneurial 

Behaviors 

Attitude Variables Scale and Scoring Measurement Items 
3.1. How important to your 

business' success is doing 

each of these things?3. B 

 
 

 

 
 

 
 

 

 
 

 

 

3.2. Please indicate how 

pleasant or unpleasant doing 

each of the following things 

is. 

 

 

 

 

 

 

 

 

 

 

 

3.3. How easy or difficult is it 

for you to do each of the 

following things? 

 

 

 
 

 

 
 

 

 
 

 

 

3.12. How likely is it that, if 

you do the following things, it 

will lead to making your 

business successful? 

 

 

 

 

 

 

 

 

 

 

 
 

1=extremely unimportant;  
2=Not important;  

3=somewhat not 

important;  
4=neither important or 

unimportant; 5=somewhat 

important;  
6=Important;  

7=extremely important 
 

 

 
 

 

 
1=Very unpleasant,  

2=somewhat unpleasant, 

3=unpleasant,  
4=sometimes unpleasant 

sometimes not;  

5=somewhat pleasant,  
6=pleasant,  

7=very pleasant 

 
 

 

 
 

 

 
1=Extremely difficult, 

2 

3 
4 

5 

6 
7=Extremely easy 

 

 
 

 

 
 

 

 
1=very unlikely;  

2 

3 
4 

5 

6 

7=very likely 

 

 
 

 

 
 

 

 

3.1.1 Persisting to overcome business obstacles and challenges 
3.1.2 Taking calculated risks to extend business into new areas, 

products or services 

3.1.3 Seeking business opportunities 
3.1.4 Demanding business efficiency 

3.1.5 Demanding quality services and products 

3.1.6 Setting business goals 
3.1.7 Monitoring business finances 

3.1.8 Monitoring customer satisfaction  
3.1.9 Networking for business purposes  

3.1.10 Seeking information for business activities 
3.1.11 Planning systematically 
3.1.12 Completing business related jobs 
3.1.13 Learning new business skills and knowledge 

 
3.2.1 Persisting to overcome business obstacles and challenges 

3.2.2 Taking calculated risks to extend business into new areas, 

products or services 
3.2.3 Seeking business opportunities 

3.2.4 Demanding business efficiency 

3.2.5 Demanding quality services and products 
3.2.6 Setting business goals 

3.2.7 Monitoring business finances 

3.2.8 Monitoring customer satisfaction  
3.2.9 Networking for business purposes  

3.2.10 Seeking information for business activities  

3.2.11 Planning systematically  
3.2.12 Completing business related jobs  

3.2.13 Learning new business skills and knowledge 

 
3.3.1 Persisting to overcome business obstacles and challenges 

3.3.2 Taking calculated risks to extend business into new areas, 

products or services 
3.3.3 Seeking business opportunities 

3.3.4 Demanding business efficiency 

3.3.5 Demanding quality services and products 
3.3.6 Setting business goals 

3.3.7 Monitoring business finances 

3.3.8 Monitoring customer satisfaction  
3.3.9 Networking for business purposes  

3.3.10 Seeking information for business activities  

3.3.11 Planning systematically  
3.3.12 Completing business related jobs  

3.3.13 Learning new business skills and knowledge 

 
3.12.1 Persist to overcome business obstacles and challenges  

3.12.2 Take calculated risks to extend business areas, products, 

services  
3.12.3 Seek business opportunities 

3.12.4 Demand business efficiency 

3.12.5 Demand quality services and products 

3.12.6 Set Business goals 

3.12.7 Monitor business finances 

3.12.8 Monitor customer satisfaction 
3.12.9 Network for business purposes 

3.12.10 Seek information for business activities 

3.12.11 Plan systematically 
3.12.12 Complete jobs 

3.12.13 Learn new business skills and knowledge 
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Table 3.8  Attitudinal Measures Used to Examine Use of 13 Entrepreneurial 

Behaviors (Continued) 

Attitude Variables Scale and Scoring Measurement Items 
For entrepreneurial behavior 

#13 only 

 

3.14. Tell us whether you 

agree or disagree with the 

following statements. 

 

 

1=disagree; 
2 

3 

4 
5 

6 

7=agree 
 

 
 

3.14.1 Having enough time to devote to learning will enable me to 
learn new business skills and knowledge within the next 

year. 

3.14.2 Having a need to increase my knowledge and skills within 
the next year will enable me to make an effort to learn new 

business skills or knowledge. 

3.14.3 Having learning opportunities close to my business will 
enable me to make an effort to learn new business 

knowledge or skills within the next year. 
3.14.4 Having learning opportunities that match my learning needs 

will enable me to make an effort to learn new business 

skills and knowledge within the next year. 
3.14.5 Having the freedom from running daily business activities 

would enable me to engage in learning opportunities within 

the next year. 
3.14.6 Having the finances available to implement what is learned 

would enable me to engage in learning opportunities within 

the next year. 
3.14.7 Having courses prepared on a single topic would enable me 

to engage in learning opportunities within the next year. 

3.14.8 Having courses that are taught in my preferred language 
would enable me to engage in learning opportunities within 

the next year. 

3.14.9 If I'm motivated to expand my business that would enable me 
to engage in learning opportunities within the next year. 

3.14.10 Having qualified instructors would enable me to engage in 

learning opportunities within the next year. 

 

Subjective norms 

Respondents were asked to indicate how much they agreed that important people 

to them approved of their engaging in each of the 13 entrepreneurial behaviors.  (See 

Table 3.9.) Another question (3.5) explored which individuals and groups influenced 

their decision to engage in each specified entrepreneurial behavior. This question 

explored what Aizen referred to as the injunctive aspect of a behavior (i.e., people 

important to me think that/approve that I engage in a specified entrepreneurial behavior).  
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Table 3.9  Norm Variables  

Norm Variable Scale Measurement Items 

3.4.Do you agree or disagree 

with the following 

statements? 

 

Most of the people who are 

important to me approve of 

my . . . 

 

 

 

 

 

 

 

 

3.5. Please list the 

individuals or groups who 

would approve or think you 

should do each of the 

following things in order to 

become an successful 

business owner.  (write in 

question) 

1=strongly 

disagree  

2 

3 

4 

5 

6 

7=strongly agree 

 

 

 

 

 

 

 

(analyzed based 

on above but not 

used in scoring 

for TPB analysis)  

 

Coding on write 

in:  

1=wife 

2=husband 

3=spouse 

4=children 

5=friends 

6=mother 

7=father 

8=my family 

9=business 

partner 

10=uncle 

11=son 

12=clients 

13=employees 

 

3.4.1 Persisting to overcome business obstacles and challenges 

3.4.2 Taking calculated risks to extend business into new areas, 

products or services 

3.4.3 Seeking business opportunities 

3.4.4 Demanding business efficiency 

3.4.5 Demanding quality services and products 

3.4.6 Setting business goals 

3.4.7 Monitoring business finances 

3.4.8 Monitoring customer satisfaction  

3.4.9 Networking for business purposes  

3.4.10 Seeking information for business activities  

3.4.11 Planning systematically  

3.4.12 Completing business related jobs  

3.4.13 Learning new business skills and knowledge 

 

3.5.1 Persisting to overcome business obstacles and challenges 

3.5.2 Taking calculated risks to extend business into new areas, 

products or services 

3.5.3 Seeking business opportunities 

3.5.4 Demanding business efficiency 

3.5.5 Demanding quality services and products 

3.5.6 Setting business goals 

3.5.7 Monitoring business finances 

3.5.8 Monitoring customer satisfaction  

3.5.9 Networking for business purposes  

3.5.10 Seeking information for business activities  

3.5.11 Planning systematically  

3.5.12 Completing business related jobs  

3.5.13 Learning new business skills and knowledge 

 

 

Perceived controls 

Three behavioral control questions were asked.  One explored capacity 

(confidence levels), another controllability and the final one, inhibitors and facilitators to 

use of 13 entrepreneurial behaviors. The capacity variable asked respondents how 

confident they were that they could do each of 13 entrepreneurial behaviors under 

investigation.   The controllability question asked respondents how much it was up to 
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them (i.e. within their control) to be able to engage in each of the 13 behaviors.  Seven 

point Likert type scales were used. (See Table 3.10.).  

The facilitating/inhibiting factor was examined by asking respondents whether 

they thought the resources necessary would be accessible to them within the next six 

month to engage in each behavior.  To explore one entrepreneurial behavior a bit more 

(i.e. learning new skills and knowledge) respondents were also asked if 13 facilitators or 

inhibitors that had been identified by participants in the pilot study would be present 

within the next year to prompt them to learn new skills and/or knowledge.  The scores 

from each of the behavioral control items were used separately in the regression analysis.   

Table 3.10  Behavioral Control Measures Used in This Study 

Behavioral Control 

Variables 

Scale and 

Scoring 

Measurement Items 

3.6 I am confident that in 

running my business I 

can .... 

 

 

 

 

 

 

 

 

 

 

 

 

3.7. Do you agree or 

disagree with the 

following statements? (by 

"up to me" we mean is 

within your control) 

 

 

 

 

 

 

 

 

 

 

7=very 

confident  

6 

5 

4 

3 

2 

1=not at all 

confident 

 

 

 

 

 

 

1=disagree  

2 

3 

4 

5 

6 

7=agree 

 

 

 

 

 

 

 

3.6.1 Persist to overcome business obstacles and challenges  

3.6.2 Take calculated risks to extend business areas, products, 

services  

3.6.3 Seek business opportunities 

3.6.4 Demand business efficiency 

3.6.5 Demand quality services and products 

3.6.6 Set Business goals 

3.6.7 Monitor business finances 

3.6.8 Monitor customer satisfaction 

3.6.9 Network for business purposes 

3.6.10 Seek information for business activities 

3.6.11 Plan systematically 

3.6.12 Complete jobs 

3.6.13 Learn new business skills and knowledge 

 

3.7.1 Persisting to overcome business obstacles and challenges is up 

to me 

3.7.2 Taking calculated risks is up to me 

3.7.3 Seeking business opportunities is up to me 

3.7.4 Demanding business efficiency is up to me 

3.7.5 Demanding quality services and products is up to me 

3.7.6 Setting Business goals is up to me 

3.7.7 Monitoring business finances is up to me  

3.7.8 Monitoring customer satisfaction is up to me  

3.7.9 Networking for business purposes is up to me  

3.7.10 Seeking information for business activities is up to me  

3.7.11 Planning systematically in my business is up to me  

3.7.12 Completing jobs is up to me  

3.7.13 Learning new business skills and knowledge is up to me  
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Table 3.10  Behavioral Control Measures Used in This Study (Continued) 

Behavioral Control 

Variables 

Scale and 

Scoring 

Measurement Items 

3.10. Tell us whether you 

agree or disagree with 

the following statements. 

 

All the necessary 

resources to do each of 

the following things are 

accessible to me within 

the next 6 months to . . , 

 

 

 

 

 

 

For entrepreneurial 

behavior # 13 only: 

3.6+3.7+3.10+3.13 

3.13. Please tell us how 

much you agree with 

each of the following 

statements. 

 

 

 

 

1= strongly 

disagree; 

2 

3 

4 

5 

6 

7=strongly agree 

 

 

 

 

 

 

 

1=disagree;  

2 

3 

4 

5 

6 

7=agree 

 

 

 

3.10.1 Persist to overcome business obstacles and challenges  

3.10.2 Take calculated risks to extend business areas, products, 

services  

3.10.3 Seek business opportunities 

3.10.4 Demand business efficiency 

3.10.5 Demand quality services and products 

3.10.6 Set Business goals 

3.10.7 Monitor business finances 

3.10.8 Monitor customer satisfaction 

3.10.9 Network for business purposes 

3.10.10 Seek information for business activities 

3.10.11 Plan systematically 

3.10.12 Complete jobs 

3.10.13 Learn new business skills and knowledge 

 

3.13.1 It is likely that I will have enough time to devote to learning 

new business skills and knowledge within the next year. 

3.13.2 It is likely that I will have a need to increase my business 

knowledge and skills within the next year. 

3.13.3 It is likely that I will have business related learning 

opportunities close to my business.  

3.13.4 It is likely that business related learning opportunities will 

match my learning needs.  

3.13.5 It is likely that I can be free from running my business to 

engage in business related learning opportunities. 

3.13.6 It is likely that learning new business knowledge and skills 

will be a waste of time.  

3.13.7 It is likely that business related learning opportunities that will 

be available will not match my needs. 

3.13.8 It is likely that I will not have the finances to do anything with 

what I learn.  

3.13.9 It is likely that my personality will interfere with me taking 

the opportunity to learn new business skills and knowledge. 

3.13.10 It is likely that I will have the financial resources available to 

pay for the cost of learning opportunities 

3.13.11 It is likely that business related learning opportunities will be 

available that match my language preference. 

3.13.12 It is likely that my motivation to expand my business will 

drive me to attend business related learning opportunities 

3.13.13 It is likely that qualified instructors will be available to make 

it useful to attend a business related learning opportunity 
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Modifiers 

Selected modifiers were examined to determine the affect they had on intended 

behavior, attitudes, norms, and perceived control beliefs, and on perceptions of their 

success. These included selected socio-demographic, socio-economic, and cultural 

modifiers and are summarized in Table 3.11. 

Table 3.11 Selected Modifiers to Attitude, Norms, and Control Beliefs Examined 

Socio-demographic Factors Gender 4.4 

Age 4.5 

Marital Status 4.8 

Number of children 4.11.2 

Have Children (Yes/No; 4.11.1) 

Length of residency 4.6 

Birth country 4.7 

Reported presence of entrepreneurial characteristics 

3.15 

Socio-economic Factors Income level 4.9 

Educational level 4.10 

Extent of civic involvement 4.16 

Attitudes about community 4.15 

Profit Last Fiscal Year 2.1 

Age of business 2.2 

# of full and part time employees (size of business) 

2.4.1-2.4.3 

Employee change 2.5 

Economy’s effect on business 2.6 

Parents owned business 4.4 

Extent of family involvement in business 4.1 

Family influence on business decision making 4.2 

Perceptions of Greenville Country’s Receptivity to 

entrepreneurship 4.15 

Extent/Nature of community involvement 4.16 

Perception of degree Greenville Country business 

leaders care about their business’ survival and 

thriving 4.17 

Cultural Factors Generational Status 4.12 

Birth Country 4.7 

Acculturation (Highly acculturated, bi-cultural, low 

acculturation in use of language 4.19; proficiency in 

languages 4.20, and use of languages for media use 

4.21)  

View of Hispanic community’s regard for Hispanic 

entrepreneurship 4.18 
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Table 3.11 Selected Modifiers to Attitude, Norms, and Control Beliefs Examined 

(Continued) 

Life Satisfaction Diener et al’s (1985) Satisfaction With Life Scale 

2.12 

 

To examine two of the modifiers, life satisfaction and acculturation, existing 

measurement scales were used and are explained below.  

General life satisfaction  

Life satisfaction was examined using Diener et al’s (1985) Satisfaction With Life 

Scale (Table 3.12).  Diener, Emmons, Larsen, and Griffin (1985) developed a life 

satisfaction scale to measure global life satisfaction and was comprised of 5 questions. 

The scale was based on the assumption that subjects must be asked for an overall 

judgment of their life in order to measure the concept of life satisfaction (Diener, 

Emmons, Larsen, & Griffin, 1985).  

Table 3.12 Diener et al’s (1985) Satisfaction With Life Scale 

Instructions: Below are 5 statements that you may agree or disagree with. Using the scale below, indicate 

how strongly you agree or disagree with each statement. There is no right or wrong answers so please state 

your true opinion. 

Scale: 1=Strongly Disagree; 2=Disagree; 3=Slightly Disagree; 4=Neither agree nor disagree; 5=Slightly 

Agree; 6=Agree; 7=Strongly Agree 

Factors 

1. In most ways, my life is close to my ideal.  

2. The conditions of my life are excellent.  

3. I am satisfied with my life.  

4. So far, I have gotten the important things I want in life. 

5. If I could live my life over, I would change almost nothing. 

Source: Diener, E. (2012). Used with permission. 

 

A series of studies were done by Diener et al. (1985) to construct the satisfaction 

with life scale (SWLS). The findings indicated that the scale was a single factor, multi-

item measure of life satisfaction, showing good internal consistency and reliability and 
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with a content appropriate for a wide range of age groups reporting a coefficient alpha of 

.87, and a two-month, test-retest stability coefficient of .82.  

In the development stage of the SWLS, the authors conducted three studies to 

validate the scale. The first study tested the psychometric properties of the scale and was 

conducted with 176 undergraduate students enrolled in an introductory psychology 

classes at the University of Illinois.  The SWLS was administered in a group settings, and 

two months later 76 of the subjects were given the scale again. In the first study, the 

mean score was 23.5 with a standard deviation of 6.43. Additionally, the two month test-

retest correlation coefficient was r= .82 and coefficient alpha was .87. By an inspection of 

the eigenvalues and tolerance levels, a single factor emerged accounting for 66% of the 

variance. 

In the second study, Diener et al. (1985) examined the relationship between the 

SWLS and other measures of subjective well-being and other personality measures. Two 

different samples of undergraduate students served as subjects at this time: the 176 

students used in study 1 and a different group of 163 undergraduate students enrolled in 

introductory psychology classes. In both samples, there were moderately strong 

correlations with all the subjective well-being except the AIM, which was a measure of 

emotional experience.  

In the third study, Diener et al. (1985) assessed the psychometric properties of the 

scale with a geriatric population. With a sample of 55 elderly people volunteered for the 

project, a part of interviewers interviewed the participants about their life for about one 

hour, and at the end of the section, subjects completed a print version of the SWLS. In 
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this third study, the mean score of the SWLS was 25.8, and the item-total correlations for 

the five SWLS were r = .81, .63, .61, .75, and .66.  

Further validation of the scale, conducted by Pavot, Diener, Colvin, and Sandvik, 

(1991) offered evidence for validity of SWLS with other self-reported measure of 

satisfaction and the unitary factor structure.   In Study 2, the correlation between peer 

reports and family reports of life satisfaction was r=.54, p<.001. The correlation between 

self-reported and peer reported life satisfaction was r=.55, p<.001; and between self-

reported and family reported life satisfaction was r=.57, p<.001. (Pavot & Diener, 1993; 

Pavot, Diener, Colvin, & Sandvik, 1991).  

Although, there was no evidence found that SWLS has been used in 

entrepreneurship studies, the scale was used in cross-cultural settings and with diverse 

populations in health and mental health areas (Pavot & Diener, 2008).  The SWLS used 

in this study was the original scale developed by Diener et al. (1985). See Table 3.12.  

The scale was composed of 5 items and each item was scored in a range from 1 (strongly 

disagree) to 7 (strongly agree). The five questions all were coded to a positive direction, 

so the five items were added to arrive to a total score for the scale. Thus, the possible 

range of scores on the questionnaire were from 5 (low satisfaction with life) to 35 (high 

satisfaction with life), with a score of 20 representing the midpoint of the scale. 

Moreover, scores between 5 and 9 indicated respondents were extremely dissatisfied with 

life, scores from 15 to 19  indicated respondents were slightly dissatisfied with life, 

scores from 21-25 represented a slightly satisfaction with life, and finally scores from 31 

to 35 represented a extremely satisfaction with life. 
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Acculturation 

The level of acculturation was measured using a modification of the Bi-

dimensional Acculturation Scale for Hispanics (BAS) scale of acculturation, which taps 

preferred speaking and reading languages related to conducting and learning about 

business information, and about general living situations. It was modified to include 

items on preferences for reading, thinking and speaking in Spanish or English relative to 

business related activities and entrepreneur training opportunities. (See Table 3.13.) 

Marín and Gamba (1987) developed the BAS to provide a short measure of 

acculturation that could address the conceptual and psychometric limitations of other 

acculturation scales (Marín & Gamba, 1987). The BAS measures respondents’ use of 

language to interact with people from their ethnic group or country of origin, and with 

those from the host culture. Therefore, it is a bi-dimensional acculturation scale. It also 

measures use of language when reading and thinking about business matters, and 

speaking with customers, business leaders, and use of Spanish and English in reading, 

speaking and thinking about general living situations.  

 The authors developed the BAS using a random sample of 254 Hispanics adults’ 

reported preferences and abilities in 30 areas in which acculturation can have an impact 

on behavior. The BAS includes 24 items measuring linguistic usage, language 

proficiency, and electronic media usage. Half of the items refer to English use or English-

language proficiency, and the other half addresses the same areas as they refer to Spanish 

use or proficiency.  
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The final scale developed by Marín and Gamba (1987) included items that had 

correlations greater than .45. In the original study, the scale showed an alpha coefficient 

of .87 for the items in the Hispanic domain and .94 for the items in the non-Hispanic 

domain, suggesting their data may have been skewed. Validity was established using a 

number of approaches, including correlations with respondents’ generational status (r = 

.50 for the use of Spanish language and preference to associate with people from host 

culture and r = .42 for the use of English and preference to associate with people from 

country of origin or who spoke English); length of residence in the United States (r = .46 

for the non- Hispanic domain and r = .28 for the Hispanic domain); age of arrival in the 

United States (r = .60 for the non-Hispanic domain and r = .41 for the Hispanic domain); 

and respondents’ own assessments of their acculturation status (r = .47 for the non-

Hispanic domain and r = –.38 for the Hispanic domain). 

In this study, the BAS scale included 12 items measuring frequency of use of 

English and Spanish, 14 items measuring perceived proficiency of English and Spanish, 8 

items measuring frequency of media exposure in English and Spanish, and 6 items 

measuring preference in language for learning activities. In total, the acculturation scale 

included 40 items. See Table 3.13.  Half of the items in each section measured use of 

English language and the other half measured the use of the Spanish language. 
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Table 3.13 Bi-dimensional Acculturation Scale for Hispanics (BAS) Scale of 

Acculturation Used in Current Study (Marín and Gamba (1987) and Related 

Measures 

4.19. Tell us how often you 

use English or Spanish to do 
the following things. 

 

1=Almost never 

2=Sometimes  
3=Often  

4=Almost always 

 

4.19.1   How often do you speak English? * 

4.19.2   How often do you speak in English with your friends? * 
4.19.3   How often do you speak in English with business employees? ** 

4.19.4   How often do you speak in English with business customers? ** 

4.19.5   How often do you think in English? * 
4.19.6   How often do you think in English about business affairs? ** 

4.19.7   How often do you speak in Spanish? * 

4.19.8   How often do you speak in Spanish with your friends? * 
4.19.9   How often do you speak in Spanish with business employees? ** 

4.19.10 How often do you speak in Spanish with business customers?**  

4.19.11 How often do you think in Spanish? * 
4.19.12 How often do you think in Spanish about business affairs?** 

4.20. Tell us how proficient 

you think you are in your use 

of English and Spanish. 
 

1=Very poorly;  

2=Poorly;  

3=Well;  
4=Very well 

 

4.20.1 How well do you speak English? * 

4.20.2 How well do you read in English? * 

4.20.3 How well do you understand television programs in English?*  
4.20.4 How well do you understand radio programs in English? * 

4.20.5 How well do you understand written materials in English dealing 

with operating your business? ** 
4.20.6  How well do you write in English? * 

 

4.20. Tell us how proficient 
you think you are in your use 

of English and Spanish. 

 

1=Very poorly;  
2=Poorly;  

3=Well;  

4=Very well 
 

4.20.7     How well do you understand music in English? * 
4.20.8     How well do you speak Spanish? * 

4.20.9     How well do you read in Spanish? * 

4.20.10   How well do you understand television programs in Spanish? *  
4.20.11   How well do you understand radio programs in Spanish? * 

4.20.12   How well do you understand written materials in Spanish dealing 

with operating your business? ** 
4.20.13   How well do you write in Spanish? * 

4.20.14   How well do you understand music in Spanish? * 

4.21. How often do you do the 
following things? 

 

1=almost never 
2=Sometimes  

3= Often  

4=Almost always 
 

4.21.1   How often do you watch television programs in English? * 
4.21.2   How often do you listen to radio programs in English? * 

4.21.3   How often do you listen to music in English? * 

4.21.4   How often do you watch television programs in Spanish? * 
4.21.5   How often do you listen to radio programs in Spanish? * 

4.21.6   How often do you listen to music in Spanish?  * 

4.21.7   How often do you attend English speaking educational programs 
about business development? ** 

4.21.8   How often do you attend Spanish speaking educational programs 

about business development? ** 

4.22. When you are learning 

new things about how to grow 
and develop your business do 

you prefer to . . .  

 

Check all boxes that 

apply to your 
preferences. 

4.22.1   Read written materials in Spanish? ** 

4.22.2   Read written materials in English? ** 
4.22.3   Attend Spanish speaking workshops/seminars? ** 

4.22.4   Attend English speaking workshops/seminars? ** 

4.22.5   I have no preference for either Spanish or English written 
materials** 

4.22.6   I have no preference for either Spanish or English speaking 

workshops/seminars.** 

*BAS measurement items 

**measurement items created for this study 
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Scores for each item were added and averaged by the number of items in each 

domain (Spanish and English language usage). For items measuring frequency of use of 

language, items in each domain were added and averaged for the 6 items. Similarly, for 

items measuring perceived language proficiency the scores were added and averaged for 

the 7 items. For the items measuring frequency of media exposure, each of the scores 

were added and averaged for the 4 items.  

Thus, each respondent had two scores: the Hispanic domain and the Anglo 

domain for each category with scores ranging from 1 to 4. Following Marín and Gamba 

(1996), the level of acculturation were obtained by using score cutoffs of 2.5 to indicate 

low or high level of adherence to each domain.  Highly acculturated individuals were 

considered those with scores of 2.5 or higher on Anglo domain and lower than 2.5 on the 

Hispanic domain. The individuals with scores of 2.5 or above on both domains were 

considered bicultural. Lastly, those individuals with scores of 2.5 or higher on the 

Hispanic domain and lower than 2.5 on Anglo domain were considered low acculturated. 

Business success factors 

The survey contained several measures related to business success and what 

business success meant to respondents.  Respondents were asked to state whether they 

had a profit last fiscal year (Q2.1), how old their business was (Q2.2), whether there had 

been changes in employees numbers this past year (Q2.5), the effects that the national 

recession had on their business (Q2.6) and whether the revenues produced through their 

business were sufficient to meet their total financial needs (Q2.8).  In addition, 

participants were asked directly how successful their business currently was (Q2.11).   
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The factors mentioned above, along with the respondents’ demographic 

characteristics, their sense of community ratings, and the nature of the influence of their 

family on their business were entered as independent variables in a series of regression 

analyses to determine the ability of these factors to explain the variance in respondents’ 

ratings of business success. 

In addition to the above measures, business owners were asked to rate the 

importance of each of 28 criteria used to judge whether or not their business was a 

success using a 5 point categorical scale with an anchor of 1= “not important” and 5= 

“very  important.  These 28 business success criteria were based on Walker and Brown 

(2004), Luisser’s (2004), Gadar and Yunus (2009) and Vijaya & Kamalanabhan’s (1998) 

studies.   

Since the final scale was created for this study based on Lussier (2004), Gadar 

and Yunus (2009), Vijaya and Kamalanabhan (1998), and Walker and Brown (2004) 

work, reliability findings are reported in Chapter Four.  A factor analysis of the scale was 

also done to determine if latent factors better explained the respondents’ use of criteria to 

judge success.  The factors that emerged from the factor analysis were used as scales, and 

examined for possible effects on attitude measurement 3.12, likely business success if 

they engaged in a specified behavior.  The results are reported in Chapter Four. 
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Table 3.14 Twenty Eight Factors Associated With Business Success  

2.10. Please rate 

how important each 

of the following 

factors are to you 

CURRENTLY in 

judging the success 

of your business.   

 

(items based on 

Walker and Brown 

2004; Gadar and 

Yunus (2009) 

studies 

 

My business 

currently is 

successful if ... 

 

1=Not important 

to me,  

2=slightly 

important to me, 

3=important,  

4=very important, 

5=extremely 

important to me 

 

2.10.1    I am making a profit  

2.10.2    I think my services are useful  

2.10.3    I have customers who are satisfied  

2.10.4    I am a leader in the community  

2.10.5    I am satisfied with the services we provide  

2.10.6    I make enough money to support my family  

2.10.7    I become rich  

2.10.8    I can use my business skills n 

2.10.9    I am the employer, never an employee  

2.10.10  I get a fair price for our service 

2.10.11  I am respected by my family  

2.10.12  I have a reputation in the community  

2.10.13  I can do something creative or innovative  

2.10.14  People recognize the value of my business  

2.10.15  Business income adequately supplements our total income needs  

2.10.16  My hard work is recognized  

2.10.17  I offer customers something unique  

2.10.18  My business provides financial stability for our children  

2.10.19  I can earn a living sufficient to be free from having to have 

another job  

2.10.20  I can make enough money to clear my debts  

2.10.21  I can have a freer lifestyle  

2.10.22  I can earn the respect of people  

2.10.23  I can enjoy the best luxuries of life 

2.10.24  I am not bored 

2.10.25  I can provide others with jobs  

2.10.26  I can provide other family members with jobs  

2.10.27  I can access concessions or loans from the government, banks, 

etc. n 

2.10.28  I compete with others and prove to be the best  

2.10.29  Are there other factors you use to consider success? Write in 

 Family business vs. family involvement in business 

 There is not agreement in the literature on what constitutes a family business  

(Danes, Stafford, & Teik-Cheok Loy, 2007;  Klein, Astrachan, & Smyrnios, 2005).  

Baylor University’s John F. Baugh Center on Entrepreneurship is advancing an academic 

understanding of what constitutes a family business when contrasted to a business 

venture that may have family involvement.  This study patterned several questions after 

Baylor University’s Center on Entrepreneurship’s work.  Several questions were asked to 

determine the nature and extent of involvement of family members in the business’s start-

up, daily operation, and effect on decision-making.  (See Table 3.15.) 
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Table 3.15  Family Business or Family Involvement  

Questions Response Category Items 

2.7. From what sources did you get 

the capital to start your business?  

(Check all that apply.) 

 

2.7.1  Personal savings 

2.7.2  Family members 

2.7.3  Friends 

2.7.4  Banks 

2.7.5  Federal government loan 

program 

2.7.6  Small Business Administration 

2.7.7  Community-based Nonprofit 

Organization grant or loan 

program 

2.7.8  Faith-based organization grant 

or loan program 

 

2.9. If you have to supplement the 

income produced by your business in 

order to meet your financial needs, in 

what ways do you do this?   

 

Check all that apply. 2.9.1  I have another job 

2.9.2  My spouse has another job 

2.9.3  My children have job(s) 

2.9.4  I borrow from savings 

2.9.5  Family members give me 

money 

2.9.6  Friends give me money 

2.9.7  Other (please specify) 

 

4.1  Which family members are 

actively involved in the business? 

Check all that apply. (For example, 

they may be involved as partners, 

managers, employees, advisers) 

 

Check all that apply. 4.1.1  None 

4.1.2  Spouse 

4.1.3  Son(s) 

4.1.4  Daughter(s) 

4.1.5  Brother(s) 

4.1.6  Brother-in-law 

4.1.7  Sister(s) 

 

Questions Response Category Items 

4.1  Which family members are 

actively involved in the business? 

Check all that apply. (For example, 

they may be involved as partners, 

managers, employees, advisers) 

 

Check all that apply. (Continued) 

4.1.8  Sisters-in-law 

4.1.9  Mother 

4.1.10  Mother-in-law 

4.1.11  Father 

4.1.12  Father-in-law 

4.1.13  Cousin 

4.1.14  Niece(s) 

4.1.15  Nephew(s) 

4.1.16  Aunts 

4.1.17  Uncles 

4.1.18  Others (write in) 
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Table 3.15  Family Business or Family Involvement (Continued) 

4.2. Please indicate the degree to 

which you disagree or agree with the 

following 

statements. 

 

Scale: 1=strongly disagree; 

7=strongly agree 

 

4.2.1  My family has influence on my 

business decisions.  

4.2.2  My family members share 

similar values.  

4.2.3  My family and business share 

similar values.  

4.2.4  Family members support my 

business in discussions with friends.  

4.2.5  Family members support my 

business in discussions with other 

employees.  

4.2.6  Family members support my 

business in discussions with other 

family members.  

4.2.7  Family members support my 

business in discussions with me.  

4.2.8  Family members feel loyalty to 

the business.  

4.2.9  Family members are proud to 

tell others that they are part of my 

business.  

4.2.10  There is so much to be gained 

by participating with the business on 

a long-term basis.  

4.2.11  Family members agree with 

my business goals, plans, and 

policies.  

4.2.12  Family members really care 

about the fate of the business.  

4.2.13  Deciding to be involved with 

the business has had a positive 

influence on my life.  

4.2.14  I understand and support my 

family's decisions regarding the 

future of the business.  

4.2.15  Family members are willing 

to put in a great deal of effort beyond 

what is normally expected to help the 

business be successful. 

4.3. Did either of your parents or 

grandparents own and operate a 

business different from 

the one you own? 

 4.3.1  Yes, parent 

4.3.2  Yes, grandparent 

4.3.3   No 
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Data management 

Once data collection was completed all questionnaires were reviewed.  Data from 

all questionnaires completed by interviewers were entered into the Survey Monkey online 

survey so that a complete data file containing both online survey respondents data and 

data from interviews were available in one file.  The data file was exported into SPSS. 

Frequencies were run on each variable to identify missing data or data error.  All 

data errors were corrected.  For all analyses procedures, an exclude-cases-listwise 

procedure was used.  Frequencies and descriptive statistics including the mean, standard 

deviation, minimum and maximum values were run to identify potential outliers.  The 

data were corrected for skew and is explained in the next section.   

Reliability analysis 

All scales were checked for reliability.  Where skew was present it was corrected.  

The manner of adjusting for skewness depended on how much skew was present and the 

direction of the skew.  Skew below +/- .80 was not considered a problem. For positive 

skew on scale scores, if skew was between .80 and 1.5, a square root transformation was 

used. For skew on scale scores between 1.5 and 3.0, a log10 (natural log) transformation 

was used.  No skew was present above 3.0.  Negative skew was corrected by reflecting a 

variable (i.e. the value was subtracted from the largest value + 1).  Table 3.4  presents the 

reliability findings on all scales used in this study. 
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Table 3.4  Reliability Analysis On All Scales 

Scale Name Cronbach’s 

Alpha 

Sample 

N 

Item 

N 

Mean Std 

Deviation 

Variance Skew 

 

Criteria Used To 

Judge Success 

2.10 

.920 52 28 105.15 15.970 255.035 .435 

Life Satisfaction 

Scale 2.12 

.710 63 5 27.05 5.332 28.433 -.791 

Sufficiency of 

skills/knowledge 

& Experience 

3.11 

.829 66 3 13.02 1.776 3.154 -.618 

Likely 

Conditions 

Present to Learn 

New 

Skills/Knowledge 

3.13 

.891 56 13 62.29 18.158 329.699 -.608 

Conditions for 

Learning New 

Business 

Skills/Knowledge 

3.14 

.945 55 10 63.745 7.8533 61.675 .587 

Reported 

Entrepreneurial 

Characteristics 

3.15 

.794 66 7 44.33 5.121 26.226 .390 

Family Influence 

on Business 4.2 

.929 63 15 79.84 22.238 494.509 .610 

Sense of 

Community 4.15 

.655 63 10 46.35 9.787 95.779 .792 

View of Hispanic 

Community on 

Entrepreneurship 

4.18 

.869 64 3 16.08 4.654 21.660 .235 

Acculturation-

Frequency of Use 

of 

English/Spanish 

4.19 

.711 62 12 35.25 5.452 29.723 .214 

 

Acculturation-

Proficiency of 

Use of 

English/Spanish 

4.20 

.875 62 14 45.87 6.263 39.229 .214 

Acculturation—

use of language 

for various media 

4.21 

.768 27 8 22.81 5.456 29.772 -.430 
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Data Analysis 

Data cleaning 

 Standard data cleaning practices were used including checking all scales for skew 

and correcting skew, if it appeared there was a need to do so.  Skew transformation used 

square root and log10 transformation procedures.  Data outliers were checked and 

removed if needed.  All scales were checked for reliability and only reliable scales’ total 

scores were used.  All were found reliable at the .65 or higher.  Scales over Cronbach’s 

alpha .80 were transformed for skew. 

Bivariate and multivariate analysis 

 Using descriptive statistics, a business and business owner profile was developed.  

Frequencies, means, and in some cases median statistics were reported.  Chi-square and 

Pearson’s correlations were performed, depending on the nominal or ordinal/interval 

nature of the variables examined.  Correlations and covariance among significant 

variables and modifiers were examined while using various kinds of regression analyses.  

In one case, a paired sample t-test was performed.  In one case, a confirmatory factor 

analysis was done. 

Regression analysis 

Various kinds of regression analyses were performed on different combination of 

variables.  Univariate and multivariate general linear regressions and linear regressions 

were done, and in some cases, hierarchical regression analysis.  In one instance, family 

involvement analysis, a logit loglinear regression analysis was calculated.  The nature of 

the analysis procedure is identified throughout the discussion of findings. 
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When the sample is large enough, typically structural equation modeling is done 

in TPB research.  With lower sample sizes, multiple regression analysis is the preferred 

analysis approach found in the literature reviewed.  Because the total sample size for this 

study was 74, multivariate generalized linear regression and linear regression analyses 

using SPSS version 19 were done to test hypotheses and answer research questions.   

Each of thirteen entrepreneurial behaviors had their own TPB variables.  Thirteen 

separate linear regressions were done to determine the significant number of TPB 

variables that predicted the intention score without collinearity issues.  For each 

regression analysis, a total model was run with all TPB variables entered as independent 

variables and the intention score entered as the dependent variable.  While in each case 

the total number of variables proved to achieve significance as a model, in each instance, 

not all TPB variables achieved significant standardized beta coefficients or, if they did 

achieve significance, the tolerance, VIF, eigenvalues and and/or condition indices 

indicated possible problems with collinearity.  Therefore, a series of regressions were run 

to determine the reduced model that best explained the variance in intention scores, while 

at the same time achieved significant standardized beta coefficients without collinearity 

issues.   

The criteria used to determine the variables to use in the reduced model were as 

follows.  Tolerance levels on all measures were checked to see if they were close to 0 

indicating high multi-collinearity.  Tolerance levels were checked also to determine the 

percentage of the variance in a given predictor that could not be explained by the other 

predictors.   The VIF for all measures were checked to see if it was below 2, suggesting 
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that there was not a problem with collinearity.  Eigenvalues for each variable were 

checked to determine the inter-correlation among variables. Low (close to .0) eigenvalues 

indicated that some of the predictors, when all were used, were highly inter-correlated 

and that small changes in the data values may lead to large changes in the estimates of the 

standardized beta coefficients.  The condition index with values greater than 15 indicated 

a possible problem with collinearity; greater than 30, a serious problem (IBM, 2012).   

Once the reduced model was determined, each significant TPB variable was used 

as the dependent variable and all the modifiers were used as independent variables in a 

regression analysis to determine the modifiers that had significance in explaining the 

variance in TPB variables found significant in the reduced model.   

To examine whether or not the modifiers had a direct effect in predicting intention 

scores, the significant modifiers and TPB variables were entered as independent variables 

and the intention score entered as a dependent variable.   

Methodological limitations of the study 

This study was limited to examination of intended behavior.  While the literature 

indicated that examination of intended behavior is a valid and reliable approximation of 

actual behavior, actual entrepreneurship behavior may be different from what 

respondents reported and their stated intentions may be different from what they really 

intend to do.  They may have wanted to give the researcher what they thought she would 

want to hear. 

The study used a small sample of Hispanic business owners, even though 

statistically valid and powerful given precedent literature prior effect sizes achieved.  
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Thus, the generalizability of findings is limited.  The findings cannot be generalized to all 

Hispanic business owners in the Upstate, to Hispanic business owner in South Carolina, 

or to Hispanic business owners across the U.S. 

Respondents participated voluntarily and these participants’ beliefs may not 

represent the less engaged Hispanic business owners’ beliefs.  It may be that only 

Hispanic business owners that have more trust in community leaders and more 

willingness to participate in community efforts volunteered to participate and that this 

study represented more their viewpoints.    

This study examined Hispanic beliefs and may not represent necessarily the 

prevailing beliefs and intentions of other ethnic or racial groups. Moreover, the study 

focused on Hispanics business owners in South Carolina in only five cities. Their beliefs 

were subject to influence from the local context (e.g. regulations, stressors, business 

climate, acceptance and support for minority businesses). The local context may have 

affected intentions to behave and related beliefs, and these beliefs may not be 

representative of other Hispanic business owners in other localities. 

Summary 

Chapter Three detailed methods and procedures used for this study. A brief 

description of the study design, setting and population served, sample and sample size 

calculation techniques were included. The procedure was explained for participant’s 

recruitment, data collection, consent procedure, and confidentiality issues. Variables were 

described as well as selected instruments, scales used and the data analysis plan. In the 

next chapter, relevant findings of the study are discussed.  
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CHAPTER FOUR 

FINDINGS 

 Chapter Four presents the findings from the survey.  The Chapter begins by 

identifying what distinguishes business owners and their businesses.  

Business owner profile 

Over half of the respondents’ parents and grandparents had owned businesses of 

their own that were different from the respondents’ current business (Table 4.1).  Forty 

two (41.9%) percent of respondents (N=31) indicated their parents had owned a business 

and 21.6% (N=16) indicated their grandparent(s) had owned their own business.  

Seventeen respondents (23%) had owned a business in their birth country prior to coming 

to the U.S.  As later analysis will indicate, this becomes an important set of variables. 

Table 4.1  Family Experience With Business Ownership 

Family Experience With Business Ownership 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Parents Operated Business  yes 31 41.9 47.7 47.7 

no 34 45.9 52.3 100.0 

Total 65 87.8 100.0   
  No response 9 12.2     

Grandparent(s) Operated 

Business 

yes 16 21.6 25.0 25.0 

no 48 64.9 75.0 100.0 

Total 64 86.5 100.0   
  No response 10 13.5     

Neither Parents or 

Grandparents Operated 

Business 

yes 28 37.8 42.4 42.4 

no 38 51.4 57.6 100.0 

Total 66 89.2 100.0   
  No response 8 10.8     

I owned Business in birth 

country 

Yes 17 23.0 25.4 25.4 

No 47 63.5 70.1 95.5 

Not Applicable 3 4.1 4.5 100.0 

Total 67 90.5 100.0   
  No response 7 9.5     
Total 74 100.0     
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 Of those who indicated age and gender, 47.8% were males and the median age 

range was between 41-45 years old.  Seventy three percent were 45 years old or younger. 

Table 4.2   Gender and Age of Respondents 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Gender Male 32 43.2 47.8 47.8 

Female 35 47.3 52.2 100.0 

Total 67 90.5 100.0   

  No response 7 9.5     
Total 74 100.0     

Age 18-25 1 1.4 1.5 1.5 

26-30 4 5.4 6.0 7.5 

31-35 7 9.5 10.4 17.9 

36-40 19 25.7 28.4 46.3 

41-45 18 24.3 26.9 73.1 

46-50 7 9.5 10.4 83.6 

51-55 9 12.2 13.4 97.0 

61-65 2 2.7 3.0 100.0 

Total 67 90.5 100.0   

  No response 7 9.5     
Total 74 100.0     

 

 Table 4.3  provides a look at respondents’ countries of birth, what generation 

immigration they were, and how long they have been in the U.S.  Sixty five percent were 

from three countries: Colombia, Dominican Republic, and Mexico.  The median length of 

residency was 13 years with a range of two years (minimum) to 40 years maximum 

residency length.  All respondents were either first (95.5%) or second (4.5%) generation 

immigrants.  
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Table 4.3 Respondents Birth Country, Immigration Generation and Length of 

Residency 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Country of 

Birth 

Colombia 12 16.2 18.2 18.2 

Dominican Republic 7 9.5 10.6 28.8 

Mexico 24 32.4 36.4 65.2 

Honduras 3 4.1 4.5 69.7 

Costa Rica 7 9.5 10.6 80.3 

Argentina 1 1.4 1.5 81.8 

Guatemala 4 5.4 6.1 87.9 

Puerto Rico 1 1.4 1.5 89.4 

El Salvador 2 2.7 3.0 92.4 

Nicaragua 1 1.4 1.5 93.9 

Cuba 1 1.4 1.5 95.5 

Uruguay 1 1.4 1.5 97.0 

USA 2 2.7 3.0 100.0 

Total 66 89.2 100.0   
  No Response 8 10.8     

What 

Generation 

Immigration 

First Generation 64 86.5 95.5 95.5 

Second generation 3 4.1 4.5 100.0 

Total 67 90.5 100.0   
  No Response 7 9.5     

Length of 

Time in U.S. 

2 2 2.7 3.0 3.0 

3 1 1.4 1.5 4.5 

4 2 2.7 3.0 7.6 

6 1 1.4 1.5 9.1 

8 4 5.4 6.1 15.2 

9 3 4.1 4.5 19.7 

10 8 10.8 12.1 31.8 

11 3 4.1 4.5 36.4 

12 7 9.5 10.6 47.0 

13 3 4.1 4.5 51.5 

14 1 1.4 1.5 53.0 

15 5 6.8 7.6 60.6 

16 2 2.7 3.0 63.6 

17 2 2.7 3.0 66.7 

18 4 5.4 6.1 72.7 

19 1 1.4 1.5 74.2 

20 4 5.4 6.1 80.3 

21 1 1.4 1.5 81.8 

22 1 1.4 1.5 83.3 

23 2 2.7 3.0 86.4 

24 1 1.4 1.5 87.9 

25 1 1.4 1.5 89.4 

27 1 1.4 1.5 90.9 

28 1 1.4 1.5 92.4 

35 2 2.7 3.0 95.5 

40 1 1.4 1.5 97.0 

41 1 1.4 1.5 98.5 

42 1 1.4 1.5 100.0 

Total 66 89.2 100.0   
  No Response 8 10.8     
Total 74 100.0     
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The median total family income reported was between $30,001 and $40,000 

annually (Table 4.4).  The mean was $40,001-$50,000. 

Table 4.4   Respondents Total Family Income Last Fiscal Year 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Income 

level 

Less than $10,000 1 1.4 1.8 1.8 

$10,001-$20,000 14 18.9 24.6 26.3 

$30,001 - $40,000 5 6.8 8.8 35.1 

$30,001- $40,000 11 14.9 19.3 54.4 

$40,001 - $50,000 6 8.1 10.5 64.9 

$50,001 - $60,000 3 4.1 5.3 70.2 

$60,001 - $70,000 5 6.8 8.8 78.9 

$70,001- $80,000 3 4.1 5.3 84.2 

$90,001 - $100,000 2 2.7 3.5 87.7 

$100,001 to 

$110,000 

3 4.1 5.3 93.0 

$110,001 - $120,000 1 1.4 1.8 94.7 

$140,001 - $150,000 1 1.4 1.8 96.5 

$160,001 - $170,000 1 1.4 1.8 98.2 

Above $250,000 1 1.4 1.8 100.0 

Total 57 77.0 100.0   

  No Response 17 23.0     

Total 74 100.0     

 

The median level of respondents’ education was a technical school education, 

while the mode was a high school education (Table 4.5).  Only 5.4% (N=4) indicated 

they had an elementary school education.  Nearly 31% had a bachelor’s degree or higher. 
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Table 4.5 Respondents’ Educational Level 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Education 

Level 

Elementary School (Grades 1-

6) 

4 5.4 6.2 6.2 

Junior High (Grades 7-8) 7 9.5 10.8 16.9 

High School (Grades 9-12) 19 25.7 29.2 46.2 

Technical School 9 12.2 13.8 60.0 

Some College 6 8.1 9.2 69.2 

Bachelor's Degree 13 17.6 20.0 89.2 

Some Graduate School 1 1.4 1.5 90.8 

Master's Degree 4 5.4 6.2 96.9 

PhD 2 2.7 3.1 100.0 

Total 65 87.8 100.0   

  No Response 9 12.2     

Total 74 100.0     

 

Table 4.6 summarizes the results of the three acculturation scales used in the 

study.  For frequency of use of English and/or Spanish, 37.8% were low acculturated.  A 

significant number of respondents used Spanish most often and English was used 

infrequently. Sixty four percent (63.5%) were bi-cultural by their own evaluation of their 

proficiency level in English and Spanish.  They were equality comfortable with their 

proficiency in both English and Spanish.  Between these two ratings, it appears that even 

those who do not use English frequently feel they are proficient in the use of English, 

when they want to use it.  Few (N=27) completed the evaluation on which language they 

preferred for various kinds of media usage (print, radio, television, seminars/workshops).  

Of those who did, 28.4% were either bi-cultural or highly acculturated, indicating they 

watched or hear things in both languages or typically used English. 



113 

 

The low response rates on two of the items, particularly the use of language for 

media usage, were probably due to the length of the survey and these items being the last 

two items of the survey.  

Table 4.6  Respondents’ Acculturation Levels 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Acculturation-

Frequency of use 

of 

English/Spanish 

low acculturation 28 37.8 58.3 58.3 

bi-cultural 18 24.3 37.5 95.8 

highly acculturated 2 2.7 4.2 100.0 

Total 48 64.9 100.0   

  No response 26 35.1     

Acculturation- 

Proficiency Level 

in Use of 

English/Spanish 

low acculturation 13 17.6 21.7 21.7 

bi-cultural 47 63.5 78.3 100.0 

Total 60 81.1 100.0   

  No response 14 18.9     

Acculturation-

Preference for 

Use of English 

and Spanish for 

Media Use 

low acculturation 6 8.1 22.2 22.2 

bi-cultural 12 16.2 44.4 66.7 

highly acculturated 9 12.2 33.3 100.0 

Total 27 36.5 100.0   

  No response 47 63.5     

Total 74 100.0     

 

Business profile 

Table 4.7 provides a profile of what the businesses were like that were owned by 

respondents.  Sixty six percent (66.2%) indicated that their business had a profit their past 

fiscal year, while 32.4% indicated no profit was achieved.  The businesses ranged from 

one year to 55 years old, with the median being 4 years old.  The mode was 1 year. 

Nearly seventy percent (69.9%) of the businesses were five years old and younger and 

90.4% were ten years or younger.  Sixty-nine percent (N=49) had no full time employees.  
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The range was zero to nine full- time paid employees, but the median was zero full time 

employees.  Among all respondents’ businesses, a total of 61 full-time paid employees 

were present. 

Table 4.7 indicates that 68% of the respondents had no part-time paid employees.  

The mean number was 1.25 part-time employees with the median being zero.  Among all 

the respondents, a total of 90 part-time employees were present.   

Almost 49% (N=36) of the respondents had no employees, full- or part-time. 

Table 4.7 Profile of Businesses 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Profit Last 

Year? 

yes 49 66.2 67.1 67.1 

no 24 32.4 32.9 100.0 

Total 73 98.6 100.0   

Age of 

Business 

1 18 24.3 24.7 24.7 

2 12 16.2 16.4 41.1 

3 6 8.1 8.2 49.3 

4 8 10.8 11.0 60.3 

5 7 9.5 9.6 69.9 

6 5 6.8 6.8 76.7 

7 2 2.7 2.7 79.5 

8 1 1.4 1.4 80.8 

9 4 5.4 5.5 86.3 

10 3 4.1 4.1 90.4 

11 3 4.1 4.1 94.5 

12 1 1.4 1.4 95.9 

21 1 1.4 1.4 97.3 

23 1 1.4 1.4 98.6 

56 1 1.4 1.4 100.0 

Total 73 98.6 100.0   

Number of 

Full-Time 

Employees 

0 49 66.2 69.0 69.0 

1 6 8.1 8.5 77.5 

2 5 6.8 7.0 84.5 

3 6 8.1 8.5 93.0 

4 3 4.1 4.2 97.2 

6 1 1.4 1.4 98.6 

9 1 1.4 1.4 100.0 

Total 71 95.9 100.0   
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Only 6.8% of the respondents anticipated growth in the number of either full or 

part time employees in the near future, while 2.7% indicated they were likely to have less 

full-time employees in the near future.  Forty nine percent indicated they would have 

about the same number of full or part time employees.  Of those indicating they currently 

have no employees, 47.3% indicated they did not anticipate having employees in the 

future. 

Table 4.7  Profile of Businesses (Continued) 

 Frequency Percent 

Valid 

Percent Cumulative Percent 

Number of 

Part-Time 

Employees 

0 49 66.2 68.1 68.1 

1 5 6.8 6.9 75.0 

2 5 6.8 6.9 81.9 

4 5 6.8 6.9 88.9 

5 5 6.8 6.9 95.8 

6 1 1.4 1.4 97.2 

11 1 1.4 1.4 98.6 

13 1 1.4 1.4 100.0 

Total 72 97.3 100.0   

No 

employees 

yes-no employees 36 48.6 50.0 50.0 

no-have employees 36 48.6 50.0 100.0 

Total 72 97.3 100.0   

Employee 

Change 

no employees now or future 35 47.3 49.3 49.3 

same number of full-time paid 18 24.3 25.4 74.6 

more paid full-time employees 4 5.4 5.6 80.3 

less paid full-time employees 2 2.7 2.8 83.1 

about same # part-time employees 11 14.9 15.5 98.6 

more part-time employees 1 1.4 1.4 100.0 

Total 71 95.9 100.0   

Economy's 

Effect on 

Business 

no effect 16 21.6 22.2 22.2 

some effect 30 40.5 41.7 63.9 

a major effect 26 35.1 36.1 100.0 

Total 72 97.3 100.0   

Business 

Success 

Rating 

very successful 13 17.6 17.8 17.8 

somewhat successful 46 62.2 63.0 80.8 

somewhat not successful 14 18.9 19.2 100.0 

Total 73 98.6 100.0   
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Seventy six percent (75.6%) indicated the economy has had some (40.5%) or a 

major effect on their business (35.1%), while 21.6% said it had no effect. 

When asked how successful their business currently was, the median response 

was ‘somewhat successful’.  Eight one percent (80.8%) indicated their business was 

either somewhat successful or very successful.  No respondent indicated his or her 

business was very unsuccessful.  This may indicate a bias towards having recruited 

successful business owners. 

Factors explaining variance in business success ratings  

The survey contained several variables that helped examine business success and 

what that meant to respondents.  Respondents were asked to state whether they had a 

profit last fiscal year (Q2.1), how old their business was (Q2.2), whether there had been 

changes in employees numbers this past year (Q2.5), the effects that the national 

recession had on their business (Q2.6) and whether the revenues produced through their 

business were sufficient to meet their total financial needs (Q2.8).  In addition, 

participants were asked directly how successful their business currently was (Q2.11).   

Predictors of respondents’ current business success evaluations 

Three factors explained 32.8% of the variance in respondents’ evaluation of 

current business success, based on Q2.11: 1) the amount of employee change over the 

past year (β = .248, t(65) = 2.278, p<.026), 2) the effects of the national recession on their 

business (β =.393 t(65) = 3.627, p<.01), and 3) whether business revenues were sufficient 

to support their total financial needs (β = .275, t(65) = 2.423, p<.018).  Respondents 
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indicating their business was currently successful or very successful, also indicated that 

there had been no employees or the same number of employees were present now as in 

past year, that revenues were sufficient to support their total financial needs, and that the 

recession had little effect on their business. 

Two community involvement measures significant in explaining respondents’ 

evaluations of their current business success (Q2.11) were one sense of community scale 

item and one community group membership item.  My community is a good place to do 

business (a sense of community scale item; β =.-.230, t(64) = -2.707, p<.01), explained 

10.3% of the variance in current business success ratings (R
2
=.103, adjusted R

2
=.089, F 

(1,64) = 7.326, p<.01).  The correlation matrix accompanying the regression analysis 

indicated that a generalized trust in people was a significant factor behind their 

indications that their community was a good place to do business, which was significant 

in explaining respondents’ business success ratings.  Respondents who rated their 

business as successful also indicated that most people in their community can be trusted. 

The other community factor affecting business success evaluations was belonging 

to a business group such as Rotary or Kiwanis which explained 6.5% of the variance in 

success ratings (β =.255, t(65)=2.094, p<.05) (R
2
 =.065, adjusted R

2
=.056, F(1,65) = 

4.386, p<.05). No other type of community group was significant in explaining variance 

in success ratings. 

The nature and extent of family involvement in the respondents’ business was 

also examined for effects on respondents’ current evaluation of how successful their 

business currently was.  Two family involvement ratings explained 8.4% of the variance 
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in success ratings (R
2
=.115, adjusted R

2
=.084, F=(2,58) = 3.767, p<.05): level of 

agreement that the family influences business decisions (Q4.2.1, β = .335 t(58) = 2.421, 

p<.05), and level of agreement that the family cares about their business (Q4.2.12, β = -

.310, t(58) = -2.242, p<.05).  When respondents said their business was successful or 

very successful currently, they disagreed more that the family influenced their business 

decisions, and agreed that the family cared about their business. 

Entrepreneurial characteristics presence and anticipated business success 

Reported presence of entrepreneurial characteristics was examined for the effects 

on their ratings of how likely they thought their business would be successful if they did 

each of the 13 entrepreneurial behaviors under study (Q3.12).  The reported presence of 

entrepreneurial characteristics explained 14.1% of the variance in respondents total score 

on whether or not their business would be successful if they did each of 13 

entrepreneurial behaviors (R
2
=.115, adjusted R

2
=.141, F(1, 59) =10.860, p<.01).  

Reported presence of entrepreneurial characteristics total score had a significant 

standardized beta coefficient (β =.394, t(59) =3.295, p<.01) with no problems with 

collinearity. 

In a correlation analysis, it was found that when respondents indicated they 

possessed more of the entrepreneurial characteristics, they also agreed more that their 

business was likely to be successful when they said they intended to do ten of the thirteen 

the entrepreneurial behaviors (Table 4.8). The exceptions were that there were no 

significant association between the total score on presence of entrepreneurial 

characteristics and perceived success if they persisted; completed jobs; and monitored 
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customer satisfaction.  More will be said about these connections in later analysis 

reported in the antecedents and modifiers predicting intentions section of this report.  

Table 4.8  Significant Correlations Between Likely  Business Success and Reported 

Presence of Entrepreneurial Characteristics 

How likely their business would be 

successful if they   

Total scale score 

3.15 reported 

presence of 

entrepreneurial 

characteristics 

3.12. Take Risks .262
*
 

3.12.3 Seek Business Opportunities .329
**

 

3.12.4 Demand Efficiency .405
**

 

3.12.5 Demand Quality .434
**

 

3.12.6 Set Business Goals .262
*
 

3.12.7 Monitor Business Finances .292
*
 

3.12.9 Network .261
*
 

3.12.10 Seek Information .343
**

 

3.12.11 Plan systematically .344
**

 

3.12.13 Learn New Skills and Knowledge .405
**

 

*p<.05, **p<.01, N=63  

Criteria used to judge success 

Respondents were asked to indicate what kinds of criteria they used to judge 

whether their business was success.  They were given a listing of 28 possible criteria by 

which they might judge business success.  These criteria were derived largely from 

Lussier (2004), Gadar and Yunus (2009) and Walker and Brown’s (2004) studies.  The 

descriptive statistics on this measure (Q 2.10) are found in Table 4.9.  As Table 4.10 

indicates, some of the variables had skew +/- .80.  For the initial factor analysis, which is 

explained below, skew was not corrected so that data were easier to understand and also 

to determine whether the rotation done during the factor analysis accounted for the skew 

in some items.    
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Two tests were done to determine the suitability of the data for structure detection 

using factor analysis.  The Kaiser-Meyer-Olkin (KMO) Measure of Sampling adequacy 

indicated the proportion of variance in the variables that might be caused by underlying 

factors.  High values (close to 1.0) generally indicate that a factor analysis may be useful 

with the data.  In this instance, the KMO indicated it would be useful.  The second test, 

Bartlett’s test of sphericity, tested the hypothesis that the correlation matrix was an 

identity matrix, indicating that the variables were unrelated and therefore unsuitable for 

structure detection.  In this instance, the test showed they were related and suitable for 

structure detection.  The significance level was below .05 indicating factor analysis 

would be useful for this data. 

Table 4.9  KMO and Bartlett's Tests To Determine Suitability of 

Data for Factor Analysis 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .714 

Bartlett's Test of     

Sphericity 

Approx. Chi-Square 1027.270 

df 378 

Sig. .000 

 

An exploratory factor analysis was conducted.   The principal component 

extraction indicated that initial communalities (correlations) estimates of the variance in 

each variable accounted for by all the components ranged from a low of .602 to a high of 

.905, suggesting that a principle component factor solution was acceptable, that all 28 

variables fit reasonably well, and none needed to be excluded. 
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Table 4.10 Descriptive Statistics on Criteria Used To Judge Business Success 

 

For the initial solution, there were 8 components accounting for all 28 variables, 

and in a correlations analysis, the sum of the eigenvalues did not equal the number of 

components.  Eigenvalues greater than 1 were extracted.  The first eight principal 

components formed the extracted solution, explaining 78% of the variance among 

components.  This finding indicated the complexity of the data set could be significantly 

reduced by using these components, with a 22% loss of information.  This finding 

suggested that 8 latent influences were associated with the criteria owners used to 
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determine success, but there remains room for some unexplained variation.  The 

Extraction Sums of Squared of Loading showed that variance explained by the extracted 

factors before rotation.  The cumulative variability explained by these 8 factors in the 

extracted solution was about 78%, a difference of 0% from the initial solution.  Thus, 0% 

of the variation explained by the initial solution was lost due to latent factors unique to 

the original variables and variability that simply could not be explained by the factor 

model. 

The unrotated factor analysis indicated there were several criteria that had 

correlations greater than 0.2 that muddied understanding the relationships that existed 

among variables.  Therefore, a principle component factor analysis was done using a 

Varimax with Kaiser Normalization rotation method to examine the latent factors related 

to respondents’ judgments of business success.   

When rotated, the cumulative percentage of variation explained by the extracted 

component was maintained, but the variation was now spread more evenly over the 

components.  The relatively large changes in the individual totals suggested that the 

rotated component matrix would be easier to interpret than the unrotated matrix. 

Eight factors were found (Table 4.11).  Survey question 2.10 asked respondents to 

indicate how important each of 28 factors was to them currently in judging the success of 

their business.  At the top of the listing of 28 criteria was the following phrase, “My 

business currently is successful if . . .”  Four items contributed to the first factor: I can use 

my business skills, I get a fair price for services we provide, I do something innovative 

and creative; and people recognize the value of my business.  Factor One was named 
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Recognized for personal talents and business value.  The second factor had four criteria: I 

think my services are useful, I have customers who are satisfied, I am satisfied with the 

services we provide; I am respected by family.  This factor was named Personal, 

customer, family satisfaction with services.  The third component had three criteria: I 

have a reputation in the community, I can access concessions or loans from the 

government, banks, etc.; I compete with others and prove to be the best.  This factor was 

named Community leaders and agencies evaluate business favorably.  The fourth 

component had three factors: business income adequately supplements total income 

needs; I can have a freer lifestyle; I can earn people’s respect. This component was 

named business allows for freer lifestyle. The fifth component had three factors: My 

business provides financial stability for children, I can earn a living sufficient to be free 

from having to have another job, I can make enough money to clear my debts.  This 

component was named Business provides financial security.  The sixth component had 

four criteria: I am making a profit, I can enjoy best luxuries of life, I can provide others 

with jobs, I can provide family members with jobs.  This component was named Profits 

Provide For Self, family and others.  The seventh component had two criteria: I become 

rich, and I am an employer not employee.  This component was named Provides financial 

independence.  The eighth component had one factor: I am a leader in the community.  

This was named Leads to community leadership. 
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Table 4.11 Eight Factor Solution To Criteria Used By Respondents To Judge 

Business Success 

Eight Criteria For Judging 

Business Success 

“My business is successful if . . .” 

X Eigenvalue % of variance 

explained 

Cronbach 

alpha 

1.Recognized for personal talents and business 

value.   

      8.  I can use my business skills  

     10.I get a fair price for services we provide  

     13.I do something innovative and creative  

     14 People recognize the value of my business.   

 

.718 

.757 

.501 

.855 

4.000 14.286 .840 

2. Personal, customer, family satisfaction with 

services 

    2. I think my services are useful,  

    3. I have customers who are satisfied,  

    5. I am satisfied with the services we provide;  

    11. I am respected by family.   

 

.575 

.816 

.836 

.675 

3.458 12.351 .767 

3. Community leaders and agencies evaluate 

business favorably 

    12. I have a reputation in the community,  

    27. I can access concessions or loans from the 

government, banks, etc.;  

    28. I compete with others and prove to be the 

best 

 

 

.559 

 

.684 

.743 

3.128 11.172 .660 

4. Business allows for freer lifestyle 

    15. Business income adequately supplements 

total income needs;  

    21. I can have a freer lifestyle;  

    22. I can earn people’s respect.  

 

 

.622 

.795 

.515 

2.848 10.171 .621 

5. Business provides financial security 

    18. My business provides financial stability for 

children,  

    19. I can earn a living sufficient to be free from 

having to have another job,  

    20. I can make enough money to clear my debts.   

 

.877 

 

.

.791 

.553 

2.845 10.162 .862 

6. Profits Provide For Self, family and others 

     1.   I am making a profit,  

    23. I can enjoy best luxuries of life,  

    25. I can provide others with jobs,  

    26. I can provide family members with jobs.   

 

.682 

.845 

.549 

.520 

2.254 8.050 .741 

7.Provides financial independence 

    7. I become rich,  

    9. I am an employer not employee.   

 

.883 

.514 

1.694 6.049 NA 

8.Leads to community leadership 

    4.  I am a leader in the community.   

 

.830 

1.513 5.405 NA 
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Do respondents favor one set of criteria over another in how they measure their 

success? To address this question a paired sample t-test was conducted on the summed 

mean for various paired combinations of factors.  Table 4.12 provides the paired sample 

t-test for all factors.   For factor 1 (recognized for personal talents and business value) a 

significant difference was found between the combined factor 1 and factors 3 through 8.  

Factor 1 paired with factor 2 was not significant at the <.05 cut off.  What this 

demonstrates is that on a combination of items that made up factor 1 (recognized for 

personal talents and business value), respondents favored these more highly than the 

items that made up factors 3-8.  Relative to the literature review, these findings indicated 

that respondents did not favor financial criteria over other kinds of factors that were more 

oriented to personal satisfaction and personal perception of others’ valuing their business 

efforts. 

There were no significant differences in respondents’ valuing of factor 1 and 2 

indicating that the first two factors were favored equally as much by respondents.  Thus, 

this sample of business owners were pre-disposed to judge their business success by how 

important it was that others recognized their personal talents and valued their business 

efforts, and by whether they, their customers and family were satisfied with their business 

services.  In each succeeding paired t-test, significant differences were found with 

respondents favoring the factor preceding the factor with which it was paired.  Starting 

with factor 3, some of the paired factors had a negative t statistic indicating that when 

they indicated it was important to very important to value the first factor that they thought 

it statistically less important to value the factor with which it was compared.   Thus, 
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respondents used a fairly complicated set of criteria to judge success.  This situation 

should be kept in mind when understanding more fully respondents’ single ratings of how 

successful their business currently was.  Respondents were actually using a cluster of 

values to indicate normative situations that would lead to business success.  

To test whether men differed from women in the criteria they used to judge 

success, a paired sample t-test was done.  There were no significant differences in the 

criteria used by females and males. 

To determine if there were any significant correlations between age, length of stay 

in the U.S., educational level, income level, and acculturation level (language 

proficiency, frequency of use of language, and language use for media), correlations were 

run using the averaged mean for each factor.  Relatively few significantly correlations 

were found.  Respondents who thought factor 5 (business provides financial security) was 

important to extremely important were respondents who had been in the U.S. longer (r = 

.385, p<.05).  Respondents who thought that factor 4 (Business allows for a freer 

lifestyle) was important to extremely important were respondents who were either bi-

cultural (proficient in both English and Spanish) or highly acculturated (proficient in 

English and below 2.5 Spanish proficiency) (r=.368, p<.01).  
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Table 4.12  Paired Sample t-tests on Respondents’ Disposition To Favor One 

Factor’s Criteria of Business Success Over Another 

 

 

.  
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Table 4.12 Paired Sample t-tests on Respondents’ Disposition To Favor One 

Factor’s Criteria of Business Success Over Another (Continued) 

 

Finally, to determine if any of the factors significantly explained the variance in 

respondents’ ratings of current success of their business, a multiple generalized 

regression analysis was done using their individual rating of current success (Q2.11) as 

the dependent variables and all 8 factors as independent variables.  Factor two (personal, 

customer, and family satisfaction with services, β = -.364, t(63) = -2.929, p<.01) was 
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significant in explaining 12% of the variance in respondents’ rating of current business 

success (R
2
=.120, adjusted R

2
 =.106, F(63)=8.576, p<.01).  

Presence of family businesses vs family involvement in a business 

Several questions were asked to determine to what extent the business was family 

business or just small business enterprises.  This section reports the highlights of the 

findings.  These questions were included because few studies in the mainstream 

management literature have included the family as a variable in their research (Dyer, 

2003).  Yet, Mintzberg and Water’s (1982) historical study is often quoted as indicating 

that the family is often the downfall of the business (as reported in Dyer, 2003).  If the 

family is an important variable in explaining the variance in success, we wanted to see if 

it also explained the variance in intention to engage in entrepreneurial behaviors and in 

what ways the family was involved and influenced respondents’ view of success and 

intention to engage in various entrepreneurial behaviors.  In addition, scholars are still 

trying to define what a family business really means and there was interest in contributing 

to this discussion.  This section highlights the findings.   

Sources of capital for start up 

Table 4.13 summarizes the percentage of respondents who obtained capital from 

eight different sources for their business’ start-up.  The major source of capital used to 

finance their business start-up was personal savings (85.1%).   
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Family members were the second highest lending source (28.4%). None of the 

respondents had received capital from a nonprofit agency, a faith-based agency, or the 

Small Business Administration.  Only 10.8% obtained capital from a bank.  Family and 

personal resources were used for start-ups.  

Table 4.13  Sources of capital for Respondents’ Business Start Up 

 Frequency Percent 

 

 
Frequency Percent 

Personal 

Savings 

Capital 

yes 63 85.1 Banks yes 8 10.8 

no 10 13.5 
 

no 65 87.8 

Total 73 98.6 
 

Total 73 98.6 

 missing 1 1.4  missing 1 1.4 

 74 100.0   Total 74 100.0 

Family 

members 

capital 

yes 21 28.4 Federal 

Government 

Loans 

yes 1 1.4 

no 52 70.3 
 

no 72 97.3 

Total 73 98.6 
 

Total 73 98.6 

 System 1 1.4  missing 1 1.4 

 74 100.0   Total 74 100.0 

 

Table 4.13  Sources of capital for Respondents’ Business Start Up (Continued) 

 Frequency Percent 

 

 
Frequency Percent 

Friends yes 6 8.1 Small  

Business 

Admin. 

no 73 98.6 

no 67 90.5  missing 1 1.4 

Total 73 98.6   74  100.0 

 System 1 1.4      

 74 100.0      

Nonprofit 

Loan or 

Grant 

no 73 98.6 Faith based 

Agency 

Loan or 

Grant 

no 73 98.6 

 missing 1 1.4  missing 1 1.4 

 74 100.0    74 100.0 
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Revenue sufficiency 

Respondents were asked if the revenues from their business were sufficient to 

meet their family’s total financial needs.  Forty six percent (45.9%, N=34) indicated that 

revenues were sufficient.  Twenty three percent (23%, N=17) indicated that sometimes 

they were sufficient, and 27% (N=20) said they were not sufficient to meet their total 

needs.  

If respondents had to supplement the income produced from their business 

activities to meet their financial needs, they did so by their spouse working (33.8%), 

having another job (16.2%), children getting a job (6.8%), borrowing from savings 

(5.4%), taking out a loan (5.4%), or another family member giving them money (2.7%). 

(Table 4.14)  Their income supplement efforts were largely a personal or family affair. 

Table 4.14 Sources Used to Supplement Income Needs 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Have 

Another 

Job 

yes 12 16.2 16.4 16.4 

no 61 82.4 83.6 100.0 

Total 73 98.6 100.0 
  

Spouse 

Has Job 

yes 25 33.8 34.2 34.2 

no 48 64.9 65.8 100.0 

Total 73 98.6 100.0   

Children 

Have 

Job(s) 

yes 5 6.8 6.8 6.8 

no 68 91.9 93.2 100.0 

Total 73 98.6 100.0   

Borrowed 

From 

Savings 

yes 4 5.4 5.5 5.5 

no 69 93.2 94.5 100.0 

Total 73 98.6 100.0   
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Table 4.14 Sources Used to Supplement Income Needs (Continued) 

Family 

Member 

Gave 

Money 

yes 2 2.7 2.7 2.7 

no 71 95.9 97.3 100.0 

Total 73 98.6 100.0 
  

Friends 

Gave 

Money 

no 73 98.6 100.0 100.0 

Took Out 

Loan 

yes 4 5.4 5.5 5.5 

  no 69 93.2 94.5 100.0 

  Total 73 98.6 100.0   

 

Family involvement in business 

Forty two percent (42%, N= 31) of respondents indicated their parents had owned 

and operated a business different from the one they had.  Twenty two percent (21.6%, 

N=16) said their grandparents owned and operated a business different from the 

respondents’ business, while 37.8% indicated that neither their parents or grandparents 

had owned and operated a business different from theirs (Table 4.15).  Therefore a 

significant number of these respondents had grown up in families in which operating 

their own business was modeled for them to experience before starting their own 

business.  As will be discussed in a later section, these variables were significant in 

explaining the variance in responses to respondents’ views of their community. 
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Table 4.15  Parents’ and Grandparents’ Business Ownership Status 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Parents 

Operated A 

Business 

yes 31 41.9 47.7 47.7 

no 34 45.9 52.3 100.0 

Total 65 87.8 100.0   

  Missing 9 12.2     

  74 100.0     

Grandparent 

Operated A 

Business 

yes 16 21.6 25.0 25.0 

no 48 64.9 75.0 100.0 

Total 64 86.5 100.0   

  Missing 10 13.5     

  74 100.0     

Neither 

Parents nor 

Grandparents 

Operated a 

Business 

yes 28 37.8 42.4 42.4 

no 38 51.4 57.6 100.0 

Total 66 89.2 100.0 

  

  Missing 8 10.8     

  74 100.0     

 

Extent of family involvement in business 

Respondents were asked to indicate what family members were actively involved 

in their business (Table 4.16).  Suggestions given relative to what active involvement 

meant were “as partners, managers, employees, advisers, etc.”.  Only 23% indicated no 

involvement of family members.  Nearly half of the respondents had a spouse involved in 

their business (47.3%, N=35).  Children were also involved.  Fifteen percent (14.9%, 

N=11) indicated son(s) were involved, and 14.9% (N=11) indicated daughters were 

involved.  Eleven percent had brother(s) involved (N=8), while 5.4% had a brother-in-

law actively involved (N=4).  Four percent (4.1%, N=3) said a sister(s) was involved, 

while one (1.4%) indicated that a sister-in-law was actively involved in their business. 
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Parents were generally not involved in respondents’ businesses, although two said their 

mothers were actively involved.   

  The data were re-coded to determine how many different types of family 

members were involved.  As indicated above 20.3% indicated no family member 

involvement.  Thirty four percent (33.8%; N=25) said one member was involved, 10.8% 

(N=8) indicated two members were involved, 8.1% (N=6) said three members were 

involved and 4.1% (N=3) said four members were actively involved in their business.  

Twenty-three percent did not respond to this question (N=17). 

The respondents were split into two group, no involvement at all of family 

members and involvement of at least one family member, and an analysis was done to 

determine if respondents’ evaluation of their current business’ success was associated 

with family member involvement.  There were no significant correlations or beta 

coefficients.  Family involvement did not seem to affect judgments of success. 

Table 4.16  Types of Family Members’ Involved In Respondents Businesses 

Relation 
Frequency % 

 

Relation 

 

Frequency % 

None yes 17 23.0 Mother yes 2 2.7 

no 52 70.3  no 68 91.9 

Total 69 93.2  Total 70 94.6 

Spouse yes 35 47.3 Mother In 

Law 

no 70 94.6 

no 23 31.1 Father no 70 94.6 

Total 58 78.4 Father in 

Law 

no 70 94.6 
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Table 4.16  Types of Family Members’ Involved In Respondents Businesses 

(Continued) 

Relation 
Frequency % 

 

Relation 

 

Frequency % 

Sons yes 11 14.9 Cousin yes 1 1.4 

no 58 78.4  no 69 93.2 

Total 69 93.2  Total 70 94.6 

Daughters yes 11 14.9 Niece yes 2 2.7 

no 59 79.7  no 68 91.9 

Total 70 94.6  Total 70 94.6 

Brothers yes 8 10.8 Nephew yes 1 1.4 

no 62 83.8  no 69 93.2 

Total 70 94.6  Total 70 94.6 

Brothers in 

Law 

yes 4 5.4 Aunt no 70 94.6 

no 66 89.2 Uncle no 70 94.6 

Total 70 94.6     

Sisters yes 3 4.1 Sisters in 

Law 

yes 1 1.4 

no 67 90.5  no 69 93.2 

Total 70 94.6  Total 70 94.6 

 

Respondents’ Perception of Family Influence and Support 

This study developed a scale to examine business owners’ views on the influence 

and support of family relative to their business dealings.  Fifteen statements were 

presented and respondents were asked how much they agreed with each statement, using 

a scale ranging from 1=strongly disagree to 7=strongly agree.  The fifteen statements are 

summarized in Table 4.17.    
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Table 4.17  Fifteen Ways Families Might Show Support And Value Business 

4.2.1    My family has influence on my business decisions.  

4.2.2    My family members share similar values.  

4.2.3    My family and business share similar values.  

4.2.4    Family members support my business in discussions with friends.  

4.2.5    Family members support my business in discussions with other employees.  

4.2.6    Family members support my business in discussions with other family members.  

4.2.7    Family members support my business in discussions with me.  

4.2.8    Family members feel loyalty to the business.  

4.2.9    Family members are proud to tell others that they are part of my business.  

4.2.10  There is so much to be gained by participating with the business on a long-term basis.  

4.2.11  Family members agree with my business goals, plans, and policies.  

4.2.12  Family members really care about the fate of the business.  

4.2.13  Deciding to be involved with the business has had a positive influence on my life.  

4.2.14  I understand and support my family's decisions regarding the future of the business.  

4.2.15  Family members are willing to put in a great deal of effort beyond what is normally expected to help the 

business be successful. 

 

 

The scale was checked for reliability.  Cronbach’s alpha was .925, indicating that 

skew might be present.  When the individual items were examined, several were skewed.  

The total scale score was corrected for skew for use in the various regression analyses 

that used the total family influence score.   

An initial factor analysis was done to determine if latent factors may be present 

that explained the variance in responses.  The initial factor analysis indicated that it 

would be useful to do a principle component factor analysis.  Eigenvalues greater than 1 

were extracted.  The first two principal components formed the extracted solution, 

explaining 73% of the variance among components.  This finding indicated the 

complexity of the data set could be significantly reduced by using these components, with 

a 27% loss of information.  This finding suggested that two latent influences were 

associated with the criteria owners used to determine success, but there remains room for 

some unexplained variation.  The Extraction Sums of Squared of Loading showed that 

variance explained by the extracted factors before rotation.  The cumulative variability 

explained by these two factors in the extracted solution was about 73%, a difference of 



137 

 

0% from the initial solution.  Thus, 0% of the variation explained by the initial solution 

was lost due to latent factors unique to the original variables and variability that simply 

could not be explained by the factor model. 

The un-rotated factor analysis indicated there were several criteria that had 

correlations greater than 0.2 that muddied understanding the relationships that existed 

among variables.  Therefore, a principle component factor analysis was done using a 

Varimax with Kaiser Normalization rotation method to examine the latent factors related 

to respondents’ judgments of business success.   

Table 4.18  Initial Factor Analysis on Family Influence Scale 

Component 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 8.075 53.831 53.831 8.075 53.831 53.831 6.384 42.557 42.557 

2 2.840 18.932 72.763 2.840 18.932 72.763 4.531 30.206 72.763 

 

When rotated, the cumulative percentage of variation explained by the extracted 

component was maintained, but the variation was now spread more evenly over the 

components.  The relatively large changes in the individual totals suggested that the 

rotated component matrix would be easier to interpret than the un-rotated matrix.  The 

data reduction converged in three rotations.   

Table 4.19  displays the measurement items that were grouped within each of two 

components.  Component 1 was named family values pervasive in business decisions and 

Component 2 was named family positively promotes business with family members, 

others, and me.  Four items appeared to be bridger concepts between the two components 
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and are in parenthesis in Table 4.19.  These deal with compatibility of family values with 

the business resulting in no conflicts between business and family goals, and family 

members actively promoting the business to others. 

To determine if the nature of family influence was different for those with no 

family involvement and those in which family were involved in some capacity, a logit 

linear regression analysis was done.  The first analysis used the 15 measures of family 

influence.  No significant effects were found.  The second analysis summed the scores 

achieved from the two components found in the factor analysis.  No significant effects 

were found using logit loglinear regression analysis with family involved, family not 

involved as the dependent variable.  Another analysis was done to see if respondents’ 

family influence ratings explained the variance in respondents’ evaluations of how 

successful their business currently was.  No significant effects was found. 

In summary, the scale seemed to be valuable in understanding that respondents, 

whether or not the family was involved directly in their business, felt their family 

members valued their business, promoted the business to others, and that the goals and 

directions of their business were compatible with what their significant family members 

thought should be the goals and directions.  

The two component factors were entered as independent variables with one of the 

attitude measurements, 3.12 my business is likely to be a success if I engaged in (each of 

13 entrepreneurial behaviors) as the dependent variables in a multivariate generalized 

regression analysis.  The variance in respondents’ answers for Attitude 3.12 was affected 

for one of the entrepreneurial behaviors, learning new skills and knowledge.  The two 
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family influence component factors explained 24.4% of the variance in attitude 3.12 for 

learning new business knowledge and skills (R
2
=.244, adjusted R

2
=.177, F(3,63) = 3.655, 

p<.02).  As will be seen in later discussions, attitude 3.12 was a significant antecedent 

explaining intentions to engage in several of the entrepreneurial behaviors. 

Table 4.19  Principle Component Factor Analysis on Family Influence Scale 

Nature of Family Influence 

Component 

Family 

Values 

Pervasive 

in 

Business 

Decisions 

Family 

Positively 

Promotes 

Business 

4.2.1 Family Influences Business Decisions .605   

4.2.2 Family Shares Similar Values .738   

4.2.3 Family and Business Share Similar Values .679 (.460) 

4.2.4 Family Supports Business With Friends   .960 

4.2.5 Family Supports Business With Employees   .943 

4.2.6 Family Support Business With Family Members   .973 

4.2.7 Family Support Business With Me  .784 

4.2.8 Family feel Loyalty to Business .748 (.476) 

4.2.9 Family Proud To Tell Others About Business .640 (.542) 

4.2.10 Worth Being In Business For Long Run .786   

4.2.11 Family Agrees With Business Goals & Plans .697 (.429) 

4.2.12 Family Cares About Business Fate .914   

4.2.13 Business Venture Had Positive Effect On Life .864   

4.2.14 Understand and Support Family's Decision on Business .846   

4.2.15 Family Willing To Put Effort In Business .731   

 

Table 4.20 indicates that respondents who agreed more with the family influence 

statements, agreed more with attitude 3.12 statement, my business would likely be 

successful if I (specified entrepreneurial behavior), and this in turn explained some of the 

variance in intentions scores for these behaviors. 
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Table 4.20 Family Influence Factors Significant In Explaining Variance in Attitude 

3.12 Ratings 

Family 

Influence 

Factors 

Attitude 3.12 Affected for Selected 

Entrepreneurial Behavioral Intentions 

 

df Mean 

squared 

F Sig. 

Family 

Influence  

Factor 1 

Likely Success if I Seek Business 

Opportunities 

1 4.536 5.662 .023 

 Likely Success if Demand Efficiency 1 2.395 5.180 .029 

 Likely Success if Demand Quality 1 1.873 4.827 .035 

 Likely Success if Learn New Skills 

and Knowledge 

1 2.764 4.590 .039 

Family 

Influence 

Factor 2 

Likely Success if Demand Quality 1 1.868 4.814 .035 

 Likely Success if Learn New Skills 

and Knowledge 

1 5.851 9.716 .004 

 

Having family members who were very positive about the respondent’s business 

and who had values similar to those promoted through the respondent’s business 

activities were particularly significant in respondents’ intentions to learn new skills and 

knowledge, and whether or not doing so was viewed as likely to lead to business success.  

In this instance, learning is a family matter! 

These findings also suggest that whether respondents have the strong backing 

from their family and a consistent value framework that guides business decisions may be 

prime motivators to demand quality in services and products, and efficiency in business 

operations. Demanding efficiency and quality is hard work, requires time and resources, 

and involves guiding social interactions with employees, some of whom are family 

members for many of the respondents, and is easier to do if everyone shares similar goals 

and values (at least by perception). 
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Life satisfaction 

The SWLS used in this study was the original scale developed by Diener et al. 

(1985). The scale was composed of 5 items and each item was scored in a range from 1 

(strongly disagree) to 7 (strongly agree). The five questions all were coded to a positive 

direction, so the five items were added to arrive to a total score for the scale. Thus, the 

possible range of scores on the questionnaire were from 5 (low satisfaction with life) to 

35 (high satisfaction with life), with a score of 20 representing the midpoint of the scale. 

Moreover, scores between 5 and 9 indicated respondents were extremely dissatisfied with 

life, scores from 15 to 19  indicated respondents were slightly dissatisfied with life, 

scores from 21-25 represented a slightly satisfaction with life, and finally scores from 31 

to 35 represented a extremely satisfied with life. 

Table 4.21 presents a summary of the descriptive statistics.  Fourteen percent 

(14%) of the sample did not complete the life satisfaction question.  Twelve (12.2%) of 

the sample were basically dissatisfied (i.e. had score between 5-20) and 73% were 

satisfied with life.   When the total score was transformed into categories, there was no 

skew.  The scale achieved a Cronbach’s alpha of .71, within the range of acceptable 

reliability. 

All the modifiers were analyzed for their significance in explaining the variance 

in life satisfaction scores.  Only two measures were significant: the respondents’ 

evaluation of the current economy’s effects on their business and  their view of whether 

or not entrepreneurship was valued in Greenville County.  
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The economy’s effects on individuals (β = -.256, t(60) = -2.049, p<.05) predicted 

6.5% of the variance in life satisfaction scores.  (R
2
= .065, adjust R

2 
= .050, F(1/60) = 

4.198, p<.05).  There was a negative relationship.  When life satisfaction scores were 

higher, respondents indicated the economy had little to no effect on their business 

activities. 

Table 4.21   Respondents’ Life Satisfaction Levels 

  
Frequency Percent 

Valid 

Percent 

Cumulative  

Percent 

2.00 dissatisfied 2 2.7 3.2 3.2 

3.00 slightly dissatisfied 4 5.4 6.3 9.5 

4.00 neutral 3 4.1 4.8 14.3 

5.00 slightly satisfied 12 16.2 19.0 33.3 

6.00 satisfied 28 37.8 44.4 77.8 

7.00 extremely satisfied 14 18.9 22.2 100.0 

Total 63 85.1 100.0   

No response 11 14.9     

Total 74 100.0     

 

Respondents were asked to rate three statements about their perception of the 

value of entrepreneurship in Greenville County.  Two of these statements explained 

16.3% of the variance in life satisfaction scores.  Interestingly, when respondents were in 

less agreement that entrepreneurs are admired in the Hispanic community in the county 

(β = -.529, t(54) = -3.092, p<.01), they had higher life satisfaction scores.  When they 

agreed to strongly agreed that creative thinking was viewed as a route to success in the 

Hispanic community in Greenville county (β = .485, t(54) = 2.831, p<.01), they had 

higher life satisfaction scores.  (R
2 

= .163, adjusted R
2
 = .132, F(2,54) = 5.255, p<.01). 
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When the frequency and proficiency language acculturation scales were 

regressed, they were not significant in explaining the variance in life satisfaction scores. 

The significance of life satisfaction to explain variance in various TPB variables 

is explained in subsequent sections of this Chapter. 

Antecedents and modifiers predicting intentions  

Each of thirteen entrepreneurial behaviors had their own TPB variables.  Thirteen 

separate univariate generalized linear regressions were done to determine the significant 

number of TPB variables that predicted the intention score without collinearity issues.  

For each regression analysis, a total model was run with all TPB variables entered as 

independent variables and the intention score entered as the dependent variable.  While in 

each case the total number of variables proved to achieve significance as a model, in each 

instance, not all TPB variables achieved significant standardized beta coefficients or, if 

they did achieve significance, the tolerance, VIF, eigenvalues and and/or condition 

indices indicated possible problems with collinearity.  Therefore, a series of regressions 

were run to determine the reduced model that best explained the variance in intention 

scores, while at the same time achieved significant standardized beta coefficients without 

collinearity issues.   

The criteria used to determine the variables to use in the reduced model were as 

follows.  Tolerance levels on all measures were checked to see if they were close to 0 

indicating high multi-collinearity.  Tolerance levels were checked also to determine the 

percentage of the variance in a given predictor that could not be explained by the other 

predictors.   The VIF for all measures were checked to see if it was below 2, suggesting 
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that there was not a problem with collinearity.  Eigenvalues for each variable were 

checked to determine the inter-correlation among variables. Low (close to .0) eigenvalues 

indicated that some of the predictors, when all were used, were highly inter-correlated 

and that small changes in the data values may lead to large changes in the estimates of the 

standardized beta coefficients.  The condition index with values greater than 15 indicated 

a possible problem with collinearity; greater than 30, a serious problem (IBM, 2012).   

Once the reduced model was determined, each antecedent found statistically 

significant was used as the dependent variable, and all the modifiers were used as 

independent variables in a regression analysis to determine the modifiers that had 

significance in explaining the variance in antecedents.   

To examine whether or not the modifiers had a direct effect in predicting intention 

scores, the significant modifiers and TPB variables were entered as independent variables 

and the intention score entered as a dependent variable.  With one exception (life 

satisfaction ratings), the modifiers never achieved significance when doing a linear 

regression and also when entered into a hierarchical regression.  This was interpreted as 

indicating that the variables conceptualized as modifiers are best conceived as modifiers 

of the variance in TPB beliefs but not as having a direct effect on respondents’ intentions 

to engage in one or more of the thirteen entrepreneurial behaviors under study.  The one 

exception is indicated in a later section of this chapter Chapter and discussed in Chapter 

Five. 
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Table 4.22  TPB antecedents to intentions 

Attitudinal belief 

measurements  

3.1 Importance to success of business in doing the stated entrepreneurial behavior 

3.2 Degree of pleasantness in doing the stated behavior 

3.3 How easy or difficult it may be to do the behavior 

3.12 How likely doing the state behavior would be to business success 

For behavior 13 (learning new business knowledge and skills) only: 3.14 whether having the 

stated resources would be present within the next year to learn new knowledge and skills 

Normative belief 

measurements 

3.4 level of agreement that most of the people important to them in matters related to business 

success think they should do the stated behavior 

Behavioral 

Control 

measurements 

3.6 Degree of confidence in doing the stated behavior 

3.7 level of agreement that it is up to them (within their control) to do the stated behavior 

3.10 level of agreement that the necessary resources are accessible for them to do the stated 

behavior. 

For behavior 13 only: 3.13 listing of resources and level of agreement that these resources would 

be present in order for them to learn new knowledge and skills 

 

To keep the narrative manageable and less tedious to read, only the reduced 

significant models for each intention are reported.  The TPB variables used in the 

regression analyses are summarized in Table 4.22.  The modifiers used in the regression 

analyses are summarized in Table 4.23.   The survey question number and item within 

each question are referenced so that readers who wish to link the discussion with 

particular questions are able to easily do so. 

Table 4.23 Modifiers Used in Regression Analysis 

Socio-demographic 

Factors 

Gender 4.4 

Age 4.5 

Marital Status 4.8 

Number of children 4.11.2 

Have Children (Yes/No; 4.11.1) 

Length of residency 4.6 

Socio-economic 

Factors 

Income level 4.9 

Educational level 4.10 

Effects of national economic recession  

Extent of civic involvement 4.16 

Attitudes about community 4.15 

Age of business 2.2 

# of full and part time employees (size of business) 2.4.1-2.4.3 

Employee change 2.5 

Economy’s effect on business 2.6 

Extent of family involvement in business 4.1 

Family influence on business decision making 4.2 

Cultural Factors Birth Country 4.7 

Acculturation (Highly acculturated, bi-cultural, low acculturation in use of language 4.19; 

proficiency in languages 4.20, and use of languages for media use 4.21)  

Life Satisfaction Diener et al’s (1985) Satisfaction With Life Scale 2.12 
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1 Intention to persist when obstacles and challenges occur  

The final significant reduced model free from collinearity issues had two 

antecedents that explained 41.5% of the variance in intentions to persist scores.  The two 

significant antecedents were 1) behavioral control 3.6.1 (degree of confidence) and 2) 

attitude 3.12.1 (likely success if persist).  (R
2
=.415, adjusted R

2
=.396, F(2,63) = 21.292, 

p<.01).  Both predictors had significant standardized beta coefficients: attitude 3.12 (β 

=.395, t(2,63) = 3.834, p<.01) and behavioral control 3.6.1 (β =.409, t(2,63) = 3.971, 

p<.01).  Tolerance, VIF, eigenvalues were within acceptable ranges, but the condition 

indices indicated there may be a slight problem with collinearity for 3.6 with 3.12.  The 

coefficient correlations indicated that there was a significant positive correlation between 

behavioral control 3.6 (degree of confidence) and attitude 3.12.1 (likely success if persist) 

(r = .285 (63), p<.01).  When confidence in ability to persist scores were higher, likely 

success if persist scores were higher. 

Next the modifiers were examined to determine which modifiers were 

significantly correlated with the two significant attitude (3.12.1, likely success if persist) 

and behavioral control (3.6.1, confidence) variables and whether any of the significant 

modifiers were a direct predictor of intention, rather than just a modifier of the variance 

in TPB antecedent variables.  

For attitude 3.12.1, likely successful if persist, none of modifiers had a significant 

correlation with 3.12.1.  When a regression was done, there were also no significant 

models found and no significant standardized betas in any of the models found. 
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For behavioral control 3.6.1, confident can overcome obstacles, three of the 

modifiers had a significant correlation with 3.6.1 confidence scores: 2.1, business profit 

last year (r = -.280 (65), p<.05), 2.12 total score from the life satisfaction scale (r = .343 

(60), p<.01), and 3.15 total score for the self-reported global entrepreneurial 

characteristics scale.  To determine the ability of these three predictors to explain the 

variance in 3.6.1 scores a linear regression analysis was done.  The three predictors 

explained 18.6% of the variance in 3.6.1 confidence scores (R
2
 = .186, adjusted R

2 
= 

.136, F (3, 57) = 3.987, p<.01).  However, examination of the standardized betas 

indicated that only 2.12 total score from the life satisfaction scale (β =.309, t(57) =2.439, 

p<.018) was significant, and the eigenvalue and condition index for 3.15, total score for 

the self-reported entrepreneurial characteristics scale showed a fairly low eigenvalue and 

a condition index slightly over 15 indicating some collinearity with the other two 

variables may be present.  When the life satisfaction total score (β =.347, t (58) = 2.817, 

p<.01) was used as the sole predictor of variable in 3.6.1 scores, it had the ability to 

explain 12% of the variance in 3.6.1 scores (R
2
 = .120, adjust R

2
=.105, F (1, 58) = 7.035, 

p<.01).  The tolerance statistic indicated that the life satisfaction score explained 99% of 

the variance in 3.6.1 that could not be explained by other predictors. 

To check if life satisfaction may have a direct effect on the respondents’ scores, 

the two TPB predictor variables that were significant (3.12.1 and 3.6.1) and the life 

satisfaction score were used in a regression.  The TPB predictor variables were 

significant but the life satisfaction score was not.  A correlation was also done using the 

intention to persist score and life satisfaction score.  There was not a significant 
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correlation.  This finding was interpreted as the life satisfaction score is best thought of as 

significant in explaining the variance in scores on behavioral control variable 3.6.1, but 

not having a direct effect or ability to explain the variance in intention to persist scores.   

Figure 4.1 summarizes the significant findings for intention to persist to overcome 

business obstacles and challenges.  The green shaded boxes summarize the findings 

relative to hypothesis 1 and research question 1, and the blue-shaded boxes summarize 

the findings relative to research question 2. 

Figure 4.1 Significant TPB and Modifying Variables Explaining Intention to Persist 
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2 Taking risks intentions 

The same procedures were used to determine the significant TPB antecedent 

predictors to respondents’ intention to take risks within the next six months.   When all 

TPB antecedent predictors were entered as independent variables with the intention to 

take risk score entered as the dependent variable the model was significant but not all 

variables achieved significant beta coefficients.   

The final significant reduced model contained two antecedents which explained 

46.5% of the variance in intention scores: attitude 3.1.2 (important to take risks) and 3.6.2 

(confident can take risk) (R
2
=.465, adjust R

2
=.447, F(2,63) = 26.106, p<.01). Both 

antecedent variables had significant standardized betas: attitude  3.1.2 (important to take 

risks, β =.304, t(63) =2.659, p<.01) and behavioral control 3.6.2 (confident can take risks, 

β = .462, t(63) = 4.043, p<.01). 

To determine what modifiers had significance in predicting the variance in each 

of the two significant TPB antecedents, regressions analyzed each significant TPB 

predictor (dependent variable) and all modifiers (independent variables). 

For 3.1.2 (importance of taking risks), two modifiers were significant: 2.12 life 

satisfaction total score (β =.536, t(57) = 5.126, p<.01) and 4.4 gender (β = -.304, t(57)= -

2.904, p<.01).  The tolerance, VIF, eigenvalues and condition indices for these two 

variables showed there were no problems with collinearity.  The coefficient correlations 

indicated that 85% of the variance in life satisfaction ratings were associated with gender 

(r =.070, p<.01, variance proportion .85).  Males had significantly higher life satisfaction 

scores than females.  The regression analysis indicated that these two antecedent 
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variables (gender and life satisfaction scores) explained 40.2% of the variance in 

respondents’ intention scores to take risks (R
2
 = .402, adjusted R

2
=.380, F (2, 57) 

=18.489, p<.01).  The higher the life satisfaction score, the higher the score on 

importance to take risk.  If the respondent was a male they had higher life satisfaction 

scores and that variable in combination with life satisfaction score explained 40.2% of the 

variance in attitude 3.1.2 (i.e. important to take risks scores were higher).   

A regression analysis of all modifiers was done with behavioral control 

measurement 3.6.2 (confident can take risks).  The modifier ultimately significant was 

the total acculturation score for language proficiency (β = -.279, t(53) = -2.074, p<.05).  

Interestingly, higher behavioral control scores for confident that they can take risks was 

predicted by knowing that the respondent had lower acculturation scores on language 

proficiency (i.e. they indicated they had above 2.5 Spanish language proficiency but 

below 2.5 on English language proficiency).  Language proficiency scores had a 7.8% 

chance of predicting behavioral control 3.6.2 (confident can take risks) score, over and 

above mere chance (R
2
=.078, adjusted R

2
=.060, F(1,53) = 4.300, p<.05). 

To test whether any modifier may have had a direct effect on the intention score 

for taking risks, all modifiers were entered as independent variables along with the three 

TPB antecedents, and the intention score for taking risk was used as the dependent 

variable.  When just attitude 3.1.2, behavioral control 3.6, and life satisfaction were used 

in a regression as independent variables, it was a significant model (R
2
=.498, adjusted 

R
2
=.470, F(1,55) =18.175, p<.01).  However, while the life satisfaction achieved a 

significant standardized beta, the collinearity statistics indicated that it may have 
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collinearity issues with 3.1.2.  Since the model with the two TPB antecedents (3.1.2; 

3.6.2) alone had almost as much prediction power (explained 46.5% of the variance in 

intention scores) without issues of possible collinearity, it was considered the better 

model for predicting intentions related to taking risks and that the modifiers, with the 

exception of the total score for life satisfaction, were best thought of as modifiers. 

The beta weights indicate that behavioral control 3.6 (confidence) had the 

stronger weight in predicting the variance in intention scores.  Life satisfaction had the 

stronger weight in predicting the variance in Attitude 3.12 scores.  (See Figure 4.2.) 

Figure 4.2 Significant TPB and Modifying Variables Explaining Intention To Take 

Risks 
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3 Intention to seek business opportunities  

A regression analysis using the intention to seek business opportunities score 

(3.8.3; dependent variable) was done with all TPB antecedent variables.  While the total 

model with all antecedents was significant, only two of the TPB antecedents achieved 

significant standardized betas: attitude 3.12.3 (likely will be successful if seek business 

opportunities) and 3.7.3 (degree of agree that will have control over seeking business 

opportunities).  When the reduced model was run with just the two significant 

antecedents as independent variables with 3.8.3 intention score, the model was significant  

(R
2
=.594, adjusted R

2
=.581; F(2,61) = 44.593, p<.01).  In this reduced model attitude 

3.12.3 (likely successful business if seek business opportunities) achieved a significant 

beta coefficient without collinearity issues (β =.702, t(61) = 8.592, p<.01) and so did 

behavioral control 3.7.3 (degree of agreement that had control over seeking business 

opportunities; β =.281, t(61) = 3.440, p<.01).  The coefficient correlations indicated that 

there was a positive correlation between the two antecedents (r = .055, p<.01).  When 

respondents indicated that their business was likely to be successful if they sought 

business opportunities, they also indicated that it was within their control (‘up to me’) to 

seek business opportunities. 

To determine which modifiers had significant ability to predict the attitude 3.12.3 

3 (likely business successful if seek business opportunities) score, all modifiers were 

entered as independent variables and attitude 3.12.3 was used as the dependent variable.  

Two modifiers had the ability to predict 17.3% of the variance in attitude 3.12.3 (R
2
= 

.173, adjusted R
2
 = .145, F(2,59) = 6.191, p<.01).  Modifier 2.1 (whether business 
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achieved a profit last fiscal year; β = -.265, t(59) = -2.210, p<.05) and modifier 3.15 (self-

reported presence of entrepreneurial characteristics; β = .284, t(59) = 2.368, p<.05) had 

significance in explaining 14.5% of the variance in Attitude 3.12.3 (likely successful if 

seek business opportunities).  When respondents indicated their business would be 

successful if they sought business opportunities, they indicated they had a profit the past 

fiscal year and they had more of the self-reported entrepreneurial characteristics listed. 

One modifier has the ability to predict 11.1% of the variance in behavioral control 

3.7.3 (degree of agreement that had control over seeking business opportunities; R
2
=.111; 

adjusted R
2
 = .096, F(1, 61) = 7.390, p<.01).  Respondents’ immigrant generation status 

(β = -.334, t(61) = -2.719, p<.01) significantly predicted 11.1% of the variance in 3.7.3 

scores.  Respondents who were first or second generation immigrants indicated they were 

more in agreement that they had control over their seeking business opportunities.   

When the two significant TPB antecedents (attitude 3.12.3 and behavioral control 

3.7.3) and the three modifiers that were significant in explaining the two antecedents 

were combined and used as independent variables, and the intention to seek business 

opportunities scores was entered as the dependent variable, the model was significant but 

only the TPB antecedents achieved significant betas.  This was interpreted as indicating 

that the modifiers are best thought of as modifying the variances in the antecedent scores 

rather than having a direct effect on intention to seek business opportunities.   
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A hierarchical regression analysis yielded the same conclusions. Figure 4.3 

summarizes the central findings related to intention to seek business opportunities.  The 

betas for the two significant antecedents indicate that Attitude 3.12 was the stronger 

predictor of intention scores for seeking business opportunities. 

 

Figure 4.3  Significant TPB and Modifying Variables Explaining Intention To Seek 

Business Opportunities 
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4 Intention to demand business efficiency  

All TPB antecedents were used as independent variables and the intention score 

for demanding business efficiency was used as the dependent variable.  Two TPB 

antecedents had significant beta coefficients (3.12.4, likely business will be successful if 

demand business efficiency and 3.10.4, the level of agreement that resources are 

accessible to be able to demand efficiency).  However, while the model was significant, 

and the beta coefficients were significant, the eigenvalue and condition index for 3.10.4 

(level of agreement that resources are accessible to be able to demand efficiency) 

indicated problems with collinearity may exist.  The final model the best explained the 

variance in intention scores (R
2
 = .142, adjusted R

2
 = .128, F(1,62) = 10.273, p<.01)  for 

demanding business efficiency was one TPB variable, attitude 3.12.4, likely that business 

will be successful if demand business efficiency, (β = .377, t(62) = 3.205, p<.01). 

When all modifiers were used as independent variables and TPB variable attitude 

3.12.4 was used as the dependent variable, one modifier (3.13 self-reported degree of 

presence of entrepreneurial characteristics, β = .405, t(61) = 3.465, p<.01) had an ability 

to explain 16.4% of the variance in TPB attitude 3.12.4  (R
2
 = .164, adjusted R

2
 = .151, 

F(1,61) = 12.003, p<.01).   
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Figure 4.4 Significant TPB and Modifying Variables Explaining Intention To 

Demand Business Efficiency 

 

 
 

5 Intention to demand quality in services and products 

All TPB variables were used as independent variables and the intention score for 

demanding quality in services and products was entered as the dependent variable.  The 

regression model was significant, but only two TPB variables had significant 

standardized beta coefficients.  When only these two TPB variables were entered as 

independent variables, the model was significant.  The two significant TPB variables that 

explained 38.6% of the variance in intention scores for demanding quality in services and 

products were attitude 3.12 (likely business will be successful if demand quality) and 

3.10 (agreement that resources are accessible to demand quality).  However, in 

examining the eigenvalues and condition index for 3.10, there were collinearity problems.  
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Therefore, the model that was free from collinearity problems and that predicted 25.8 % 

of the variance in intention scores (R
2
=.258, adjusted R

2
= .247, F(1,63) = 21.939, p<.01) 

included one TPB variable, attitude 3.12, likely business will be successful if demand 

quality in products and services (β =.508, t(63) = 4.684, p<.01). 

When all modifiers were used as independent variables and 3.12 was used as the 

dependent variable, one modifier (3.15, self-reported presence of entrepreneurial 

characteristics, β = .434, t(63) = 3.767, p<.01) explained 18.9% of the variance in 3.12 

scores (R
2
= .189, adjusted R

2
 = .175, F(1,63) = 14.191, p<.01).  When respondents 

indicated that their business would be successful if they demanded quality in their 

product and services, they indicated they had more of the listed entrepreneurial 

characteristics. 

When the modifiers and TPB variables were included as independent variables 

and the intention score used as the dependent variable, only the TBP antecedent achieved 

a significant standardized beta coefficient. 
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Figure 4.5  Significant TPB and Modifying Variable Explaining the Intention to 

Demand Quality in Products and Services 
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6 Intention to set business goals  

When all TPB antecedents were entered as independent variables and the 

intention to set business goals was entered as the dependent variable, the regression 

model was significant, but only one TPB antecedents achieved a significant beta 

coefficient free from collinearity issues.  TPB behavioral control antecedent 3.10 (level of 

agreement that resources were accessible to set business goals, β = .436, t(64) = 3.872, 

p<.01) explained 19% of the variance in intention to set business goals score (R
2
= .190, 

adjusted R
2
=.177, F(1,64) = 14.995, p<.01).  When intention scores were high, 

respondents also indicated that resources were accessible to set business goals. 

When all modifiers were used as independent variables and TPB antecedent 

behavioral control 3.10 (level of agreement that resources were available to set business 

goals) was used as the dependent variable, one modifier (gender, β = -.304, t(59) = -

2.453, p<.05) explained 9.3% of the variance in 3.10 scores (R
2
=.093, adjusted R

2
=.077, 

F(1,59) = 6.020, p<.01).  Males agreed more than females that resources were accessible. 

When the modifier, gender, was added to the significant TPB variable, 3.10, and 

both were entered as independent variables, with the intention to set business goals as the 

dependent variable, only the TPB variable achieved a significant standardized beta.  This 

was interpreted as indicating that gender is best considered as a modifier of antecedent 

rather than has having a direct effect on intention to set business goals scores. 
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Figure 4.6 Significant TPB and Modifying Variables Explaining Intention To Set 

Business Goals 

 

7 Intention to monitor business finances  

All TPB antecedents were entered as independent variables and the intention to 

monitor business finances was entered as the dependent variable.  The regression analysis 

indicated that, with all the TPB variables included, the model was significant, but that 

several of the antecedents did not achieve a significant beta coefficient.  The model that 

was significant, free from collinearity issues, and best explained the variance in intention 
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scores to monitor business finances was with two antecedents: attitude 3.12.7 (likely 

business would be successful if monitor business finances, β = .276, t(63) = 2.328, p<.05) 

and behavioral control measure 3.6 (level of agreement that they were confident they 

could monitor business finances, β = .277, t(63) = 2.342, p<.05).  This reduced TPB 

model for monitoring business finances explained 16.9% of the variance in intention to 

monitor business finances (R
2
 = .169, adjusted R

2
= .142, F(2,60) = 6.114, p<.01). The 

correlation coefficients indicated that there was a positive relationship between the two 

TPB antecedents (r = -.108, p<.01).  Respondents with higher levels of agreement that 

they were confident they could monitor business finances indicated their business would 

likely to be successful, if they monitored business finances. 

Next, all modifiers were used as independent variables and 3.12.7 (likely business 

success if monitored finances) and 3.6.7 (confidence they can monitor finances) were 

each used separately as the dependent variable.  For attitude 3.12.7 (likely business would 

be successful if monitored business finances) one modifier achieved a significant 

standardized beta coefficient: modifier 3.15 (self-reported presence of entrepreneurial 

characteristics, β = .292, t(61) = 2.385, p<.05).  Modifier 3.15 explained 8.5% of the 

variance in attitude 3.12.7 (likely success in monitoring business finances) score 

(R
2
=.085, adjusted R

2
 = .070, F(1,61) = 5.689, p<.05).  When respondents thought that 

their business would be successful if the monitored business finances, they reported they 

had more of the entrepreneurial characteristics listed. 

For behavioral control 3.6, confident they can monitor business finances, one 

modifier achieved significance: 2.1, whether or not the business had a profit last fiscal 
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year (β = -.268, t(60) = -2.193, p<.05).  This modifier explained 11.9% of the variance in 

behavioral control 3.6 scores.  The relationship was a negative one.  When confidence in 

their ability to monitor business finances was higher, the respondents indicated their 

business achieved a profit last year. 

Figure 4.7 summarizes the results for intention to monitor business finances. 

Figure 4.7 Significant TPB and Modifying Variables Explaining Intention to 

Monitor Business Finances 
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8 Intention to monitoring customer satisfaction 

The intention score for monitoring customer satisfaction was entered as the 

dependent variable and all the TPB antecedents entered as independent variables.  The 

total model was not significant.  The reduced model that had significant standardized beta 

coefficients with no collinearity issues had two TPB variables: attitude 3.12.8 (likely 

business will be successful if monitor customer satisfaction, β = .288, t(60) = 2.502, 

p<.01) and behavioral control variable 3.6.8 (confident they can monitor customer 

satisfaction, β =.336, t(60) = 2.924, p<.01).  These two TPB variables explained 22.4% of 

the variance in intention scores (R
2
=.224, adjusted R

2
 = .199, F(2,60) = 8.679, p<.01).  

The relationship between the two antecedent scores was positive (r = .148, (63), p<.01).  

When the respondents had higher levels of agreement that their business would likely be 

successful if they monitored customer satisfaction, they indicated they were confident 

they could monitor customer satisfaction. 

For attitude 3.12.8 (business likely successful if they monitored customer 

satisfaction), the modifier that achieved a significant standardized beta coefficient was 

4.16, the nature and extent of civic engagement (β = -.274, t(55) = -2.116, p<.05).  This 

modifier explained 7.5% of the variance in attitude 3.12 (R
2
=.075, adjusted R

2
= .058, 

F(1,55) = 4.479, p<.039).  When respondents said their business would be successful if 

they monitored customer satisfaction, they were involved in more civic organizations. 

For behavioral control antecedent 3.6.8 (confident can monitor customer 

satisfaction), the modifier that achieved a significant standardized beta coefficient was  
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4.12 the immigration generation of respondent (β = -.367, t(58) = -3.006, p<.01).  This 

modifier explained 13.5% of the variance in behavioral control 3.6.8 scores (R
2
= .135; 

adjusted R
2
 = .120, F(1,58) = 9.038, p<.01).  First generation immigrants indicated they 

were significantly more confident that they could monitor customer satisfaction. 

Figure 4.8 Significant TPB and Modifying Variables That Explain the Intention To 

Monitor Customer Satisfaction 

 

 



165 

 

9 Intention to network for business purposes 

When all TPB antecedents were used as independent variables and the intention 

score for networking for business purposes was entered as the dependent variable, four 

TPB antecedents emerged with significant standardized beta coefficients free from 

collinearity issues: attitude 3.1.9 (level of agreement of the importance of networking, β 

= .305, t(56) = 3.606, p<.01), attitude 3.12.9 (business likely successful if network, β = 

.347, t(56) = 3.921, p<.01), behavioral control 3.7.9 (level of agreement that they had 

control to network, β = .290, t(59) = 3.595, p<.01) and behavioral control 3.10.9 (level of 

agreement that resources were accessible to network, β = .212, t(59) = 2.388, p<.05).  

This set of TPB variables explained 68.7% of the variance in intention scores to network 

for business purposes (R
2
 = .687, adjusted R

2
 = .664, F(4,56) = 30.672, p<.01).  There 

were positive relationships between TPB behavioral control 3.10.9 and all other 

significant TPB variables. See Table 4.24.  That is, when respondents indicated that 

resources were accessible to network, they indicated it was up to them (in their control) to 

network, agreed that it was important to network, and that their business would likely be 

successful if they networked.   

The modifiers that achieved significant standardized beta coefficients without any 

collinearity issues for Attitude 3.1.9 (importance to network) were 2.6 (the economy’s 

effects on their business, β = -.252, t(63) = -2.162, p<.05) and 2.1 (whether or not the 

business achieved a profit last fiscal year, β = -.307, t(63) = -2.637, p<.01).  These two 

modifiers explained 19.6% of the variance in attitude 3.1.9 scores.  The relationships 

were negative because of the position of the items in the measurements.  When 
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respondents were in agreement that it was important to network, they indicated that the 

economy had less effect on their business and that they made a profit their last fiscal year. 

Table 4.24  Pearson’s Correlations Among TPB Variables Significant in Explaining 

The Variance In Respondents’ Intention to Network 

 

3.8.9 

intention 

Next 6 

months 

will 

Network 

3.1.9 Attitude 

Importance 

Networking 

For Business 

Purposes 

3.12.9 

attitude 

Likely 

Success if 

Network 

3.7.9 BC 

Control 

Networking 

3.10.9 

Resources 

Available 

To 

Network 

 3.8.9 intention Next 6 

months will Network 

1.000     

3.1.9 Attitude 

Importance 

Networking For 

Business Purposes 

.602** 1.000    

3.12.9 attitude Likely 

Success if Network 

.644** .365** 1.000   

3.7.9 BC Control 

Networking 

.542** .305** .286** 1.000  

3.10.9 Resources 

Available To Network 

.577** .382** .482** .279* 1.000 

*p<.05, **p<.01 

For attitude 3.12.9 (business likely successful if network), three modifiers 

achieved significance: Acculturation-frequency of use of English/Spanish (β = -.313, 

t(36) = - 2.191, p<.05), 4.8 marital status (β = .367, t(36) = 2.471, p<.05) and 4.5 age of 

respondent (β = -.364, t(36) = -2.447, p<.05).  Two of the modifiers had negative 

relationships.  When respondents indicated that their business would likely be successful 

if they networked, they were low acculturated (frequently used Spanish more than 

English), were younger, and single/separated/divorced or widow(er).  

For behavioral control antecedent 3.7.9 (level of agreement that they were in 

control of networking) one modifier achieved a significant beta coefficient, the level of 

acculturation regarding the frequency of use of English or Spanish (β = -.307, t(42) = -
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2.088, p<.05).  This modifier explained 9.4% of the variance in 3.7.9 scores.  The 

relationship was a negative relationship.  When respondents agreed that they were in 

control of networking, they used Spanish as their most frequently used language (i.e. low 

acculturation).  

 Three modifiers explained 15.9% of the variance in behavioral control 3.10.9 

(resources accessible to network) scores: modifier 4.4 (gender, β = -.290, t(53) = -2.272, 

p<.05), modifier 4.15 (the agreement on sense of community, β = .269, t(53) = 2.091, 

p<.05) and modifier 2.6 (the economy’s effect on their business, β = -.352, t(53) = -2.691, 

p<.01).  When respondents indicated sufficient resources were accessible to network, 

they were males, were in agreement with the statements regarding sense of community, 

and indicated the recession had less effect on their business. 

Figure 4.9 summarizes the significant TPB and modifying variables that 

explained the variance in intention scores and in the antecedent beliefs.  Of all the 

entrepreneurial behaviors, the intention to network had the most number of TPB 

antecedents and modifiers that were significant. 

As with the other intention analysis, when the significant TPB and modifiers were 

entered in as independent variables and the intention score entered as the dependent 

variable, the TPB antecedents achieved significance and had the direct effect on the 

intention score.  Modifiers did not. 
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Figure 4.9  Significant TPB and Modifying Variables Explaining Intention To 

Network For Business Purposes 
 

 

10 Intention to seek information for business activities 

All TPB antecedents were entered as independent variables and the intention 

score for intend to seek information for business activities was entered as the dependent 

variable.  The model that best explained 28.6% the variance in intentions to seek 

information had one TPB antecedent: attitude 3.1.10 (level of importance to seek 

information for business activities, β = .534, t(63) = 5.019, p<.01).  When respondents 

agreed that they intended to seek information for business purposes, they indicated it was 

important or extremely important to do so (R
2
=.286, adjusted R

2
= .274, F(1,63) = 25.187, 

p<.01). 
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When all modifiers were entered as independent variables with 3.1.10 as 

dependent variable, no modifier was significant in explaining the variance in 3.1.10 

scores.  Interestingly there were several significant correlations, but when subjected to a 

regression analysis, none achieved significant beta coefficients. 

Figure 4.10  Significant TPB Factor Explaining Respondents’ Intention To Seek 

Information for Business Activities 
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11 Intention to plan systematically 

The model that best explained the variance in intentions to plan systematically 

had two TPB antecedents: attitude 3.1.11 (importance of planning systematically, β = 

.368, t(60) = .3.260, p<.01) and attitude 3.12.11 (likely success if plan systematically, β = 

.325, t(60) = 2.877, p<.01).  This model explained 32.1% of the variance in intentions to 

plan systematically scores (R
2
 = .321, adjusted R

2
 = .298, F(2,60) = 14.188, p<.01). 

Attitude 3.1.11 had no modifiers that were significant in explaining the variance 

in Attitude 3.1.11 scores.  Attitude 3.12.11 had one modifier that explained 11.8% of the 

variance in Attitude 3.12.11 scores (R
2
 = .118, adjusted R

2
 =.104, F (1,61) = 8.176, 

p<.01).  This modifier was 3.15, self-reported presence of entrepreneurial characteristics 

(β = .344, t(61) = 2.859, p<.01).  When respondents had high scores on intention to plan 

systematically, they also reported they possessed more of the entrepreneurial 

characteristics listed. 

The correlation was positive between the two TPB antecedents that were 

significant to predicting the variance in intention to plan systematically.  Respondents 

who indicated it was important to extremely important to plan systemically also indicated 

they their business would likely be successful if they planned systematically. 
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Figure 4.11 Significant TPB and Modifying Variables that Explain Intention to Plan 

Systematically 

 

12 Intentions to complete jobs 

The model that significantly explained 33.5% of the variance in intentions to 

complete jobs (R
2
 = .335, adjusted R

2
 = .313, F(2,60) = 15.126, p<.01) had two 

significant antecedent beta coefficients: attitude 3.12.12 (business likely successful if 

complet jobs, β = .247, t(60) = 2.181, p<.05) and behavioral control 3.7.12 (level of 

agreement that they were able to control whether or not they completed jobs, β = .441, 

t(60) = 3.901, p<.01).  The relationship between the two significant antecedents was 

positive.  When respondents indicated that their business would be a success if they 
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completed business-related jobs, they also indicated that it was up to them (within their 

control) to complete jobs (r = .366, p<.01). 

The modifiers that explained 18.7% of the variance in attitude 3.12.11 (business 

likely to be successful if complete jobs) were 4.7 (country of origin, β = -.031, t(46) = -

2.206, p<.05) and 4.9 (income level, β = .-.292, t(49) = -2.196, p<.05). (R
2
= .187, 

adjusted R
2
= .157, F(2,46) = 5.281, p<.01)  When respondents indicated they were likely 

to be successful in completing jobs, they were from Colombia, Dominican Republic or 

Mexico and had lower income levels. 

The modifier that explained 12.5% of the variance in behavioral control 3.7 (level 

of agreement that has control to complete jobs) was 4.12 (immigrant generation,              

β = -.353, t(58) = -2.874, p<.01) (R
2
=.125, adjusted R

2
 = .110, F(1,58) = 8.259, p<.01).  

Respondents indicating a higher level of agreement that they could control completion of 

jobs were first generation immigrants. 

Figure 4.12 summarizes the significant TPB antecedent and modifiers that predict 

33.5% of the variance in intention to complete business-related jobs. 
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Figure 4.12 Significant TPB and Modifying Variables that Explain Intentions to 

Complete Business-related Jobs 

 

13 Intention to learn new knowledge and skills 

To explore TPB factors that predicted intention to learn new knowledge and skills 

a bit more in depth than the previous twelve entrepreneurial behavioral intentions, an 

additional attitude measurement was included (3.14, level of agreement that 10 resources 

or situations would be present that would enable them to learn new knowledge and skills) 
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and one additional behavioral control measurement was also included (3.13, level of 

agreement that it is likely they would have the resources or situations listed in 3.14 

available to them within the next year).   

The model that best explained 28.7% of the variance in intention to learn new 

knowledge and skills included two TPB antecedents: attitude 3.12 (their business would 

likely be successful if learn new knowledge and skills, β = .251, t(60) = 2.300, p<.05) and 

behavioral control 3.7 (agreement they will have control over learning new knowledge 

and skills, β = .457, t(60) = 4.182, p<.01).  (R
2
 = .287, adjusted R

2
 = .264, F(2,60) = 

12.091, p<.01) 

The modifiers that best explained 18.4% of the variance in TPB antecedent 

3.12.13 (business likely successful if learn) were 4.8 length of stay in USA (β = -.366, 

t(51) = -2.875, p<.01) and 2.12 life satisfaction total score (β = .267, t(51) = 2.101, 

p<.05).  (R
2
 = .184, adjusted R

2
 = .152, F(2,51) = 5.744, p<.01)  When respondents 

agreed that their business would likely be successful if they learned new business 

knowledge and skills, they had higher life satisfaction scores and were in the USA less 

time. 

The modifier that explained 15.5% of the variance in TPB antecedent 3.7.13 

(level of agreement that it was up to them –in their control- to learn) without collinearity 

issues was 4.2 (immigrant generation, β = -.395, t(58) = - 3.256, p<.01).  When 

respondents agreed they had control over learning new business knowledge and skills, 

they were first generation immigrants (R
2
= .155, adjusted R

2
 = .140, F(1,58) = 10.601, 

p<.01). 
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Figure 4.13  Significant TPB and Modifying Variables That Explain Intentions To 

Learn New Knowledge and Skills 
 

 

Effects of Normative Belief Measure 

 Only one normative belief measure was included in the survey. This measure did 

not prove to be significant in the reduced models for any of the thirteen entrepreneurial 

behaviors.  However, the covariance and correlation matrix for some of the TPB 

variables that did achieve significance indicated the normative measure co-varied with 
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other factors.  An analysis was done to determine how much of the variance in attitude 

3.12 scores were explained by respondents’ ratings on the normative belief measure.  

This was done because of the statistical significant of attitude 3.12 in explaining so many 

of the intention scores.  The one normative belief measure (3.4) included in the survey 

asked respondents to indicate their level of agreement with the statement “Most of the 

people who are important to me in matters related to running my business successfully 

think I should …(entrepreneurial behavior specified)”.  Whether people important to the 

respondent thought they should engage in five of the entrepreneurial behaviors was 

significant in explaining the variance in attitude 3.12 (my business is likely to be a 

success if I, specified entrepreneurial behavior).   

Table 4.25 Normative Belief Significant In Explaining Variance In Attitude 3.12 

Scores 

 

 

Behavior 

 

 

R2 

 

Adjusted 

R2 

 

 

F 

 

 

df 

 

 

N 

Standardized 

Beta Coefficients 

Attitude 3.12 

 

 

t 

 

 

p 

Persisting (1) .193 .180 14.858 1 62 .440 3.855 .000 

Taking Risks 

(2) 

.234 .222 18.988 1 62 .484 4.358 .000 

Setting 

Business Goals 

(6) 

.068 .053 4.517 1 62 .261 2.125 .038 

Networking (9) .095 .080 6.292 1 62 .308 2.508 .015 

Learning 

Business 

Knowledge 

Skills 

.061 .046 4.063 1 62 .248 2.016 .048 

  

The analysis of normative belief was not significant in explaining the variance in 

respondents’ indications of 1) currently how successful their business was, 2) whether 

family were involved in their business, 3) how profitable their business had been this past 
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year, 4) the nature of family influence (using the two factors rather than original scale), 

and 5) life satisfaction total scores. 

Circumstances enabling learning new knowledge and skills 

 One of the behavioral control beliefs typically measured lists a number of 

resources and circumstances that may increase the likelihood that people will do what 

they say they intend to do.  The more that the resources and circumstances were thought 

to be present, the greater the strength of intentions.  Due to the length of the survey, not 

all thirteen behaviors could be examined relative to the presence of enabling 

circumstances.  However, one entrepreneurial behavior was, learning new business 

knowledge and skills.  The listing of thirteen resources or situations that may enable 

respondents to learn new business knowledge and skills was compiled based on the 

results of the pilot study.  Table 4.26 summarizes the thirteen circumstances used in this 

measurement. 

Table 4.26  Thirteen Circumstances That May Enable or Inhibit Learning New 

Skills and Knowledge 

3.13.1    It is likely that I will have enough time to devote to learning new business skills and knowledge within the 

next year. 

3.13.2    It is likely that I will have a need to increase my business knowledge and skills within the next year. 

3.13.3    It is likely that I will have business related learning opportunities close to my business.  

3.13.4    It is likely that business related learning opportunities will match my learning needs.  

3.13.5    It is likely that I can be free from running my business to engage in business related learning opportunities. 

3.13.6    It is likely that learning new business knowledge and skills will be a waste of time.  

3.13.7    It is likely that business related learning opportunities that will be available will not match my needs. 

3.13.8    It is likely that I will not have the finances to do anything with what I learn.  

3.13.9    It is likely that my personality will interfere with me taking the opportunity to learn new business skills and 

knowledge. 

3.13.10  It is likely that I will have the financial resources available to pay for the cost of learning opportunities 

3.13.11  It is likely that business related learning opportunities will be available that match my language preference. 

3.13.12  It is likely that my motivation to expand my business will drive me to attend business related learning 

opportunities 

3.13.13  It is likely that qualified instructors will be available to make it useful to attend a business related learning 

opportunity 
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Table 4.27 summarizes the significance associations among the various 

circumstances that would likely enable or inhibit learning.  Items 8 and 9 were inhibitors.  

In each correlation, the direction was positive.  When one type of situation existed, the 

level of agreement that having the other situation present varied in the same direction.   

 The total score for the presence of the thirteen circumstances was used as the 

independent variable, and intention to engaged in learning new business knowledge and 

skills was entered as the dependent variable in a linear regression analysis.  The presence 

of more of the thirteen circumstances listed (i.e. higher score on level of agreement, b = -

.407, t(60) = -3.450, p<.01) explained 16.6% of the variance in respondents’ intention to 

learn new business knowledge and skills within the next six months (R
2
=.116, adjusted 

R
2= 

.152, F(1,60) = 11.905, p<.01). 

Table 4.27  Circumstances Enabling Respondents to Learn New Business 

Knowledge and Skills 

 
1 

enough 

time 

2 

there 

will be 

a need 

 

3 

oppts 

likely 

close 

by  

4 likely 

oppt .will 

match my 

needs 

5able to 

be free 

from 

bus. to 

learn  

6 learning 

a waste of 

time 

7 oppt. 

won’t match 

needs  

1 enough time 1             

2  need to 

increase 

knowledge/ 

skills 

.578** 1           

3 oppts. 

Likely close 

by 

.683** .564** 1         

4 likely opt. 

will match my 

needs 

.743** .535** .799** 1       

5 able to be 

free from 

business to 

learn 

.740** .568** .931** .753** 1     

**p<.01, *p<.05, N=57 
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Table 4.27  Circumstances Enabling Respondents to Learn New Business 

Knowledge and Skills (Continued) 

 
1 

enoug

h time 

2 there 

will be 

a need 

 

3 

oppts 

likely 

close 

by  

4 

likely 

oppt 

.will 

match 

my 

needs 

5able 

to be 

free 

from 

bus. 

to 

learn  

6 

learning 

a waste 

of time 

7 oppt. 

won’t 

match 

needs  

6  learning 

a waste of 

time 

        .266
*
 1   

7  oppts. 

won’t 

match 

needs 

        .267
*
 .838

**
 1 

8 likely I 

won’t have 

$ needed 

          .601
**

 .593
**

 

9 not my 

personality 

to learn 

.304
*
  .310

*
 .302

*
 .359

**
 .447

**
 .388

**
 

10 likely 

I’ll have 

the $ to 

learn 

.733
**

 .611
**

 .766
**

 .703
**

 .740
**

 .142 .265
*
 

11 likely 

opportuniti

es will 

match my 

language 

preferences 

.759
**

 .723
**

 .779
**

 .726
**

 .754
**

     

12 likely 

motivated 

by 

Need to 

expand 

business 

.523
**

 .763
**

 .682
**

 .610
**

 .606
**

     

13 likely 

qualified 

instructors 

available 

.503
**

 .573
**

 .580
**

 .560
**

 .509
**

     

**p<.01, *p<.05, N=57 
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Table 4.27  Circumstances Enabling Respondents to Learn New Business 

Knowledge and Skills (Continued) 

 

8 likely I 

won’t 

have $ 

needed 

9 not my 

personalit

y to learn  

10 likely I’ll 

have the $ to 

learn 

11 likely opt 

will match my 

language 

preferences  

12 likely 

motivated by 

need to 

expand 

business 

13 

Likely 

qualified 

instructors 

available  

8 likely I won’t have 

$ needed 

1           

9 not my personality 

to learn 

.416** 1         

10 likely I’ll have 

the $ to learn 

    1       

11 likely 

opportunities will 

match my language 

preferences 

    .937** 1     

12 likely motivated 

by 

Need to expand 

business 

    .639** .669** 1   

13 likely qualified 

instructors available 

    .732** .699** .677** 1 

**p<.01, *p<.05, N=57 

Business owners community orientation 

Four questions were asked to get some idea of respondents’ involvement in and 

attitude towards their community with particular focus on the business community.  The 

first question asked respondents to indicate how much they agreed with each of ten 

statements about their community.  A multivariate generalized linear regression was done 

to determine what respondent and business characteristics significantly explained the 

variance in respondents’ scores on each of the ten statements.  Table 4.28 summarizes the 

respondent characteristics that had a significant effect on respondent ratings.   
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Table 4.28  Respondents’ Sense of Business Community 

Sense of 

Business Community 

Variables Significant F N df Sig. 

4.15.1 My community is 

a good place to operate 

a business 

Rating of success 4.175 1 63 .05 

4.15.2  Community 

organizations do not 

seem to work well 

together 

Parents owned business 

 

Parents owned business and grandparents owned 

business 

 

No/yes family members involved in business 

*both parents and grandparents owned business 

4.051 

 

4.320 

 

 

5.839 

56 

 

56 

 

 

56 

1 

 

1 

 

 

1 

.05 

 

.044 

 

 

.020 

4.15.3 Most people in 

my community can be 

trusted 

Parents and grandparents owned businesses 6.484 56 1 .015 

4.15.4 I trust my local 

government to respond 

to the needs of business 

owners 

Yes/no family involved in business 

 

Both parents and grandparents owned businesses 

* gender 

 

Birth country 

4.824 

 

7.249 

 

 

6.316 

56 

 

56 

 

 

56 

1 

 

1 

 

 

1 

.034 

 

.044 

 

 

.018 

4.15.5 I trust my bank to 

respond to my needs as 

a business owner 

Both parents and grandparents owned businesses 

 

Yes/no family members involved*both parents 

and grandparent owned businesses 

 

Both parents and grandparents owned businesses 

* gender 

 

Birth country 

4.101 

 

7.065 

 

 

5.901 

 

 

4.694 

56 

 

56 

 

 

56 

 

 

56 

1 

 

1 

 

 

1 

 

 

1 

.05 

 

.011 

 

 

.020 

 

 

.039 

4.15.7 Business leaders 

here include minorities 

in their activities 

Both parents and grandparents owned business * 

gender 

 

Birth country 

3.983 

 

 

4.701 

56 

 

 

56 

1 

 

 

1 

.05 

 

 

.038 

4.15.8  the business 

community contributes 

substantially to the well-

being of the community 

Yes/no family members involved * grandparents 

owned business 

 

Yes/no family members involved*parents owned 

business* grandparents owned business 

10.418 

 

 

12.405 

56 

 

 

56 

1 

 

 

1 

.003 

 

 

.001 

4.15.9 the Hispanic 

business community 

contributes substantially 

to the well-being of the 

community 

Gender 

 

Yes/no family members involved *parents owned 

business*grandparents owned business 

 

Yes/no family members involved*parents owned 

business*grandparents owned business*gender 

 

Age 

Length of stay in US 

Birth country 

4.575 

 

5.230 

 

 

10.300 

 

 

7.239 

8.425 

4.822 

56 

 

56 

 

 

56 

 

 

56 

56 

56 

1 

 

1 

 

 

1 

 

 

1 

1 

1 

.039 

 

.028 

 

 

.003 

 

 

.012 

.007 

.036 

4.15.10 It is important 

for business leaders to 

belong to one or more 

community 

organizations 

Yes/no family members involved*parents owned 

business*gender 

 

8.319 56 1 .006 
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Whether respondents found their community a good place to operate a business 

was effected by respondents’ evaluations of how successful their business currently was.  

Those rating their business as currently successful found their community a good place to 

operate a business.   

When respondents agreed more that community organizations did not seem to 

work well together, it was significantly explained by those respondents who also 

indicated that parents owned a business, by those who indicated parents and grandparents 

owned a business, and by those who indicated family members were not involved in their 

business, plus both parents and grandparents had owned a business.  Higher levels of 

family involvement in business efforts were negatively associated with respondents’ 

attitudes about how well community organizations work together. 

Respondents whose parents and grandparents owned businesses agreed more that 

most people in their community could be trusted (4.15.3).  Higher involvement of 

extended family in business enterprises seemed to have a positive effect on respondents’ 

sense of generalized trust in people. 

When family members were not involved in their business, they agreed 

significantly more that local government could be trusted to respond to the needs of 

business owners.  When the respondent was a female, no family members were involved 

in her business, and both her parents and grandparents had owned businesses, she trusted 

local government to respond to the needs of business owners.  Also, those from places 
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other than Mexico, Colombia and Dominican Republic agreed more that their community 

was a good place to operate a business. 

When the respondent indicated that both their parents and grandparents had 

owned businesses, they agreed significantly more that they could trust their bank to 

respond to their needs as a business owner.  Respondents who said that their parents and 

grandparents owned businesses and had no family members involved in their own 

business significantly more agreed that they could trust their bank to respond to their 

needs.  Respondents who said that both parents and grandparents had owned a business, 

and were female said that they could trust their bank to respond to their needs.  One 

might conclude that family experience with lending institutions would be stronger when 

parents and grandparents had been in business, and that parents and grandparents could 

give advice to current owners that was helpful in establishing trust in banks being 

response to their needs.   Respondents who were from places other than Mexico, 

Colombia and Dominican Republic agreed more they could trust their bank to respond to 

their needs as a business owner.  

When the respondent was a female, and both her parents and grandparents had 

owned businesses, she agreed significantly more that business leaders in Greenville 

County included minorities in their activities.  Those from places other than Mexico, 

Colombia and Dominican Republic agreed more that business leaders in Greenville 

County included minorities in their activities. 

When no family members were involved in the respondent’s business and their 

grandparents had owned a business, respondents agreed more that the business 
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community contributed substantially to the well-being of the community.  Respondents 

who had no family members involved, and whose parents and grandparents had owned 

businesses also agreed more that the business community contributed substantially to the 

well-being of the community.   

Females significantly more than males agreed that the Hispanic business leaders 

contributed substantially to the well-being of the community.  Also, respondents who had 

no other family members involved in their business and whose parents and grandparents 

had owned businesses agreed more that the Hispanic/Latino business leaders contributed 

substantially to the well-being of the community.  Those who were female, had no family 

involved in their business and had parents and grandparents who owned businesses 

thought Hispanic leaders contributed to community well-being.  Those who were older, 

had been in the U.S. longer, and were from countries other than Mexico, Dominican 

Republic or Colombia agreed that Hispanic business leaders contributed substantially to 

the well-being of the community. 

Females who indicated that their parents had owned a business and had no family 

members involved in their business agreed more that it was important for business 

leaders to belong to one or more community organizations. 

Business owners were also asked to identify the community groups to which they 

belonged.   Table 4.29 summarizes the results.  Forty three (43.2%) of the respondents 

belonged to no community groups.  Of those that did belong to one or more groups, the 

highest percentage (18.9%) belonged to a religious organization.  Second highest was 
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participation in a nonprofit charitable organization (17.6%) followed by participation in a 

business group such as Rotary or Kiwanis (12.2%). 

Table 4.29  Type of Community Group Affiliation 

Community Groups 
Frequency Percent 

Valid 

Percent 

No Groups Yes 32 43.2 48.5 

No 34 45.9 51.5 

Total 66 89.2 100.0 

Business groups like Rotary or Kiwanis Yes 9 12.2 13.6 

No 57 77.0 86.4 

Total 66 89.2 100.0 

Religious Orgs. Yes 14 18.9 21.2 

No 52 70.3 78.8 

Total 66 89.2 100.0 

Nonprofit charitable orgs. Yes 13 17.6 19.4 

No 54 73.0 80.6 

Total 67 90.5 100.0 

Ethnic or racial orgs Yes 1 1.4 1.5 

No 65 87.8 98.5 

Total 66 89.2 100.0 

Neighbor-hood Assoc. Yes 3 4.1 4.5 

No 64 86.5 95.5 

Total 67 90.5 100.0 

PTA or other school related groups Yes 3 4.1 4.5 

No 64 86.5 95.5 

Total 67 90.5 100.0 

Political clubs or orgs. No 67 90.5 100.0 

Social clubs Yes 6 8.1 9.0 

No 61 82.4 91.0 

Total 67 90.5 100.0 

Youth groups like scouts or children’s sports No 67 90.5 100.0 

 

The total number of groups respondents were affiliated with was regressed with 

respondents’ evaluations of the current success of their business and this was not a 
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predictor of ratings of business success.  Life satisfaction scores were regressed with total 

number of community group affiliations and life satisfaction scores were not a significant 

predictor of the extent of community group affiliation.  Finally, whether family were 

involved in the business was regressed with total number of community group affiliations 

and extent of family member involvement was not a significant predictor of the extent of 

community group affiliations. 

 Business owners were also asked how much they think business leaders in their 

community cared about whether or not their business survived and thrived.  Table 4.30 

presents the results.  Only 62 respondents answered this question.  Nearly sixty percent 

(59.7%) of respondents indicated they thought business leaders in Greenville County did 

not care whether their business survived and thrived.  None of the respondent or business 

characteristic modifiers explained the variance in respondents’ scores, nor did the life 

satisfaction score or the value factors used to judge business success, or their ratings on 

current business success. 

Table 4.30 Extent To Which Respondents Believe Business Leaders In Greenville 

Country Care Whether Their Business Survives or Thrives. 

 Frequency Percent Valid Percent 

 Don't care at all 15 20.3 24.2 

Somewhat don't care 22 29.7 35.5 

Somewhat do care 24 32.4 38.7 

Really care 1 1.4 1.6 

Total 62 83.8 100.0 

 No response 12 16.2  

Total 74 100.0  
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Table 4.31 Respondents’ Views On Hispanic Community’s Value of 

Entrepreneurship 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 
Entrepreneurs 

admired in the 

Hispanic 

community in 

Greenville 

County 

Strongly 

Disagree 

2 2.7 3.1 3.1 

Disagree 2 2.7 3.1 6.2 

Somewhat 

Disagree 

2 2.7 3.1 9.2 

Neither 19 25.7 29.2 38.5 

Somewhat 
Agree 

6 8.1 9.2 47.7 

Agree 12 16.2 18.5 66.2 

Strongly 

Agree 

22 29.7 33.8 100.0 

Total 65 87.8 100.0   

  System 9 12.2     

To turn a new 

idea into a 

business 

venture is 

admired career 

in the Hispanic 

community in 

Greenville 

County 

Strongly 
Disagree 

4 5.4 6.3 6.3 

Disagree 1 1.4 1.6 7.8 

Somewhat 
Disagree 

3 4.1 4.7 12.5 

Neither 14 18.9 21.9 34.4 

Somewhat 
Agree 

4 5.4 6.3 40.6 

Agree 17 23.0 26.6 67.2 

Strongly 

Agree 

21 28.4 32.8 100.0 

Total 64 86.5 100.0   

  Missing 10 13.5     

Creative 

thinking is 

viewed as a 

route to success 

in Hispanic 

community in 

Greenville 

Country 

Strongly 
Disagree 

4 5.4 6.2 6.2 

Disagree 3 4.1 4.6 10.8 

Somewhat 
Disagree 

2 2.7 3.1 13.8 

Neither 9 12.2 13.8 27.7 

Somewhat 

Agree 

4 5.4 6.2 33.8 

Agree 17 23.0 26.2 60.0 

Strongly 

Agree 

26 35.1 40.0 100.0 

Total 65 87.8 100.0   

  Missing 9 12.2     
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The final community-related question asked participants their level of agreement 

with three statements about Hispanic community beliefs about entrepreneurship. Table 

4.31 summarizes the results. While several significant correlations were found between 

modifiers and respondents’ ratings on the Hispanic community’s value of 

entrepreneurship, none proved to explain significantly the variance in scores when 

regressed. 

Findings related to research questions summarized 

Research question 1 asked ‘what attitudinal, normative and perceived behavioral 

control factors are significantly associated with selected Hispanic/Latino entrepreneurs’ 

behavioral intentions and provide the strongest statistical power to predict entrepreneurial 

intentions?   Figures 4.1 through 4.13 summarized the significant antecedents that best 

explained the variance in intention scores for each of the 13 entrepreneurial behaviors.  

Each behavior had its own particular set of antecedents that were significant, as well as 

modifiers.   

A few modifiers were particularly notable and frequently were significant in 

explaining the variance in antecedent scores.  In each of five instances, respondents’ 

reported presence of entrepreneurial characteristics significantly explained the variance in 

Attitude 3.12, how likely respondents thought it would be that their business was a 

success if they engaged in the entrepreneurial behavior specified.  The second highest 

number of antecedents affected by a modifier was for modifier 4.12, the respondents’ 

immigration generation.  This modifier affected significantly the variance in two 

behavioral control measures: BC 3.6, the level of agreement that they were confident they 
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could do the specified behavior, and BC 3.7, the level of agreement that it was up to them 

(within their control) to do the specified behavior.  In each instance, first generation 

immigrants were more confident and had a higher sense of control than did second 

generation immigrants. 

Table 4.32 summarizes which antecedents were most often affected by specific 

modifiers.  The antecedents most often affected by modifiers were attitude 3.12, how 

likely it would be that there business was successful, if they engaged in the specified 

entrepreneurial behavior; attitude 3.1, how important it was to engage in the specified 

behavior; behavioral control 3.6, level of agreement that they were confident they could 

engage in the specified behavior; and behavioral control 3.7, the level of agreement that it 

was within their control to engage in the specified behavior.  Gender was a significant 

modifier for responses related to whether resources were accessible for setting business 

goals and networking.  Males thought resources were accessible to network and set 

business goals. 

Table 4.32  Summary of Modifiers That Affected Variance in Significant 

Antecedents To Intentions 

Modifiers Significant In 

Predicting Variance in 

Antecedent 

Intention Antecedent Affected by 

Modifier 

Self-reported presence of listed 

entrepreneurial characteristics 

3.15 

3 Seeking business opportunities 

 

4 demand efficiency 

5 demand quality 

7 monitor business finances 

11 plan systematically 

Attitude 3.12 Likely business 

success if sought opt 

Attitude 3.12 

Attitude 3.12 

Attitude 3.12 

Attitude 3.12 

Respondents immigration 

generation 4.12 

3 Seek business opportunities 

8 Monitor customer satisfaction 

12 complete jobs 

13 learn new skills/knowledge 

BC 3.7 control 

BC 3.6 confidence 

BC 3.7 control 

BC 3.7 control 
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Table 4.32  Summary of Modifiers That Affected Variance in Significant 

Antecedents To Intentions (Continued) 

Modifiers Significant In 

Predicting Variance in 

Antecedent 

Intention Antecedent Affected by 

Modifier 

Life satisfaction 2.12 1 persist 

2 take risks 

13 learn new skills/knowledge 

BC 3.6 confidence 

Attitude 3.1importance 

Attitude 3.12 likely business 

success if learn 

Gender 4.5 2 take risks 

6 set business goals 

 

9 network 

Attitude 3.1 importance 

BC 3.10 agree resources 

accessible 

BC 3.10 agree resources 

accessible 

Whether business made profit last 

fiscal year 2.1 

3 seek business opportunities 

7 monitor business finances 

9 network 

Attitude 3.12 business likely 

successful if seek opt. 

BC 3.6 confidence 

Attitude 3.1 importance 

Acculturation 

        Frequency of use of  

               Language 4.19 

 

 

       Proficiency in use of  

               Language 4.20 

 

9 network 

 

 

 

2 take risks 

 

BC 3.7 control 

Attitude 3.12 business likely 

successful if network 

 

BC 3.6 confidence 

Extent of civic engagement 4.16 8 monitor customer satisfaction Attitude 3.12 business likely 

success if monitor 

Economy’s effects on business 

2.6 

9 network Attitude 3.1 importance 

BC 3.10 control 

Marital status 4.8 9 network Attitude 3.12 

Age 4.5 9 network Attitude 3.12 

Sense of business community 

4.15 

9 network Attitude 3.12 

Income level 4.9 12 complete jobs Attitude 3.12 

Country of origin 4.7 12 complete jobs Attitude 3.12 

Length of stay in US 4.6 13 learn new skills/knowledge Attitude 3.12 

 

Research question 2 asked ‘what outcomes do owners perceive are associated 

with specified entrepreneurial behaviors?’  Unfortunately, this question is largely 

unanswerable because the pilot study indicated the need to shorten the survey and most of 

the outcome related items were dropped.  The outcome related item that was not dropped 

was business success. 



191 

 

As summarized in Table 4.32, attitude measurement 3.12 became a very 

important antecedent measurement (e.g. level of agreement that business likely will be 

successful if engage in specified entrepreneurial behavior). There were significant 

differences in respondent scores.  This antecedent significantly explained the variance in 

scores for whether they intended to 1) seek business opportunities, 2) demand efficacy, 3) 

demand quality in products and services, 4) monitor business finances, 5) plan 

systemically, 6) network, 7) complete business-related jobs, and 8) learn new skills.  

When they perceived business success was an outcome, they more strongly intended to 

engage in the specific entrepreneurial behavior. 

The factor analysis indicated respondents used a cluster of criteria to judge 

success and these clusters were significantly different in composition.  These criteria 

were sets of outcomes that, if present, were associated in their minds with success.  The 

two value factors that were most powerful were 1) recognized for personal talents and 

business value and 2) personal, customer, and family satisfaction with services.  

Respondents using these criteria also found financially based criteria important (within 

the context of recognition and/or satisfaction based criteria), but respondents who used 

financially based criteria as their primary values did not equally value satisfaction and 

recognition based criteria. 

Research question 3 asked ‘who are the referents that owners most identify with 

and which of these referents are significantly associated with positive normative beliefs?’ 

For the most part the normative belief antecedent measure was not significant in 

explaining the variance in respondents’ intention scores.  The data indicated that the 
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people business owners listened to the most were immediate family members, and that 

almost half of the respondents had family members involved in their business, most often 

spouses and children.  The family influence analysis indicated that two primary factors 

were present in their agreement or disagreement about family influence.  These were the 

degree to which the family values were congruent with business values and the extent of 

family influence in business decisions, and the degree to which family positively 

promoted the business to others and the respondents.  However, whether or not the family 

was involved had no significance on respondents’ evaluation of their business’ current 

degree of success.  

Research question 4 asked ‘what circumstances do owners indicate would make 

engaging in specified entrepreneurial behaviors more likely?’  This question was largely 

unanswerable because the relevant questions were deleted during the pilot study phase 

because the survey was too long. However, the circumstances identified during the pilot 

study and used for entrepreneurial behavior 13, intention to learn new business 

knowledge and skills, was included in the final survey version. 

The presence of more of the thirteen circumstances listed (i.e. higher score on 

level of agreement, β = -.407, t(60) = -3.450, p<.01) explained 16.6% of the variance in 

respondents’ intention to learn new business knowledge and skills within the next six 

months (R
2
=.116, adjusted R

2= 
.152, F(1,60) = 11.905, p<.01).  However, while 3.13 

(resources and circumstances likely to be present in the next year) was included in the 

regression analysis for examination of significant antecedents to intentions to learn new 
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business knowledge and skills, it was not a significant predictor in the final reduced 

model.   

Research question 5 asked ‘in what ways do selected psychological, 

demographic, socio-economic and cultural factors modify Hispanic business owners’ 

attitudinal, normative and behavioral control beliefs regarding the use of 13 

entrepreneurial practices?’  See Table 4.32 for a summary of what modifiers had the most 

significant power to predict the variance in antecedents and for which entrepreneurial 

behaviors.  The two modifiers that had the greatest power of prediction for the most 

number of entrepreneurial behaviors were reported presence of entrepreneurial 

characteristics (3.15; affected five antecedents for five different entrepreneurial 

behaviors) and the respondents’ immigrant generation status (4.12; affected four 

antecedents for four entrepreneurial behaviors).  First generation immigrants were the 

significant predictor generation in each instance. 

Findings related to hypotheses summarized 

Hypothesis 1 stated “The more favorable the attitudes and subjective norms, and 

the greater the perceived control, the stronger will be the person’s intention to perform 

each of the 13 entrepreneurial behaviors examined.”  This hypothesis was partially 

accepted and partially rejected.  While higher scores on some of the attitudes and 

behavioral control measurements were significantly associated with respondents’ stronger 

intentions (i.e. higher scores) to engage in each of the 13 entrepreneurial behaviors 

examined, the normative belief measurement was not a significant predictor of intention 

for any of the 13 entrepreneurial behaviors examined.  Thus, the more favorable selected 
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attitudes and behavior control beliefs, the stronger (higher score) the respondents’ 

intentions to perform each of the 13 entrepreneurial behaviors examined.  There was a 

positive relationship between attitude and behavioral control antecedents, and between 

the significant attitude and behavioral control antecedents and intention scores. 

Hypothesis 2 stated that “women will differ statistically from men in their 

attitudes, norms and behavioral control beliefs related to the 13 entrepreneurial 

behaviors”.  This hypothesis was partially accepted and partially rejected.  However, 

there were three of TPB antecedents, for three different entrepreneurial behavioral 

intentions for which gender was a significant modifying variable.  With regard to 

entrepreneurial behavior #2, intention to take risks, men differed significantly from 

women in their belief about how important it was to take risks (TPB attitude 3.1.2).  

Males significantly more than females indicated it was important to take risks.  With 

regard to entrepreneurial behavior #6, intention to set business goals, men significantly 

more than women said that the resources necessary to set goals were accessible to them.  

Having resources accessible was the significant TPB antecedent explaining 19% of the 

variance in intention to set business goal scores.  In addition, gender was also a 

significant modifying variable related to one of four significant TPB variables explaining 

the variance in intention to network for business purposes.  Specifically gender, along 

with respondents’ total score on the sense of community scale and the effects of the 

recent recession on their business was a significant variable explaining the variance in 

TPB antecedent 3.10, the level of agreement that they had the resources accessible to 
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network for business purposes.  Again, men significantly more than women agreed that 

resources were accessible.  

Hypotheses 3 stated “there will be significant statistical differences between 

native and non-native born Hispanics’ attitudes, norms and control beliefs regarding the 

13 entrepreneurial behaviors.  This hypothesis was rejected.  There were no significant 

differences between native and non-native born Hispanics related to this variable being 

significant in explaining the variance on any TPB antecedent to intention.  Whether the 

respondent was first, second, third, fourth, or fifth generation Hispanic immigrant was a 

significant modifying variable for two TPB antecedents significantly predicting the 

variance in four entrepreneurial behavioral intentions.  Table 4.33 indicates that 

respondents’ immigrant generation status was a significant modifier explaining the 

variance in behavioral control variable 3.7 (level of agreement that it was up to them to 

do the entrepreneurial behavior specified).  In the case of intention 8 (intention to monitor 

customer satisfaction), generation status significantly explained the variance in 

confidence scores (3.6).  In all cases, first generation Hispanic respondents thought they 

were in control of their seeking business opportunities, monitoring customer satisfaction, 

completing jobs and learning new business knowledge and skills.  They also were more 

confident they could monitor customer satisfaction. 
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Table 4.33  Incidents of Immigrant Generation Status Significant In Explaining 

Variance in Behavioral Control Antecedents. 

Intention Antecedent Significantly Effected By Respondents’ 

immigrant generation status 
3 Intention to seek business opportunities Behavioral Control 3.7.3  “It is up to me (within my 

control) to seek business opportunities 

8 Intention to monitor customer satisfaction Behavioral Control 3.6.8 level of agreement that they are 

confident they can monitor customer satisfaction 

12 Intention to complete business-related jobs Behavioral Control 3.7.12  It is up to me (within my 

control) to complete business-related jobs 

13 Intention to learn new business knowledge and skills Behavioral Control 3.7.13 It is up to me (within my 

control) to complete business-related jobs. 

 

Hypothesis 4 stated “Hispanic business owners who have lived in the U.S. for at 

least five years will have significantly different attitudes, norms, and control beliefs 

related to the 13 entrepreneurial behaviors from those who have lived less time in the 

U.S.”  This hypothesis was also rejected.  Only one of the thirteen behaviors was affected 

by the modifier (length of stay in U.S).  The variance in respondents’ intention to learn 

new knowledge and skills was significantly affected by respondents’ indications of how 

likely it would be that their business would be successful, if they learned new knowledge 

and skills.  One of two modifiers that explained the variance in attitude 3.12 (business 

likely successful if learn) was the respondents’ length of stay in U.S.  However, 

respondents who had lived less time in the U.S. indicated they agreed that their business 

would be successful if they learned new knowledge and skills.  Thus, the findings were 

just the reverse from the hypothesized relationship. 

Hypothesis 5 stated “highly acculturated Hispanic business owners will differ 

statistically from less acculturated Hispanics’ in their attitudes, norms, and control beliefs 

regarding 13 entrepreneurial behaviors”.  This hypothesis was partially accepted and 

partially rejected.  However, acculturation was a significant modifying variable for two of 
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the intentions, but the relationship was the opposite from what was hypothesized.  As 

Table 4.34  indicates, two of the three acculturation measures (proficiency in 

Spanish/English and frequency of use of English/Spanish) were significant modifiers 

explaining the variance in scores for two behavioral control measures (3.6 and 3.7) and 

one attitude measure (3.12) for two different entrepreneurial behavioral intentions (taking 

risks and networking). 

Table 4.34  Significant Effects of Proficiency and Frequency of Use of English and 

Spanish as A Measure of Acculturation on Entrepreneurial Behavioral Intentions 

and Antecedents 

Intentions Significantly Affected Acculturation: Frequency of Use of 

English and Spanish 

 

Acculturation: Proficiency 

of Use of English and 

Spanish 

2 Intention to Take Risks  Behavioral Control 3.6 level 

of agreement that they are 

confident they can take risks 

Relationship: low 

acculturated had significant 

relationship to high 

confidence scores 

9 Intention to network of business 

purposes 

Attitude 3.12 level of agreement that 

their business would be successful if 

they networked. 

Behavioral control 3.7 level of 

agreement that it was up to them 

(within their control) to network 

Relationship: in both cases lower 

acculturation significantly explained 

the variance in both antecedents 

 

 

Hypothesis 6 stated “Hispanic business owners with higher life satisfaction 

scores will differ statistically in their attitude, norm and control beliefs related to each of 

the 13 entrepreneurial behaviors.”  This hypothesis was partially accepted and partially 

rejected.  Not all entrepreneurial behavioral intentions were indirectly affected by life 

satisfaction scores.  However, as Table 35 indicates, three antecedents were affected: two 
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attitudes (3.1 and 3.12) and one behavioral control antecedent (3.6).  In each instance, the 

relationship between the life satisfaction total score and the antecedent was positive.  

Higher life satisfaction scores explained significant levels of variance in the antecedent 

scores.   

Table 4.35  Life Satisfaction Scores Effected Three Antecedents Related To Three 

Intentions 

Intention Affected by  

Life Satisfaction Scores 

Antecedents Directly Affected  

by Life Satisfaction Scores 

1. Intention to Persist to overcome business 

obstacles and challenges 

Behavioral Control 3.6: level of agreement that 

they are confident they can persist 

2. Intention to take calculated risks to extend 

business areas, products, services 

Attitude 3.1: level of importance that it is to take 

calculated risks to extend business areas, products, 

services   

3. Intention to learn new business knowledge and 

skills 

Attitude 3.12: how likely it will be that the  

business will be successful if they learn new 

knowledge and skills 

 

Hypothesis 7 stated “Business owners with higher educational levels will have 

higher scores on attitude 3.12, how likely it will be that their business will be successful 

if they engage in the specified entrepreneurial behavior, and will differ significantly in 

their attitudes, norms and control beliefs related to doing at least some of the 13 

entrepreneurial behaviors.”  This hypothesis was rejected.  Educational level was not a 

significant modifier that explained the variance in attitude 3.12 scores for any of the 13 

entrepreneurial behavioral intentions. However, educational level did correlate with other 

significant predictors. 

Hypothesis 8 stated ‘Business owners with higher household income levels will 

have higher intention scores related to each of the 13 entrepreneurial behaviors”.  This 

hypothesis was rejected.  Only one behavior, intention to complete business-related jobs, 



199 

 

had one significant antecedent (3.12 level of agreement that business would be successful 

if they completed jobs) for which income level was a significant predictor of the variance 

in attitude 3.12 scores.  In this instance, when income levels were lower, it was a 

significant predictor of the variance in 3.12 scores (a negative relationship existed).  

Respondents with lower income levels felt that if they completed business-related jobs 

that their business would likely be successful. 

Hypothesis 9 stated ‘the criteria that respondents use to judge business success 

will differ, but financially based criteria will not be seen as more important that other 

kinds of criteria’.    

This hypothesis was accepted.  The hypothesis was largely based on Lussier’s 

(2004) meta-analysis of research studies on factors predicting business failure.  He found 

lifestyle type criteria just as important to owners as was financially based criteria.  This 

study found that those valuing recognition- and satisfaction-based criteria found 

financially based criteria as important, but put more priority on recognition and 

satisfaction type criteria and valued financially based criteria within the context of 

recognition and/or satisfaction.  Interestingly, those who valued financially based criteria 

did not place equal importance on satisfaction and recognition type criteria.  There were 

major differences between these two groups.  Furthermore, respondents used a cluster of 

criteria (a factor) in judging business success.  The modifiers that one would think would 

explain the differences in values (age, gender, income level, marital status, and whether 

they had children) were not significant predictors of which type of criteria respondents 

choose.     
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Respondents who thought factor 5 (business provides financial security) was 

important to extremely important had been in the U.S. longer (r = .385, p<.05).  

Respondents who thought that factor 4 (Business allows for a freer lifestyle) was 

important to extremely important were either bi-cultural (proficient in both English and 

Spanish) or highly acculturated (proficient in English and below 2.5 Spanish proficiency) 

(r=.368, p<.01).    

Summary 

Chapter Four reported the findings from the study and summarized findings 

according to the study’s research questions and hypotheses.  Chapter Five discusses the 

findings and draws conclusions based on past research studies.  
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 CHAPTER FIVE 

 CONCLUSIONS 

 Chapter Five discusses further some of the findings in light of previous research 

studies done by others.  It draws conclusions about the findings and ends by 

recommending some future research possibilities. 

Implications for the use of the theory of planned behavior 

Findings from this study indicated that using the theory of planned behavior was a 

useful way to examine Hispanic business owners’ beliefs about 13 entrepreneurial 

behaviors.   

Defining attitudinal beliefs about outcomes of behaviors 

One dimension of the attitude construct in the Theory of Planned Behavior is 

whether the respondent perceives the outcomes from doing a specific behavior are 

positive or negative.  In past studies, positive outcomes predicted higher intention scores.  

The regression analysis indicated that respondents felt that, if they did certain 

entrepreneurial behaviors, it would lead to business success.  Ten of the thirteen 

entrepreneurial behaviors were affected significantly by whether respondents found 

business success as a positive outcome resulting from engaging in a specified behavior.  

Respondents felt their business would likely be successful, if 1) they persisted to 

overcome business obstacles and challenges, 2) they sought business opportunities, 3) 

demanded business efficiency, 4) demanded quality services and products, 5) monitored 

their business finances, 6) monitored customer satisfaction, 7) networked for business 
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purposes, 8) planned systematically, 9) completed jobs, and 10) learned new business 

knowledge and skills.   

The modifying factors associated significantly with this attitude varied with each 

of the entrepreneurial behaviors, although there were some similarities.  For example, 

when a respondent had experienced a profit last fiscal year in their business and indicated 

they possessed more of the entrepreneurial characteristics listed, they felt that their 

business would likely be successful if they sought business opportunities.  However, a 

different set of modifiers significantly explained the variance in Attitude 3.12 (business 

success likely if) for taking risks.  Higher life satisfaction scores and being a male 

significantly explained higher attitude 3.12 scores for intention to take risks.  

Using business success was a valuable attitudinal belief measure. When this 

attitude was regressed with the criteria for business success measurement, it revealed the 

complexity of the normative beliefs present in respondents’ judgments of behaviors 

thought to be linked to being “successful”.  For example, planning systematically was 

perceived as likely leading to business success, but one group of respondents were using 

criteria based on recognition and satisfaction (factor one and two), while another group 

was basing their judgments of success on financial independence and security (factors 

5,6, and 7) criteria.  For both types, planning was a behavior seen as leading to success, 

but different criteria were used to make such a judgment.    

For practitioners it may mean that making appeals to engage in selected 

entrepreneurial behaviors should be quite different to nascent entrepreneurs with different 

success criteria in mind.  Advertising workshops, training programs and professional 



203 

 

development experiences might have more ‘hits’, if appeals based on satisfaction and 

recognition were made, as well as those that appealed to financial security and 

independence.    

Walker and Brown defined ‘life-style’ businesses as having owners who have 

motivations that ‘pulled’ them into starting a business.  These motivations included 

having personal freedom, independence gained from being one’s own boss, personal 

satisfaction, less rigid work schedules, more flexible lifestyle, and greater job satisfaction 

(Walker & Brown, 2004, 579).  They compared the different criteria used by owners of 

home business and external businesses that were large-scale and small-scale businesses.  

The normative belief factors that this study’s respondents found important (Factor 1 and 

2) were similar to what Walker and Brown found.  Lifestyle criteria were of primary 

importance to their participants.  They also found that there were no differences between 

men and women, as did this study.   

In addition, they found that lifestyle factors were more important for home-based 

business owners than externally based businesses and home-based businesses were less 

motivated by financial criteria compared to the externally based businesses.  Future 

research on Hispanic entrepreneurs may also benefit from creating a sample design that 

looked at home-based and externally based businesses, and/or by different business types.  

In this current study, many of the businesses were restaurants or food stores, and it may 

be that different value priorities are present within Hispanic entrepreneurs operating 

different types of businesses. 
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Significant normative measures need to be developed 

The normative measure developed for this study was not sufficient to detect 

normative beliefs.  Future research studies should correct this failing.  Armitage and 

Conner (2001a), in their review of TPB studies, indicated that the weakest predictors of 

intention have been the subjective normative belief measures that various researchers 

have used.  As a result, scholars have examined in more depth what types of subjective 

norms have greater validity in prediction.  Because this was the first study done by the 

researcher, the standard set of normative measures as recommended in Aizen’s guidelines 

for instrument construction was used.   

However, as the regression analysis indicated, no normative measures proved 

significant predictors of intentions.  The findings did indicate that there were a series of 

values present that explained what was prized relative to judging success. The 

entrepreneurial characteristics list could also be seen as value statements and this 

modifier significantly predicted the variance in respondents’ general indication of how 

successful their business would be if they engaged in specific behaviors.  Thus, some 

normative dimensions to the study were significant. 

In the future, adding measures that examined the negative emotional reactions 

may be fruitful.  Some researchers have found that negative emotional reactions had a 

stronger power to affect behavior than did positive emotional reactions (Averill, 1980; 

Ellsworth & Smith, 1988; Rivis, Sheeran, & Armitage, 2009; Ortony & Turner, 1990).  

These were originally a part of the more extensive questionnaire developed for this study, 

but were dropped due to length. 
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The feeling of regret has had particularly strong predictive power (Rivis, Sheeran, 

& Armitage, 2009; Van der Pligt, Zeelenberg, van Dijk, de Vries, & Richard, 1998) in 

other TPB studies.  Adding a measure or two that examined anticipated regret might be 

fruitful.  Regret, worry, being upset, or feeling tension were more strongly related to 

intentions than were more generalized positive or negative affective reactions in a meta-

analysis done by Rivis, Sheeran, & Armitage (2009).   

In addition, regret was usually linked to what they thought a significant referent 

would think or feel (e.g. spouse, family member, friend, significant business associate, 

etc.). Since this study found that family evaluations of their business mattered relative to 

respondents’ evaluation of success, exploring what business owners may regret or, after 

the fact, regret about business actions taken may be a fruitful line of inquiry in the future.   

Four antecedents were most power in prediction of intention 

Four antecedent measures weighed in as most important factors in intentionality. 

The relative importance of the attitudinal, normative and behavioral control antecedents 

is not measured typically in TPB studies but, instead, is estimated by means of multiple 

regression or structural equation analyses, in this case, multiple regression analysis.  The 

standardized regression (or path coefficients) serve as estimates of the relative 

importance (weights) of the predictors.  Each of the 13 entrepreneurial behaviors had an 

antecedent that was relatively more important, with the exception of planning 

systematically which had two antecedents that were about of the same weight.   By far, 

attitude 3.12 (the business likely will be successful if I ….) was the most important 

consideration for seven of the entrepreneurial behavioral intentions (persisting, seeking 
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business opportunities, demanding efficiency and quality, monitoring business finances, 

and networking).  For completing jobs and learning new things, controllability 

(behavioral control 3.7) was most importance in determining intentionality.  For taking 

risks, planning and monitoring customer satisfaction, it was degree of confidence 

(behavioral control 3.6) in their ability to do so.  For seeking information and planning, 

the most important antecedent was perceived importance of seeking information and 

planning systematically (attitude 3.1).   

If a trainer or consultant had only a few minutes time to determine a person’s 

strength of intentions to use specific entrepreneurial practices, it appears that asking four 

questions may be very good indicators of actual future practice.  These questions would 

deal with confidence, controllability, importance, and if doing something would lead to 

business success.   

The criteria used to judge success may be a significant normative measurement 

While the scale developed to determine respondents’ values related to business 

success was not intended originally to be a normative belief measurement, it proved to 

have value in explaining respondents’ high intention scores on attitude antecedent 3.12 , 

my business is likely to be successful if I engage in…a specific behavior. 

This study found that favorable recognition and satisfaction were prime values by 

which business success was evaluated.  Research on business success benefits 

entrepreneurs by providing them with an assessment of their likely success and also 

benefits those who train, advise, or assist them, or make policy directed at promoting 

small business enterprises (Dugan and Zavgren, 1989, Lussier, 2004, Walker & Brown, 
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2004,).  Most of the studies in the 1990s concentrated on defining failure and finding 

evidence of it (Scheer, 1989).  Many of these concentrated on financially based ratios or 

criteria.  This study used quantitative and qualitative factors that business owners think 

were linked with success.   

Reynolds (1987) and Miller (1989) created models from their research that 

predicted failure before a business starts and included non-financial criteria.  In addition, 

Lussier’s (2004) study included generic nonfinancial factors used to predict business 

success or failure.  He examined the effects of capital, record keeping, financial control, 

industry experience, management experience, planning, presence of professional 

advisers, education, staffing, product/service timing, economic timing, age of owner, 

involvement of partners, whether parents owned a business, whether respondents 

belonged to a minority group, and  marketing skills.   

The criteria that were significant predictors were amount of planning done, the 

presence and use of professional advisers, lower levels of education (it appears, according 

to Lussier, that several studies have found that three or more years of college education 

actually was associated with failure), and staffing size (Lussier, 2004, 18).  The degree of 

planning was the only criterion that was the same as what was found by Miller (1989) 

and Reynolds (1987).  The use of professional advisers was a significant predictor in the 

Lussier (2004) and Cooper et al. (1991) studies.  There are still discrepancies in findings 

and more work is needed in order to find a predictive model that explains failure or 

success.  This study contributes to those pursuits. 
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Traditional measures of business success are typically financially based, but our 

findings, similar to Walker and Brown’s (2004) indicated that financial criteria were not 

favored over other types of criteria, such as lifestyle.  In fact, this study’s respondents 

favored two other criteria over those that were more predominately financial in nature 

(i.e. being recognized for personal talents and the value of their business, and personal, 

customer, and family satisfaction with their services being favorable).  However, the 

paired sample t-test indicated that while these were favored over financial criteria, 

financial criteria were still important, but just not more so than these other more intrinsic 

values.   

A reasonable number of respondents did value financial criteria over other kinds.  

When they did, they tended to find the criteria that were more intrinsic (i.e. the 

satisfaction and recognition factors) as less important to success, while those who valued 

satisfaction, respect, recognition valued the financial criteria also as important.  Walker 

and Brown (2004) found that when they pressed their respondents who indicated that 

their primary measure of success was financial, they also mentioned lifestyle criteria.  

This study’s findings indicated that it might be more accurate to suggest that when a 

person judges their business, they have a cluster of criteria, some of which are financial 

that are nested with other criteria that are more related to either lifestyle choices, 

independence, satisfaction, help to others and/or respect.     

Walker and Brown (2004) concluded that one of the reasons why respondents 

may have favored lifestyle criteria more than financial was the changing nature of work 

and working life.  The American business environment is overlaid with Anglo masculine 
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mores, evidenced in the kind of language, nature of the interactions, and policies and 

procedures that big companies favor and promote.  There is less room for less masculine 

attitudes and values.  Many women and minorities still feel more uncomfortable in such 

environments.  The incentives in big companies tend to be tied to financial criteria and 

the performance appraisal systems are set up to focus on values that may not be in 

keeping with the employees’ sense of job success.     

Financial success is also highly valued in most Anglo-Saxon cultures with the 

concomitant mores of accumulation of wealth, normally associated with striving to be 

self-sufficient and not dependent on government or others.  Respondents in this study 

favored more recognition for talents and the value of their business activities.  Getting a 

fair price for their services was important, but it was seen as an indication of recognition. 

(See the cluster of criteria comprising the first factor, Table 4.11.)  Also respect from 

their family and seeing that others were satisfied with their services was favored just as 

much as being financially independent. 

Work environments have also changed, partially due to the recession.  It is hard to 

get a job.  There is more part-time work.  Immigrants are often underpaid and 

undervalued, at least at the beginning of employment.  Normal work hours are longer, 

overtime is sometimes unpaid because people get salaried positions rather than paid by 

the hour, particularly in retail environments.  Employer abuse is a very real problem.  

These things are motivators for some people, including immigrants, to start their own 

businesses so that work satisfaction and recognition are higher and more within their 

control (Cooper, 1998).   
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Some immigrants can only find part-time work or contract work, particularly 

women and minorities.  This means that more people find it not terribly different 

economically to start their own business.  If they do not have benefits in part-time work, 

the risk of starting a business when there are no benefits is less onerous.  Cooper (1998, 

276) calls this phenomenon ‘casualization of the workplace’ that creates job insecurity 

and high levels of stress (Bardoel et al, 2000), and causes some people to start their own 

business (Skinnar and Young, 2008).   

Those primarily valuing financial independence and security had a different value 

set than those with recognition and satisfaction as prime values. There were differences 

between those who valued financial independence and security from those who primarily 

valued satisfaction and recognition as primarily criteria of success.  Individuals who used 

primarily financially related criteria to judge success tended to view satisfaction and 

recognition factors less important (i.e. statistically had a negative relationships), while 

those who valued satisfaction and recognition also indicated financial security and 

independence was important (i.e. statistically a positive relationship), within the context 

of being satisfied and recognized for their talents and the value of their business.  Those 

with satisfaction and recognition as primary criteria therefore had a more complex set of 

positive factors going on by which they judged their success.  These factors dealt with a 

combination of internal evaluations according to their own values system, as well as 

appraisals of how people valued them and their services.   
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Variance in response to some antecendents were explained by selected modifiers 

It is significant that some of the antecedents were statistically powerful by 

themselves in predicting the variance in respondents’ stated intentions to engage in 

selected entrepreneurial behaviors.  None of the modifiers used had significant in 

predicting some of the antecedents, particularly attitude 3.12 (business is likely 

successful if they engaged in specific entrepreneurial behavior).  In other cases, however, 

there were modifiers that were significant in predicting whether respondents would agree 

or disagree, or be positive or negative in response to a particular attitudinal, normative or 

control behavior antecedent question.  These are reviewed below and a few conclusions 

given. 

Gender.  Gender did not make a difference in the evaluation criteria used to judge 

success, even though in Chapter Two past studies were found that indicated there may be 

a difference found.  There were no significant differences between men and women 

found in this study in the criteria used to judge business success.  Respondents in this 

study linked their business success with being favorably recognized by community 

leaders, agencies, family members and customers, and being satisfied personally, and 

having customers and family members express satisfaction with their business activities.  

While financial criteria were rated also as important, they were important within the 

context of satisfaction and recognition.     

Gender did affect beliefs about risk taking, goal setting and networking behavioral 

intentions.  While men and women did not differ in the criteria used to evaluate the 

success of their business, gender was a significant modifier of TPB attitude 3.1.2, 
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importance of taking risks.  Males, significantly more than females, believed it was 

important to extremely important to take risks, and this in turn significantly predicted 

intention to take risks scores.  Gender was also a significant predictor of the variance in 

behavioral control belief 3.10 (resources were accessible) for intention to set business 

goals.  Males thought resources would be accessible significantly more than females, and 

accessible resources predicted significantly higher intentions to set business goals.  The 

same pattern was present for intention to network for business purposes.  Males more 

than females thought resources would be available to network and this lead to stronger 

intentions to network. 

One conclusion might be that Hispanic males feel they are more in control over 

the entire resources of the family because of traditional Hispanic role relationships.  

However, more research studies are needed to determine what the differences are 

between men and women entrepreneurs, including qualitative studies that probe the 

reasons for answers given.  

Analysis of the frequency in the use of English and Spanish, one of three indices 

for acculturation, indicated the males were significantly more bi-cultural or acculturated 

than females (X
2 

= 6.286 (2,48), p<.05) in their use of English and Spanish.  Examination 

of the data clearly indicated the direction of significance was in favor of males.  The 

proficiency index and the use of media index did not show significant differences.  Less 

use of English would hamper the extent of the networks that could be tapped for 

resources and may mean that women are networking more within the Hispanic Spanish 

speaking community that may have fewer resources that could be applied to their 
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business needs and their needs relative to engagement in goals setting, networking and 

risk taking. 

Life satisfaction.  Another modifier that explained the variance in respondents’ 

ratings of some antecedents was life satisfaction.  Life satisfaction was one of two 

significant predictors of the likely success attitude (3.12) for taking calculated risks to 

extend business into new areas, products or services, as well as learning new business 

knowledge and skills.  When their satisfaction with life was higher, business owners 

positively felt taking risks, and learning new things would lead to success.   

Life satisfaction (total score; β = .365, t(65)=3.145, p<.01) explained 13.2% of the 

variance in respondents’ ratings of business success (question 2.11) (R
2
=.132, adjusted 

R
2
 = .119, F(1,65) = 9.891, p<.01).  Respondents with higher life satisfaction scores rated 

their business as somewhat successful or very successful.  

When a multivariate generalized regression analysis was conducted using 

intentions each of the 13 entrepreneurial behaviors as dependent variables, the life 

satisfaction total score significantly predicted the variance in six entrepreneurial 

intentions (Table 5.1).  In the current study, life satisfaction was conceptualized as a 

modifier of attitudes, norms, and behavioral control beliefs, but when life satisfaction was 

measured as directly affecting intention scores, rather than as a modifier, then the total 

score for life satisfaction was a significant predictor of the variance in intention ratings 

for six of thirteen entrepreneurial behaviors.  

While it still made more sense in this study to use life satisfaction as a respondent 

characteristic modifier, it should be noted that the life satisfaction measure had value in 
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predicting directly the variance in intentions to engage in certain entrepreneurial 

behaviors.  More studies are needed in order to determine whether the same behavioral 

intentions are affected by life satisfaction ratings or whether what was found in this study 

was peculiar to the sample.  Since researchers are interested in finding a few powerful 

measures that predict future use of entrepreneurial behaviors associated with success, the 

life satisfaction measure may be a useful addition.  EMPRETEC has already begun using 

this measure in their training and research as one of several indicators of nascent 

entrepreneurial likely future success or failure (Grossman, 2005). 

Table 5. 1  Life Satisfaction Total Score Significant In Explaining Intentions  

 

Entrepreneurs oftentimes seek personal goals. “Desirable outcomes, even 

economic ones, are often caused by well-being rather than the other way around” 

according to Diener and Seligman (2004, 1).  To examine the relationship between life 

satifaction and the normative criteria respondents used to judge whether their business 

was successful, a multivariate generalized regression analysis was done.  Table 5.2   
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summarizes the results.  Fifteen of the twenty eight criteria were partially explained by 

respondents’ life satisfaction total score.   

In all cases, the direction was positive.  When respondents had higher ratings on 

the criteria used to judge their business as successful, they also had higher ratings on life 

satisfaction.  And the total score on life satisfaction explained a significant amount of the 

variance in many of respondents’ normative criteria used to judge business success.  

Thus, while a casual relationship (suggested by Diener and Seligman’s hypothesis) was 

not possible to evaluate given current statistical limitations, this study’s findings did 

indicate a positive association between desired outcomes and life satisfaction and, 

through the regression analysis, life satisfaction does predict significantly the higher 

positive scores on several of the value criteria used in this study. 

Diener and Seligman (2004) also indicated that people high in well-being seem to 

have better social relationships than people who score low in well-being.  This study did 

not examine the quality of social relationships, but some information was available to 

examine behaviors that required social interaction.  The total life satisfaction score was 

used as the independent variable and the nature and extent of civic engagement was used 

as the dependent variable in a multivariate generalized regresssion model.  Life 

satisfaction scores was not a significant predictor of  the nature and extent of civic 

engagement.  Life satisfaction was also regressed with sense of community and type of 

community engagement measures.  Life satisfaction was not a significant predictor of 

sense of community and the types of community engagements measured. 
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Table 5.2    Effects of Life Satisfaction on Normative Criteria Used To Evaluate 

Business Success  

 

Life satisfaction was also used as a independent variable with all past 

entrepreneurial behaviors that respondents said they had done in the past six months, 

some of which related to engaging in extensive social relationships. Life satisfaction did 

explain the variance in ratings regarding whether respondents had done 4 of 13 

entrepreneurial behaviors within the past six months (Table 5.3).  When respondents had 

demanded efficiency and quality, sought information and learned new skills and 

knowledge during the past six month, they had higher life satisfaction total scores.  

While life satisfaction was not the only thing that explained the variance 

regarding past performance, it was a significant predictor for four of the behaviors.  

These four behaviors would involve social interactions with others.  However, life 
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satisfication was not a significant predictor of past networking behavior which would 

indicate extensive social interaction.  Thus, while life satisfaction might predict the 

quality of social relationships present, this study’s findings indicated that it did not 

necessarily predict the extent or kind of social relationships established.  

The entrepreneurial behavior affected the most by respondents’ levels of life 

satisfaction was learning new knowledge and skills.  Almost thirteen percent (12.8%) of 

the variance in whether respondents had learned new business knowledge and skills 

within the past six months was predicted by their life satisfaction score.  Respondents 

with higher life satisfaction scores were significantly more likely to have learned new 

business knowledge and skills within the past six months.  Why? The findings give some 

clues.   

As Figure 4.13 summarized, the modifier that was significant in predicting 

respondents’ higher agreement that their business will be successful if they learn new 

knowledge and skills was if the respondents had been in the USA for 10 years or less.  

The modifier that significantly predicted the respondents’ more agreement that they were 

in control of their ability to learn new knowledge and skills related to their business was 

that they were first generation immigrant business owners.  Finally, those with higher life 

satisfaction scores predicted significantly respondents higher agreement that their 

business would be successful, if they learned new knowledge and skills.   

Taking all these factors into account one conclusion would be that when these 

respondents are feeling they are more in control of their circumstances and more satisfied 

in general with their life circumstances, they feel more open to change. Learning new 
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things sets the stage for examination of the present and altering it.  During the initial days 

of cultural adjustment, most go through many changes (for example, Berry, 1997, 

Cuellar, Arnold, & Maldonado, 1995).  Those that adjust the best are able to make 

changes to accommodate new ways of thinking and behaving.  Thus, first generation 

immigrants may be using business learning as one major support for cultural adjustment. 

Table 5.3  Life Satisfaction Total Scores’ Effects On Variance In Past Use of 

Entrepreneurial Behaviors 

 

Self-reported presence of entrepreneurial traits.  Another modifier significant 

in explaining some antecedents was respondents’ perceptions of their own entrepreneurial 

traits.  EMPRETEC created a listing of characteristics of successful entrepreneurs based 

on an international research study that identified characteristics of successful business 

owners in a variety of different national and cultural contexts (Grossman, 2005).  In this 

study, respondents were asked to indicate their level of agreement with seven statements 

that identified the seven characteristics found in the EMPRETEC listing.   

The presence of entrepreneurial characteristics was a significant predictor of 

respondents’ attitude 3.12 (their business would likely be successful if. . .).  This 

modifying factor was a significant predictor of attitude 3.12 for those with higher 
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intentions to 1) seek business opportunities 2) demand business efficiency, 3) demand 

quality in products and services, 4) set business goals, 5) network, 6) seek business 

information, 7) plan systematically, 8) complete jobs and 9) learn new knowledge and 

skills.   

Table 5.4  Entrepreneurial Characteristics’ Power of Prediction of Variance in 

Attitude 3.12 for Nine Behaviors 

 

Further examination of the data indicated that the presence of three of the 

entrepreneurial characteristics in particular explained the variance in these nine behaviors 

(Table 5.5).   These three self-reported characteristics were positive agreement that 1) it 
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was important to achieve business goals, 2) they generally did good work, and 3) they 

liked to learn new things.  Aizen (2012) indicated that if an individual perceived the 

outcomes to be positive, they would have stronger intentions to engage in specified 

behaviors.  This study supports that hypothesis, and contributes to further understanding 

what modifies peoples’ belief about outcomes, in this instance, business success.  If it 

was important to them to achieve business goals, generally do good work and if they 

liked to learn new things, they indicated that, if they engaged in nine behaviors, it would 

likely lead to business success (attitude-outcome oriented).   

As prior studies by the UNCTAD found (Grossman, 2005), current and nascent 

entrepreneurs’ self-assessment of the presence of some of the entrepreneurial 

characteristics was predictive of success.  When respondents perceived they had three 

characteristics in particular, it affected significantly their sense of outcome (success).  

The three characteristics (Table 5.5) significant in explaining the variance in likely 

success ratings suggested that these respondents were a) willing to think in the future 

which is usually a sign of (at least) functional literacy, b) had an internal sense of 

standards and quality by which they judged their work rather than being externally driven 

by what others feel and think, and c) were life-long learners which is often associated 

with an ability to adapt to changing conditions in the external environment.   

Cultural modifiers explained the variance in some attitudes and behavioral 

control beliefs.  Several respondents did not complete the questions dealing with 

acculturation measures, particularly the use of English or Spanish for media usage (only 

27 cases completed).  We think this happened because the survey was rather long and 
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busy business owners were approached at their place of business and had to give time 

away from business operations to answer questions.  The language and media usage 

question was last on the survey and most respondents just decided to stop before 

completion.  Thus, findings may be different if the sample size was larger and more 

answered the question.   

Table 5.5  Three Significant Entrepreneurial Characteristics Predict Variance In 

Attitude 3.12 For Nine Behaviors 

 

The one acculturation measure dealing with media usage was dropped from 

regression analyses because of the low cell counts found (in some cases, only 12 cases 
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were available for the two variables examined).  The other two acculturation measures, 

language use and proficiency, did achieve enough responses (i.e. 60 respondents) to use 

in the regression analysis.   

Language proficiency was a significant predictor of the variance in behavioral 

control belief 3.6 (confident they could do the specified behavior).  Interestingly, having 

higher confidence levels was predicted by the presence of low acculturation.  Since most 

of the businesses in the study provided services that Hispanic and Latino populations 

would want, having proficiency in Spanish and lower (below the 2.5 cut off) proficiency 

in English may allow the entrepreneur to relate more to their consumers and to take the 

risks needed to expand services to satisfy customer demand.  Respondents with low 

acculturation rates in language proficiency had higher confidence scores, and 

subsequently had higher intention to take risks.   

While answering the question why might this be so could be a chapter in itself, a 

few conclusions are given here.  Standfield (2008) found that recent immigrants tended to 

be less prone to develop anti-social or emotional problems, and less confrontational with 

the dominant culture than second and third generation immigrants.  The Pew Hispanic 

Center (2005) studies indicated that as the level of acculturation increases, the likelihood 

of Hispanics presenting social and emotional problems increases. As people adjust to a 

new culture they first rely on what they have known and experienced in their host culture 

and tend to relate to people like them (Berry, 1997).  As they live longer in the host 

culture, they become less confident in their abilities to understand and cope with what is 

happening around them.   
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There is a period of anger and feeling less confident in successful performance as 

one adjusts.  This period is emotionally draining for many.  A person has to sort through 

what they are going to give up, adjust to, and hold on to from their host culture, even if it 

does not conform completely to the host cultural traditions.  The findings from this study 

generally support the literature’s main conclusions about cultural adjustment processes.  

First generation Hispanic business owners would be expected to feel more in control, and 

more satisfied with life than would second, third and fourth because they have not yet 

reached critical anger periods of cultural adjustment.  Anyone who has lived in a different 

culture for a long period knows intuitively that, while one might feel confident in their 

abilities to do things initially, as they come to understand how different the host culture 

really is from their preferred and understood values, beliefs and behaviors, resentment 

and anger happen.   

One generally goes through a period of feeling less confident that he or she can do 

what is required to succeed in the host culture (Brislin, 1999).  A person’s adjustment is 

dependent on how he or she handles this cultural adjustment period (Berry, 1997).  

Cultural adjustment happens more quickly and easily for those who understand that 

learning is lifelong and that being open to viewing thing from multiple perspectives helps 

overcome obstacles to cultural adjustment (Brislin, 1996, 1999).  

Another cultural modifier was frequency of English/Spanish language use.  This 

was a significant predictor of respondents’ attitude 3.12 (business likely success if) for 

intention to network for business purposes.  Once again, low-acculturated individuals 

(used Spanish more, used English less- below 2.5 cut off) significantly predicted the 
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variance in attitude 3.12 scores (higher), which in turn significantly predicted the strength 

of peoples’ intentions to network (higher).  Low acculturated individuals, significantly 

more than others, thought networking would lead to business success.  One has to assume 

that the networking would be with Spanish speaking individuals primarily.  In addition, 

low acculturated individuals significantly more than others predicted the variance in 

behavioral control 3.7 (level of control they felt they had to intend to take risks).  Low 

acculturated individuals had higher senses of control that, in turn, lead to higher 

intentions to network. 

Another cultural modifier that explained a significant amount of the variance in 

attitudes and behavioral control beliefs was which level immigrant generation they were.  

First generation meant the person was born in another country.  Second-generation 

immigrant meant the person was born in the USA, but either parent was born in another 

nation.  Third generation immigrant meant the person was born in the USA and both 

parents were born in the U.S., and all grandparents were born in another nation.   

Fourth generation immigrant meant the person, their parents, and at least one 

grandparent was born in U.S., and all other grandparents were born in another nation(s).  

Fifth generation immigrant individuals were those who were born in U.S., along with 

parents and all grandparents.  In this study, first generation immigrants felt they were in 

more control to seek business opportunities that, in turn, lead to higher intention ratings 

to seek business opportunities.   

First generation immigration status also significantly predicted the variance in 

behavioral control belief 3.6 (confidence level).  First generations had higher confidence 
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levels and this significantly predicted higher intention to monitor customer satisfaction.  

First generation status also significantly predicted the variance in behavioral control 

belief 3.7 (controllability) related to two entrepreneurial behaviors.  First generations had 

higher control beliefs and this significantly predicted higher intention to complete 

business-related jobs and learn business knowledge and skills.   

As explained earlier in this discussion, there is substantial literature (for example 

Berry, 1997, Brislin, 1999, The Pew Hispanic Center, 2005) which indicates that first 

generation immigrants indicate less social and emotional issues than do second through 

fifth generation immigrants.  The literature also indicates first generation immigrants 

sense of control and confidence to perform in successful ways is higher (even if not 

culturally appropriate) than subsequent generations.   

The length of residency in the U.S. was also another cultural modifier significant 

in predicting the variance in attitude 3.12 (business likely a success if. . .).  Respondents 

who had been in the U.S. for shorter periods of time had higher scores on attitude 3.12.  

They felt that engaging in learning new business knowledge and skills would likely lead 

to business success.  

 It appears that training programs intentionally aimed at immigrants that had been 

in the U.S .for ten years or less would have strong appeal and perhaps have higher 

attendance rates than appealing to those who have been in the USA longer.  Because of 

the lower acculturation (i.e. use Spanish more than English) rates among first generation 

immigrants, conducting these programs in Spanish may be preferable.  Appeals attractive 
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to first generation immigrants in particular may also be appropriate and should contain a 

different message than for second generation.   

As indicated in Chapter Two, Wang and Li’s (2007) study found that for 

Hispanics in the Miami area, being foreign-born and living in the U.S. for more than 20 

years were better predictors of self-employment than being native-born. On the other 

hand, being native-born was positively related with self-employment in Atlanta and 

Charlotte, rather than being foreign-born.  

Especially in Charlotte, a newly arrived Hispanic immigrant was less likely to be 

self-employed compared to the immigrant with 20 years of residence in the U.S.  This 

study did not attempt to divide its sample into foreign born and native born so cannot 

directly compare results with prior studies.  This study did ask respondents how long they 

had been in the U.S. and how old their business was.  Analyses were done to determine if 

there were any significant associations between these two measures. 

Residency for respondents ranged from 2 to 42 years with the median being 13 

years.  Fifty nine percent (59.1%) of the business were between 1-4 years old and another 

29.7% were between 5-10 years old.  In general, the businesses owned by respondents 

were rather new.  When the length of residency in the U.S. was correlated with the age of 

the respondents’ business there were no significant relationships.  When a regression 

analysis was done length of residency was not a significant predictor of the business’ age. 

Respondents who had been here for a year and those who had been here for over 20 years 

had fairly recently started businesses. For this sample, the length of residency was not a 

good indicator of business age.   
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Two individuals indicated they had been in the U.S. only 1 to 4 years, but their 

business was over 20 years old (probably inherited from parents or grandparents).  This 

study may be pointing more to Hispanics beginning to think about business start-ups as a 

fairly recent phenomenon, irrespective of how long they had been in the U.S.  

Respondents’ business start-ups may be because of the recession when jobs dried up, 

which started about four years ago, or it may be an indication that  national and state 

policy changes promoting minority small business start-ups are having a positive effect.  

Minority small business promotions as a policy intiative also started about four (S.C.) to 

ten (national) years ago.  

Age affected attitude 3.12 but not life satisfaction or business success evaluations. 

In a meta-analysis, Lussier (1995) found that younger entrepreneurs were less successful 

than older entrepeneurs.  In this study, age was not a significant predictor of respondents’ 

self-reported evaluation of their business’ success. 

Rivis, Sheeran, and Armitage (2009) indicated that age particularly affected the 

perceived bahavioral control dimension of intentions.  In this study, age affected one 

atittude 3.12 (business likely successful if . . .) that explained a significant amount of the 

variance in respondents’ intention to network.  Older respondents rated likely business 

success higher, which in turn explained the higher intentions to network for business 

purposes.  But age was not a significant predictor for many of the entrepreneurial 

behaviors. 

In addition, age was not a significant predictor to explain the variances in life 

satisfaction ratings in this study.  Age was also not significantly correlated with whether 
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the business had a profit last year, nor was it a significant predictor of ratings on how 

successful the business was.  Thus, these findings are different from some prior studies in 

which younger entrepreneurs were found to have higher life satisfaction (Blanchflower & 

Oswald, 2007), and lower business success (Lussier, 2004).  

Towards a theory of family business 

Family involvement in respondent’s business, and parents’ and grandparents’ 

business experience combined with gender affected attitudes about their intentions and 

their business.  These findings contribute to the growing theory of family business 

dynamics.   Even though family businesses represent 90% of all business in the U.S. and 

produce 49% of the GNP (Shanker &Astrachan, 1996), there is not a well-formulated 

theory of how family businesses are different from other kinds.  Dyer (2003) indicated 

that the management literature and leading textbooks either do not mention the effects of 

the family on a business or give much attention to what having family ownership and 

involvement may mean for managing a successful business.   

During the early 2000s, a scholarly literature began to emerge that called for a 

concerted research effort to define and measure the effects of the family on business 

activity and to determine what differences existed between family businesses and other 

types of businesses owned and operated by unrelated individuals.   In 2003, 

Entrepreneurship: Theory and Practice devoted a special issue to family businesses and 

begun to outline what a robust theory of family business might be and what research was 

needed to advance this field of study. 
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In the past, the dominant view in the management literature was that family 

businesses were less efficient and effective because the agency costs were too high (e.g. 

Schulze et al, 2001).  Because of kinship ties in family business, it was thought that 

demanding quality and efficiency would be very hard, if the employees were family 

members.  Governance and ownership would be different in family businesses and 

therefore it was often assumed would be less effective in making the hard decisions about 

product and service changes, operation changes, demanding quality and efficiency from 

family members, etc.   

The other pervasive theoretical framework for examining family businesses was 

the resource-based view (e.g. Habbershon & Williams, 1999; Heck, 2003).  This view 

indicated that family businesses had unique qualities that allowed them to prevail and 

flourish when others could not.  The theoretical discussions largely focused on the 

family’s ability to better access resources because of the extended social ties among 

family members.   

This literature also stressed that family businesses actually had less agency costs 

because members would work under conditions that  other kinds of employees would not 

(e.g. no benefits, long hours, work without pay, etc.).  Scholars advocating a resource-

based theory of family businesses also conceptualized the family as a social network that 

allowed the business to access more social, as well as economic capital (Fukayama, 

1995).   

There are many things about family businesses that are not well researched or 

understood (e.g. Dyer, 2003).  For example, there is still limited understanding of how 
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family members interact to affect the visions and goals of a family firm (Dyer, 2003).  

We do not know how families create the unique resources, capabilities, costs, and 

problems that affect how the firm behaves and performs.  Even though family businesses 

dominate the business environment worldwide, we do not know how family businesses 

uniquely enhance or impede overall societal wealth creation.  To a large extent, ignorance 

about the uniqueness of family firms and the nature of their economic contributions has 

prevented the development of a rigorous integrated theory of family firms (Chrisman, 

Chua, & Steier, 2002). 

In an effort to begin developing a theory of family businesses, scholars have 

outlined a number of areas that need to be examined (e.g. ; Chrisman, et al., 2004, 2002; 

Dyer, 2003; Gomez-Mejia, et al, 2001; Heck, 2004; Heck et al., 2008; Hofstede, 2001).  

Nine areas of research are mentioned in the cited references as among the most needed 

areas of theory development.  We need to understand family businesses’ 1) governance 

patterns; 2) business culture and the effects of family culture on the business culture; 3) 

family involvement in resource allocations (sources of capital, distribution of wealth; 

decision making surrounding new enterprises or changes in existing mix of services and 

products); 4) family involvement in decision-making processes; 5) succession processes; 

6) benefits to the family, including non-economic ones; 7) costs to the family; 8) 

employee management when family members are involved, and 9) external relations, 

including social capital development and marketing. We need to know if the patterns 

found in family businesses are different from businesses where family members are not 

involved. 
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The original research survey instrument had several questions about the nature of 

family involvement in the businesses that were removed because of the length of the 

survey.  Questions were deleted that probed the way in which family members were 

involved in ownership and governance of the respondent’s business. These questions 

should be asked in future research focused, in particular, on examination of the 

uniqueness of family business when compared to other types.   

This current study did ask questions relative to 1) how many family members 

were involved and what their relationships were to the owner, 2)  whether the family was 

supportive of the business and if its’ values were similar to that of the business’, and 3) 

family involvement in capital accumulation and resource sharing, 4) family involvement 

in social capital development.   These four areas are briefly summarized below with a few 

conclusions reached. 

Access to resources     

Family members are universally recognized as sources of capital for startup firms 

(Zahra, Hoyton, & Salvato, 2003; Stewart, 2003).  One of the frequently mentioned 

benefits of family businesses is access to resources not typically available to other types 

of owners.  In this study, the sources of capital for startup of the businesses were 

predominately from personal savings, family members, and spouse’s job.   

It is assumed that borrowing from personal savings indicated investments on the 

part of a family, since using personal savings to start a business takes away from the 

resources available for other family purposes.  Thus, the three major sources of capital 

used by this study’s owners were family resource-based capital investments.  When all 
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the various sources were correlated with whether there were other family members 

involved in the business, no significant correlations were found.  In other words, the 

Hispanic business owners involved in this study accumulated capital from family sources, 

whether family members were involved or not in their business.   

Because we did not ask the question regarding how family members were 

involved in the ownership, as well as management of the firms involved, this study 

cannot draw conclusions about how many of the businesses that had family members 

involved might actually be classified as a ‘family business’.  Most definitions of a family 

business involve determinations of the extent of ownership and management 

involvements of family members.  The questions dealing with ownership and governance 

originally created for this study need to be included in future research. 

Family culture effects on business culture   

Scholars have recognized that family owned and operated businesses have a 

significant cultural milieu underlying the business culture (e.g. Hofstede, 2001; Gomez-

Mejia, Nunez-Nickel, & Gutierrez, 2001; Lenastowicz, & Roth, 1999).  In this study, 

respondents were asked to indicate whether family values were similar to their business’ 

values.  They also indicated their level of agreement with several statements that would 

indicate their value for other family members’ well-being relative to their business 

activities, and how those values related to determining whether their business was 

successful currently.   

When the family involvement in the business variable was regressed with the 

eight value factors owners used to judge current success, it did not significantly explain 
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the variance in respondents’ answers regarding the values they used to judge success.  

Businesses with family members involved and those that had no members involved did 

place priority on recognition of the respondents’ talents and the value of their business 

(factor 1) and on personal, customer, and family satisfaction with services.   

When all the value-related factors were regressed with respondents’ judgments 

about how successful their business currently was, and with family involvement factors, 

two values used to judge success were affected significantly by family-related factors.  

Factor 6 (profits provide for self, family and others) responses were significantly affected 

by three factors: educational level (F = 5.443, (1,56), p<.036); when family were 

involved and parents had owned a business (F=4.932, (1, 56), p<.05); and when both 

parents and grandparents had owned businesses (F=4.438, (1,56 ), p<.05).  These three 

factors explained 49.2% of the variance in factor 6 scores (R
2
=.782, adjusted R

2
=.492).   

The criteria that respondents used to evaluate success were affected significantly 

when they grew up in families where parents and grandparents owned businesses.  This 

somewhat supports the research literature that family cultural milieu creates a different 

value set by which owners judge success and (probably) by which they make business 

decisions.   In addition, the findings also support the literature suggesting that when 

family members are involved, the values by which owners judge success are different 

from those where family members are not involved (e.g. Dyer, 1986, 1988; Gomez-

Mejia, Nunez-Nickel, & Gutierrez, 2001; Lenactowicz, & Roth, 2001, Stewart, 2003). 

Two factors combined explained 46.8% of the variance in factor 8 scores 

(business successful if respondent was a community leader) (R
2
=.770, adjusted R

2
 = 
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.468):  parents had owned a business (F=5.178 (1,56), p<.05) and gender differences in 

respondents’ indication that family was involved (F = 4.942, (1,56), p<.05).   Female 

business owners tended to involve other family members more in their business than 

males did and it affected their evaluation of community leadership being a significant 

criterion by which they judged success. It appears that the female respondents may have 

been more inclined to try to involve people that were close to them in their efforts (more 

so that just bring home money) and see their business as a significant way to gain voice 

in community affairs more than males did.  Running a business appears to be less of a 

solo activity and valued within the context of managing their family and community 

affairs. 

When parents had owned a business, respondents significantly rated community 

leadership as more important criterion for success.  One possible conclusion is that when 

respondents grew up in a family where parents or grandparents were community leaders 

largely because of their business activities, it became an important value communicated 

to their children and these values carried over into respondents’ own business practices 

and values. 

Stewart (2003) indicated that familial members internalize familial values, such as 

long-term reciprocity, filial obligation and hard work for one’s family (Oxfeld, 1993; 

Song, 1999).  These values are typically implicit and enacted over many years beginning 

at very young ages and exert considerable force (Song, 1999). They may also be 

reinforced by the younger generation’s identification with their ethnic minority 
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communities and their values regarding business ownership (Stewart, 2003).  The 

findings from this study support these claims. 

Another area in which family businesses differ from other forms of business 

relates to how social capital develops within the business. 

Social capital development 

Fukayama (1995) and Dyer (2003) indicated that one major difference that may 

exist between family businesses and other types is the role of the family in the business’ 

social capital development.  This study found a few things related to this notion.  First, 

those respondents who judged their business as more successful belong to community 

organizations; in particular, Rotary or Kiwanis type organizations.   

Second, those who rated their business as more successful significantly indicated 

that people in general in their community could be trusted.  Both of these findings 

indicate business success is associated with increased community involvement that would 

allow for networking and resource gathering, as well as promotions and endorsements of 

their business services and products.   

Trusting people in general is what Fukayam (1995) and Putnam (2000) define as a 

‘generalized trust’ that, in the social capital development literature, is significantly 

associated with higher levels of social capital presence, with typically more access to 

resources, and with people and organizations’ ability to be a ‘bridger’ organization in 

their community (Putnam, 2000). 

As was discussed in Chapter Four, whether respondents’ parents and grandparents 

had owned businesses made a difference in respondents’ ratings of their perceptions of 
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their community relative to conducting business. When respondents agreed more that 

community organizations did not seem to work well together, it was significantly 

explained by those respondents who also indicated that parents owned a business, by 

those who indicated parents and grandparents owned a business, and by those who 

indicated family members were involved in their business plus both parents and 

grandparents had owned a business.   

Higher levels of family involvement in business efforts were negatively related to 

respondents’ attitudes about how well community organizations work together.  

Intergenerational business experience appears to make respondents more negative in their 

understanding of typical community organizational interactions.  Some would say that 

this finding is not surprising because inter-business interaction is not easy and can be 

competitive.  In the atmosphere of competition, messages about their business may not 

always accurate and it takes time and energy to create a known, positive presence in the 

community and among its leaders.   

In addition to their own views on how well business organizations interact within 

Greenville County, those that had parents and grandparents who operated businesses 

elsewhere may have also communicated the difficulties in successfully working with 

other business owners and community leaders.  This may have helped shape the 

respondents’ views.  The findings may also point to the present state of affairs among 

community organizations focused on business development in Greenville County.  There 

may be negative interactions among business and community leaders in Greenville 

County. 
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Another important element of social capital development theory is that high social 

capital environments are ones in which the population has higher generalized trust scores 

(Putnman, 2000, Fukayama, 1995).   Respondents in this study whose parents and 

grandparents owned businesses agreed more that most people in their community could 

be trusted (4.15.3).  Higher involvement of extended family in business enterprises 

seemed to have a positive effect on respondents’ sense of generalized trust in people.   

One might also conclude that, for the most part, parent and grandparent business 

owners had positive experiences in the communities in which their business activity took 

place. These positive experiences were shared with children and grandchildren, including 

messages that, for the most part, people can be trusted to do what they say they will do 

relative to their business and customers will not try to cheat them out of payment for 

services rendered, for the most part. 

The findings above may appear contradictory but really are not.  One can have a 

positive view of people in general in a community, enough to establish a generalized trust 

in people, but still understand the difficulties in successfully interacting with other 

business owners and community leaders in a community.  They can still be aware that in 

a competitive environment, specific people may be less trustworthy and less cooperative, 

and less positive towards their business enterprise.   

While there is a generalized trust, distrust in specific people may be present.  

While there is a generalized view of the need to interact with other business groups in a 

community, there may be a specific set of business leaders that some avoid because of 

their conduct toward them.   
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Parents’ and grandparents’ effects on respondents’ beliefs 

There was also indication that when parents and grandparents had owned 

businesses that the respondents’ trust in banks and government institutions was also 

significantly higher.   Family experiences must have been such that children saw these 

institutions as working for them and not against their business efforts.  It also appeared 

that country of birth was significant in sorting out who might trust government and 

lending institutions.   

Immigrants from Mexico, Colombia and Dominican Republic were more leary of 

community institutions that those from other countries.  So national experience may play 

a role in how local Greenville institutions are perceived.  It may take more to convince 

some nationalities that government and lending institutions can be trusted to support their 

business efforts. 

The findings from this study suggest that children’s values are affected when 

parents and grandparents had owned and operated a business.  When these children 

become adults and own their own businesses, their values and views about community 

leaders and institutions relative to their needs are affected, along with their trust in them 

and sense of contribution to community.  These findings indicate multi-generational 

Hispanic business experiences positively affect attitudes towards the community, with the 

exception that how well community organizations seem to work with one another was 

negatively affected.   

The findings also suggested that involving children of current business owners, as 

well as parents and grandparents of those who had owned business, would be useful to 
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instill greater sense of community and increase social capital relative to business 

development among Hispanics.  

Practical implications 

 The findings from this study provide direction for practice.  Five areas of practice 

are discussed briefly in this section. 

Marketing training programs 

 First, the findings suggest a marketing strategy for entrepreneurial training 

programs.  Immigration status should be kept in mind as one creates marketing strategies 

that invite entrepreneurs to educational seminars and training programs.  The findings 

indicated that business owners who are first generation immigrants are significantly more 

intentional in learning new skills and knowledge related to their business practice. 

Marketing messages should appeal to the first generation experience and status, 

and acknowledge their desire to learn in order to improve their skills.  Second generation 

may need an invitation that stresses the linkage between business success and how their 

gaining industry acknowledges best business practices.  They may also need a message 

that even in tough economic times, when business owners say they continue to improve 

their skills and knowledge, their businesses weather the economic recession periods more 

successfully. 

 The values scale used in this study yielded eight factors that motivate owners to 

operate a business.  Marketing messages to those who primarily value satisfaction and 

recognition factors should be different from those who primarily value financial stability 

or profit seeking.  The findings related to this area of the study indicated that it might be 
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valuable to separate participants for training according to their value sets because any 

appeals made during the training program to change or improve business practice will 

need to appeal to the motivations that are primary to their willingness to actually improve 

their business. 

 This finding recognizes the training model of the EMPRETEC program, where 

participants are pre-selected to participate in the program based on their pre-test scores. 

This guarantees a delivery of a program that is tailored to improve very specific skills in a 

target group that is similar in improvement needs. 

Training design 

 The findings also guide training curriculum construction.  First, the findings could 

be used to let participants know what business owners believe and value, and their 

relationship to business success.  Second, some of the scales from the study could be used 

during instruction, or as pre-session assessment tools, and then addressed during the 

training session.   

A shortened version of the TPB questions could be asked, building on the 

antecedents found to be significant predictors of high intention scores.  For example, 

using questions such as, if they did a particular entrepreneurial behavior whether they 

think it would likely lead to business success could be one question.  Whether they are 

confident they could do a particular behavior could be another.   

Whether they feel they have control over situations, enough to do the behavior 

could be a third TPB related question.  A few of the modifiers (e.g. the life satisfaction 

question, the entrepreneurial trait measure) may also be included in the shorten 
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assessment tool.  Findings from this study could be used during the discussion, stressing 

the significance of these questions related to strength of intentions, actual improved 

behavior, and business success. 

 The 13 entrepreneurial behaviors comprise a shortened list of EMPRETEC’s 54 

behaviors, which is a more management set of behaviors to discuss during a multi-day 

training program.  The 13 behaviors used in this study do cover the essence of all 54 

behaviors.  A thirteen-part training session or webinar series could be a useful addition to 

offerings that foundations, government agencies, and community-based nonprofits use to 

train existing Hispanic business owners.  Each session could focus on a different 

entrepreneurial behavior. 

 Using a modified version of this study’s survey could be used as a pre-training 

assessment tool. The same survey could be administered post-training, and participants 

monitored for a year to determine the link between what they said they intended to do and 

what they actually did. 

Participant selection tools 

 The TPB questions in this study also could be used as a screening tool to 

determine who to invest in, if foundations or government agencies were providing 

scholarships to training programs and the number of participants who could be invited 

was limited. 

 The entrepreneurial trait scale, which was a significant predictor of some 

antecedents to some of the entrepreneurial behavioral intentions, could be used as part of 

the selection process.  Owners who indicated they liked to learn new things had 
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significantly higher intention scores to engage in learning new knowledge and skills 

during the next six months.  If resources were limited and there was interest in reaching 

nascent entrepreneurs who would be more likely to attend trainings and actually do 

something with the training, then finding statistically significant predictor tools would be 

important. 

 If the training design related to the development of particular skills or knowledge, 

the TPB guidelines to questionnaire construction found in Appendix A could be used to 

develop a pre-session or in-session assessment tool of participants’ thinking.  If done pre-

session, the data could be discussed during the training program. 

Policy implications 

In Chapter Two it was mentioned that for the past decade nationally there has 

been a significant policy push to reach and train nascent minority entrepreneurs.  This 

study’s findings’ indicated that the policy emphasis may be having an effect.  Length of 

residency in the USA was not a significant predictor of the age of the businesses.  In 

other words, these respondents, irrespective of how long they had been in the USA, had 

businesses that were fairly young (i.e. below 10 years old).  During this same period, 

other factors could have motivated people to start a business, but certainly, there have 

been more appeals and support to minorities to start small businesses during this period.  

The findings from this study indicated that the policy might be working. 

The emphasis of policies that support finding and training nascent entrepreneurs 

and existing entrepreneurs should continue and be aimed at those individuals who 

indicate they like to learn.  Encouraging, through policy, training to improve practice 
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appears to be useful and is linked, even by business owners own evaluations, with 

business success.  Policy should also include opportunities for research since there is still 

so much that is not known about, among other things, what practices are best for small 

businesses, how family businesses differ from other forms and how to support family 

businesses, and how to encourage and support minority businesses.  What motivates one 

ethnic group may be different from another and, as this study showed, motivations differ 

within ethnic groups.  Much more research is needed to ensure that appropriations made 

to implement policy are used wisely and based on solid research. 

Mentoring initiatives 

The findings from this study indicated parents and grandparents who owned 

businesses significantly influenced current business owners’ thinking and practices, as 

well as shaping current owners’ attitudes about the business community and support 

institutions such as banks, Chambers, community level government leaders, Rotary, etc.  

Involving parents and grandparents who ran successful businesses in mentoring nascent 

and existing entrepreneurs may be an effective way to help improve and expand business 

activity among Hispanic small business owners.   

In addition, expanding discussion forums to include retired business owners may 

be useful and effective.   SCORE is a valuable organization that engages retired business 

owners in mentoring current owners.  Because first generation immigrants are eager to 

learn new things and feel empowered, according to the findings of this study, but still 

prefer learning in their own language and associating with people who speak Spanish 
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significantly more than English, SCORE may need to concentrate on building its 

Hispanic mentoring pool. 

Future research 

 One area that could be strengthened in future research would be to add additional 

types of outcomes that might be perceived to result if they engaged in entrepreneurial 

practices.  This study examined only one attitudinal outcome belief, business success.  It 

would be beneficial to see if other outcomes are equally or more important relative to 

engagement in desired behaviors linked with good entrepreneurial practices.  The 

literature review found in Chapter Two provides clues to possible outcomes that might be 

included in such a measure.   

The listing of outcomes that could be measured could be created using current 

literature and/or by involving local Hispanic business leaders in generating a list which is 

what Aizen (2000) suggests.  In addition, the eight factors found in the factor analysis of 

criteria used to judge business success could be used as the beginning of the development 

of outcome statements. (See Table 4.11.) 

While the study was able to examine what modifiers predicted the variance in 

TPB antecedents and which antecedents predicted the strength of intention scores, the 

analysis process could be improved and made more powerful by increasing the sample 

size so that structural equation modeling could be done.   A larger sample size would 

allow for more generalizability of findings, which is quite limited in this study, and 

would provide opportunity to more powerfully see the relationships and weighed 

importance of each of the modifiers and antecedents to intentions. 
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Only intentions were examined and not whether respondents actually did engage 

in the entrepreneurial practices they said they intended to do during the next year.  Past 

behavior was only measured based on what was reported by the respondent which may be 

different from actual past behavior.  Therefore, conducting a study of entrepreneurs over 

a longer period of time to trace the evolution of development of entrepreneurial practices 

would be an important study to examine how intentions actually predict actual behavior 

and how actual past behavior relates to intentions to engage in future behaviors.  

The criteria used to judge business success revealed interesting differences in how 

respondents judge success.  The factor analysis was useful in creating eight factors 

expressing how respondents clustered their evaluations of success (Table 4.11).  

Additional studies on the criteria used to judge success and the differences in business 

practices based on the different motivations for success would be useful.  It may be that 

those, for example, who primarily value satisfaction and recognition, have more refined 

skills in measuring customer satisfaction with their business, managing family 

involvement, promoting their business successfully to community leaders.   

It may be that those who are primarily motivative to judge success by financial 

stability and growth have refined skills and knowledge of accounting, resource 

management, capital accumulation, and product development, to name a few.  If it is 

found that there are differences in the strengths of business owners who have differing 

value sets, then getting the opposites together to teach each other might be a good idea.  

But first, research is needed to see if there are differences in business practice based on 

differing value sets. 
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Future research studies focused on helping to define a family business from a 

minority perspective and that further contributed to the advancement of the theory of 

family busieness is also suggested becasued on the findings from this study and others.  

Conducting some intensive interviews with family owners and family members involved 

in the business so that a more indepth understanding could be developed of how the 

family affects business goals, strategies, wealth accumulation, business practices, 

interaction with the community, marketing strategies, governance patterns, ownership 

patterns, succession planning, wealth sharing, resource access and use are just a few areas 

that could be examined.   

The findings from this study also suggest that examination of how social capital is 

developed among family members and within community for Hispanic business owners 

would also be helpful.  This study hinted at the importance of parents and grandparents 

who owned busineses in affecting the attitudes of current owners.  Studies that gained 

greater understanding of how attitudes were affected would be interesting to determine 

the inter-generational affects on Hispanic business development.   

While well recognized instruments were used to examine the level of 

acculturation, more work in instrument development is needed to examine dimensions of 

acculturation besides language use.  Examining culture’s influence on business 

management practice may be a good line of inquiry, building off of Hofstede’s (2001) 

and Brislin’s (1999) work.  Comparing both national level cultural values regarding 

work, using Hofstede’s data, with examination of sample country of birth and current 

values regarding work would be useful.  Examing business practices prefered by business 
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owners within country’s of origin compared with adjustments in practices made by 

immigrant business owners may be fruitful to begin to understand the ways in which 

people adjust practices and why.  Such findings would help trainers and technical 

advisers who are working to promote minority business development. 

Additional work is needed to find normative antecedent measurements that 

effectively predict entrepreneurial intentions.  This study used only one measure because 

of length of survey considerations.  In the future, a study focussed solely on the 

normative dimension of intentions to use industry standard entrepreneurial practices 

would be useful.  As indicated earlier in Chapter Five, the literature indicates focus on 

negative normative beliefs may be a fruitful line of inquiry.  Adding more positive and 

negative normative beliefs would be suggested.  Aizen’s guidelines for construction of 

normative measures could be used. 

Future reacher could also explore further the effect of subjective well-being and 

business success. In this study, respondents with higher life satisfaction scores rated their 

business as somewhat successful or very successful. Moreover, life satisfaction was 

found to have a direct effect in the intentions to behave in some of the specified 

behaviors. These findings suggest that satisfaction with life could affect further business 

decision, thus, future research could enrich this finding by exploring the  relationship of 

this variable with programatic evaluations improvements, entrepreneurial behavior 

scoring, and knowledge testing. 

Finally, the researcher could find no commonly accepted listing of entrepreneurial 

behaviors thought to be sufficient to create successful business enterprises.  The 
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UNCTAD listing was used because it had the most cross-national research done that the 

researcher could find (See Table 2.2).  The 13 entrepreneurial behaviors used in this 

study was based on the categories found in the orginal listing of fifty four specific 

behaviors identified and used in EMPRETEC trainings.  A factor analysis of the fifty four 

behaviors could be done as one research project to see if they sorted according to the 13 

competencies identified by EMPRETEC.   

We used the competency categories, which EMPRETEC calls PECs, as the 13 

entrepreneurial behaviors for this study.  PECs stand for Personal Entrepreneurial 

Competencies (UNCTAD, 2004, 2008).  For sake of not asking two questions in one, 

some of the PECs were split into two behaviors where in the EMPREC listing they are 

one category.  A concept mapping project, using Trochim’s (1989, 2012) concept 

mapping procedures, that focussed on what practices business owners identify as 

important to business success and that allows them to prioritize the importance of 

entrepreneurial practices to business success, using multi-dimensional scaling processes 

which are built into concept mapping processes, would also be a valuable study.  It would 

be interesting to compare the results of such a study with those found by EMPRETEC 

leaders. 

Summary 

 Chapter Five drew conclusions based on Chapter Four findings and suggested 

additional research that would contribute to greater understanding of Hispanic business 

development and promoting entrepreneurship among Hispanic nascent and existing 

business owners. 
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Appendix A  Survey (English & Spanish Versions) 

Dear Business Owner, 

You are invited to participate in a research study to examine what Hispanic/Latino 

business owners do to run a successful business.  Your participation will involve 

completion of the attached survey. The amount of time required for your participation 

will be approximately 30 minutes or less.   A gift is available to you as a thank you for 

your participation. 

 

To protect your privacy, all information will be kept confidential.  All documents 

reporting results will summarize all respondents’ information together and no one person 

or business will be highlighted.   

 

No personal information (i.e. your name or your business’s name) is required or 

requested during survey completion.  Your individual responses will not be made 

available to any individual or agency.  All information will be stored in a secured, 

password-protected location at Clemson University and in the researcher’s home.    

 

You may choose not to participate without any penalty of any kind.  You may 

withdraw your consent to participate at any time.  You may choose not to answer any 

question you wish, although we hope you will answer all the questions so that the 

information you provide us is usable in our research analysis.  You will not be penalized 

in any way should you decide to withdraw from this study.  Your survey completion 

indicates your consent to participate. 

      

There is little risk associated with your participation. To guarantee confidentiality, 

we do not ask for your name or the name of your company on the survey.   The benefit to 

your participation includes that your answers will help community leaders understand 

what factors are linked with business success among Hispanic/Latino business owners in 

Greenville County.  It will also help leaders design supports that may help you grow your 

business and increase your business operation knowledge and skills.   

 

In gratitude to those who complete the survey, we are offering you a choice 

between two incentives.  For those who are not currently members of the S.C. Hispanic 

Chamber of Commerce, you can choose to receive a 20% discount on an year's annual 

individual membership fee (value = $13 discount). If you are already a member of the 

Chamber or would prefer, you can enter a sweepstakes drawing for a free Dell Inspiron 

Mini 1018 Netbook with a 10.1" screen valued at approximately $280.  Your chance of 

winning is approximately 1 in 300. At the end of the survey, you will be taken to another 

website to tell us which incentive you would prefer and to complete the necessary 

information.  The survey has to be completed by July 30, 2011 to be eligible for either of 

these two incentives. 
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This research study is being done by Rosanna Saladin Subero in partial fulfillment 

of her PHD dissertation requirement at Clemson University.  The Principal Investigator is 

Dr. Susan Limber and Dr. Kathleen Robinson is her supervising faculty member for this 

research study. 

      

If you have any questions or concerns about this study or if any problems arise, 

please contact Rosanna Saladin-Subero (864-506-2645; ssaladi@clemson.edu) or Dr. 

Kathleen Robinson (864-656-6284; Wilson5@clemson.edu ) at Clemson University.  

      

If you have any questions or concerns about your rights as a research participant 

that are not effectively addressed by Rosanna or Kathy, please contact the Clemson 

University Office of Research Compliance (ORC) at 864-656-6460 or irb@clemson.edu . 

If you are outside of the Upstate South Carolina area, please use the ORC’s toll-free 

number, 866-297-3071.   

      

If you consent to participation, please continue to the next section.  We thank you 

for your time. 

 

Dr. Kathleen Robinson and Rosanna Saladin-Subero 

 

Section 2 About Your Business 
Please tell us about your business. If you have more than one business, please 

choose one and answer all questions based on that one business. 

 

2.1 At the end of your last fiscal year, did your business make a profit?  Yes   No 

 

2.2 In what year did you start your business? 

 

2.3 What kind of for-profit business do you own and operate? (e.g. restaurant, 

landscape service, clothing store, etc.) 

 

2.4  Currently, how many part-time and full-time paid employees does your 

business have?   

 

2.4.1  # of part-time paid employees (write in) 

2.4.2  # of full-time paid employees (write in) 

2.4 3  I have no employees  yes/no 

 

2.5. From a year ago from the time you complete this survey, do you have more, less 

or about the same number of part-time paid employees, full-time paid 

employees? Check the response that applies. 

 

2.5.1  Currently have no employees and expect none next year 

2.5.2  About the same number of paid full-time employees 
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2.5.3  More paid full-time employees 

2.5.4  Less paid full-time employees 

2.5.5  About the same number of paid part-time employees 

2.5.6  More part-time employees 

2.5.7  Less part-time employees 

 

2.6. How hard have the United States' and Greenville County's economic troubles 

been on your ability to make a profit from this business? 

 

2.6.1  no effect 

2.6.2  some effect 

2.6 3  a major effect 

 

2.7. From what sources did you get the capital to start your business? (Check all 

that apply.) 

2.7.1  Personal savings 

2.7.2  Family members 

2.7.3  Friends 

2.7.4  Banks 

2.7.5  Federal government loan program 

2.7.6  Small Business Administration 

2.7.7  Community-based Nonprofit Organization grant or loan program 

2.7.8  Faith-based organization grant or loan program 

Other: (write in) 

 

2.8. Are the revenues produced from your business sufficient to allow you to be 

       financially dependent on it alone? 
 

2.8.1  Yes, this business totally supports my financial needs 

2.8.2  Sometimes, this business provides enough income and other times it does 

not. 

2.8.3  No, this business doesn't provide enough income to meet my needs 

 

2.9. If you have to supplement the income produced by your business in order to 

meet your financial needs, in what ways do you do this?  Check all that apply. 

 

2.9.1  I have another job 

2.9.2  My spouse has another job 

2.9.3  My children have job(s) 

2.9.4  I borrow from savings 

2.9.5  Family members give me money 

2.9.6  Friends give me money 

2.9.7  Other (please specify) 
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2.10. Please rate how important each of the following factors are to you 

CURRENTLY in judging the success of your business. 

 

My business currently is successful if ... 

 

Scale: 1=Not important to me, 2=slightly important to me, 3=important, 4=very 

important, 5=extremely important to me 

3. Your View  

2.10.1    I am making a profit  

2.10.2    I think my services are useful  

2.10.3    I have customers who are satisfied  

2.10.4    I am a leader in the community  

2.10.5    I am satisfied with the services we provide  

2.10.6    I make enough money to support my family  

2.10.7    I become rich  

2.10.8    I can use my business skills n 

2.10.9    I am the employer, never an employee  

2.10.10  I get a fair price for our service 

2.10.11  I am respected by my family  

2.10.12  I have a reputation in the community  

2.10.13  I can do something creative or innovative  

2.10.14  People recognize the value of my business  

2.10.15  Business income adequately supplements our total income needs  

2.10.16  My hard work is recognized  

2.10.17  I offer customers something unique  

2.10.18  My business provides financial stability for our children  

2.10.19  I can earn a living sufficient to be free from having to have another job  

2.10.20  I can make enough money to clear my debts  

2.10.21  I can have a freer lifestyle  

2.10.22  I can earn the respect of people  

2.10.23  I can enjoy the best luxuries of life 

2.10.24  I am not bored 

2.10.25  I can provide others with jobs  

2.10.26  I can provide other family members with jobs  

2.10.27  I can access concessions or loans from the government, banks, etc. n 

2.10.28  I compete with others and prove to be the best  

2.10.29  Are there other factors you use to consider success? Write in 
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2.11. How successful do you think your business is currently? 

 

2.11.1  Very successful 

2.11.2  Somewhat successful 

2.11.3  Somewhat not successful 

2.11.4  Very unsuccessful 

 

2. 12. Below are 5 statements that you may agree or disagree with. Using the scale 

below, indicate how strongly you agree or disagree with each statement. There 

is no right or wrong answers so please state your true opinion.  (Diener et al’s 

(1985) Satisfaction With Life Scale) 

 

Scale: 1=Strongly Disagree; 2=Disagree; 3=Slightly Disagree; 4=Neither agree nor 

disagree; 5=Slightly Agree; 6=Agree; 7=Strongly Agree 

 

2.12.1  In most ways my life is close to my ideal.  

2.12.2  The conditions of my life are excellent.  

2.12.3  I am satisfied with my life.  

2.12.4  So far, I have gotten the important things I want in life. 

2.12.5  If I could live my life over, I would change almost nothing.  

 

Section 3. Business Actions 
We are interested in knowing what you do to make your business successful. 

 

3.1. How important to your business' success is doing each of these things? 

3. Business Actions 
Scale: Extremely unimportant; Not important; Somewhat not important; Neither 

important or unimportant; Somewhat important; Important; Extremely important 

 
3.1.1 Persisting to overcome business obstacles and challenges 

3.1.2 Taking calculated risks to extend business into new areas, products or 

services 

3.1.3 Seeking business opportunities 

3.1.4 Demanding business efficiency 

3.1.5 Demanding quality services and products 

3.1.6 Setting business goals 

3.1.7 Monitoring business finances 

3.1.8 Monitoring customer satisfaction  

3.1.9 Networking for business purposes  

3.1.10 Seeking information for business activities 
3.1.11 Planning systematically 
3.1.12 Completing business related jobs 
3.1.13 Learning new business skills and knowledge 
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3.2. Please indicate how pleasant or unpleasant doing each of the following things is. 
 

Scale: Very unpleasant, somewhat unpleasant, unpleasant, sometimes unpleasant 

sometimes not; somewhat pleasant, pleasant, very pleasant 

 

3.2.1 Persisting to overcome business obstacles and challenges 

3.2.2 Taking calculated risks to extend business into new areas, products or 

services 

3.2.3 Seeking business opportunities 

3.2.4 Demanding business efficiency 

3.2.5 Demanding quality services and products 

3.2.6 Setting business goals 

3.2.7 Monitoring business finances 

3.2.8 Monitoring customer satisfaction  

3.2.9 Networking for business purposes  

3.2.10 Seeking information for business activities 
3.2.11 Planning systematically 
3.2.12 Completing business related jobs  

 

3.3. How easy or difficult is it for you to do each of the following things? 

 

Scale: Extremely difficult, Extremely easy 

 

3.3.1 Persisting to overcome business obstacles and challenges 

3.3.2 Taking calculated risks to extend business into new areas, products or 

services 

3.3.3 Seeking business opportunities 

3.3.4 Demanding business efficiency 

3.3.5 Demanding quality services and products 

3.3.6 Setting business goals 

3.3.7 Monitoring business finances 

3.3.8 Monitoring customer satisfaction  

3.3.9 Networking for business purposes  

3.3.10 Seeking information for business activities 
3.3.11 Planning systematically 
3.3.12 Completing business related jobs 
3.3.13 Learning new business skills and knowledge 

 

3.4.Do you agree or disagree with the following statements? 

 

Most of the people who are important to me approve of my . . . 

 

Scale: strongly disagree, strongly agree 
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3.4.1 Persisting to overcome business obstacles and challenges 

3.4.2 Taking calculated risks to extend business into new areas, products or 

services 

3.4.3 Seeking business opportunities 

3.4.4 Demanding business efficiency 

3.4.5 Demanding quality services and products 

3.4.6 Setting business goals 

3.4.7 Monitoring business finances 

3.4.8 Monitoring customer satisfaction  

3.4.9 Networking for business purposes  

3.4.10 Seeking information for business activities 
3.4.11 Planning systematically 
3.4.12 Completing business related jobs 
3.4.13 Learning new business skills and knowledge 

 

3.5. Please list the individuals or groups who would approve or think you should do 

each of the following things in order to become a successful business owner. 

 

3.5.1 Persisting to overcome business obstacles and challenges 

3.5.2 Taking calculated risks to extend business into new areas, products or 

services 

3.5.3 Seeking business opportunities 

3.5.4 Demanding business efficiency 

3.5.5 Demanding quality services and products 

3.5.6 Setting business goals 

3.5.7 Monitoring business finances 

3.5.8 Monitoring customer satisfaction  

3.5.9 Networking for business purposes  

3.5.10 Seeking information for business activities 
3.5.11 Planning systematically 
3.5.12 Completing business related jobs 
3.5.13 Learning new business skills and knowledge 

 

3.6 I am confident that in running my business I can .... 

 

Scale: 7=very confident; 1=not at all confident 

 

3.6.1 Persist to overcome business obstacles and challenges  

3.6.2 Take calculated risks to extend business areas, products, services  

3.6.3 Seek business opportunities 

3.6.4 Demand business efficiency 

3.6.5 Demand quality services and products 

3.6.6 Set Business goals 
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3.6.7 Monitor business finances 

3.6.8 Monitor customer satisfaction 

3.6.9 Network for business purposes 

3.6.10 Seek information for business activities 

3.6.11 Plan systematically 
3.6.12 Complete jobs 

3.6.13 Learn new business skills and knowledge

 

3.7. Do you agree or disagree with the following statements? (by "up to me" we 

mean is within your control) 

 

Scale: 1=disagree; 7=agree 

 

3.7.1 Persisting to overcome business obstacles and challenges is up to me 

3.7.2 Taking calculated risks is up to me 

3.7.3 Seeking business opportunities is up to me 

3.7.4 Demanding business efficiency is up to me 

3.7.5 Demanding quality services and products is up to me 

3.7.6 Setting Business goals is up to me 

3.7.7 Monitoring business finances is up to me  

3.7.8 Monitoring customer satisfaction is up to me  

3.7.9 Networking for business purposes is up to me  

3.7.10 Seeking information for business activities is up to me  

3.7.11 Planning systematically in my business is up to me  

3.7.12 Completing jobs is up to me  

3.7.13 Learning new business skills and knowledge is up to me  
 

3.8. How likely is that you intend to do the following relative to you business in the 

next six months? 

 

Within the next 6 months, I intend to ... 

 

Scale: 1=unlikely; 7=likely 

 

3.8.1 Persist to overcome business obstacles and challenges  

3.8.2 Take calculated risks to extend business areas, products, services  

3.8.3 Seek business opportunities 

3.8.4 Demand business efficiency 

3.8.5 Demand quality services and products 

3.8.6 Set Business goals 

3.8.7 Monitor business finances 

3.8.8 Monitor customer satisfaction 

3.8.9 Network for business purposes 

3.8.10 Seek information for business activities 
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3.8.11 Plan systematically 

3.8.12 Complete jobs 

3.8.13 Learn new business skills and knowledge
 

 
3.9. Tell us whether you agree or disagree with each of the following statements. 

 

In the past 6 months, I have AT LEAST ONCE done the following . . . 

 

Scale 1=strongly disagree; 7= strongly agree 

 
3.9.1 Persisted to overcome business obstacles and challenges 
3.9.2 Took calculated risks to extend my business areas, products, services 
3.9.3 Sought business opportunities 
3.9.4 Demanded business efficiency 
3.9.5 Demanded quality services and products 
3.9.6 Set Business goals 
3.9.7 Monitored my business finances 
3.9.8 Monitored customer satisfaction 
3.9.9 Networked for business purposes 
3.9.10 Sought information for business activities 
3.9.11 Systematically planned 
3.9.12 Completed jobs in spite of obstacles 
3.9.13 Learned a new business skill and knowledge 

 

3.10. Tell us whether you agree or disagree with the following statements. 

 

All the necessary resources to do each of the following things are accessible to me 

within the next 6 months to . . , 

 

Scale: 1= strongly disagree; 7=strongly agree 

 

3.10.1 Persist to overcome business obstacles and challenges  

3.10.2 Take calculated risks to extend business areas, products, services  

3.10.3 Seek business opportunities 

3.10.4 Demand business efficiency 

3.10.5 Demand quality services and products 

3.10.6 Set Business goals 

3.10.7 Monitor business finances 

3.10.8 Monitor customer satisfaction 

3.10.9 Network for business purposes 

3.10.10 Seek information for business activities 

3.10.11 Plan systematically 

3.10.12 Complete jobs 
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3.10.13 Learn new business skills and knowledge 

 

3.11. Please indicate the extent to which you agree with each statement. 
 

Scale: 1=have none almost none; 2=1/2 (have) & ½ (don't have); 3=almost all; 4=All that 

is necessary 

 

3.11.1  I have the necessary knowledge to operate a business. 

3.11.2  I have the necessary skills to operate my business. 

3.11.3  I have the necessary prior experience to operate my business. 

 

3.12. How likely is it that, if you do the following things, it will lead to making your 

business successful? 

 

Scale: 1=very unlikely; 7=very likely 

 
3.12.1 Persist to overcome business obstacles and challenges  

3.12.2 Take calculated risks to extend business areas, products, services  

3.12.3 Seek business opportunities 

3.12.4 Demand business efficiency 

3.12.5 Demand quality services and products 

3.12.6 Set Business goals 

3.12.7 Monitor business finances 

3.12.8 Monitor customer satisfaction 

3.12.9 Network for business purposes 

3.12.10 Seek information for business activities 

3.12.11 Plan systematically 

3.12.12 Complete jobs 

3.12.13 Learn new business skills and knowledge 

 

3.13. Please tell us how much you agree with each of the following statements. 

(facilitators/inhibitors) 

 

Scale: 1=disagree; 7=agree 

 

3.13.1 It is likely that I will have enough time to devote to learning new business skills 

and knowledge within the next year. 

3.13.2 It is likely that I will have a need to increase my business knowledge and skills 

within the next year. 

3.13.3 It is likely that I will have business related learning opportunities close to my 

business.  

3.13.4 It is likely that business related learning opportunities will match my learning 

needs.  
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3.13.5 It is likely that I can be free from running my business to engage in business 

related learning opportunities. 

3.13.6 It is likely that learning new business knowledge and skills will be a waste of time. 
3.13.7 It is likely that business related learning opportunities that will be available will 

not match my needs. 

3.13.8 It is likely that I will not have the finances to do anything with what I learn.  

3.13.9 It is likely that my personality will interfere with me taking the opportunity to 

learn new business skills and knowledge. 

3.13.10 It is likely that I will have the financial resources available to pay for the cost of 

learning opportunities 

3.13.11 It is likely that business related learning opportunities will be available that 

match my language preference. 

3.13.12 It is likely that my motivation to expand my business will drive me to attend 

business related learning opportunities 

3.13.13 It is likely that qualified instructors will be available to make it useful to attend a 

business related learning opportunity 

 

3.14. Tell us whether you agree or disagree with the following statements (outcome) 

attitude. 

 

Scale: 1=disagree; 7=agree 

 

3.14.1 Having enough time to devote to learning will enable me to learn new business 

skills and knowledge within the next year. 

3.14.2 Having a need to increase my knowledge and skills within the next year will 

enable me to make an effort to learn new business skills or knowledge. 

3.14.3 Having learning opportunities close to my business will enable me to make an 

effort to learn new business knowledge or skills within the next year. 

3.14.4 Having learning opportunities that match my learning needs will enable me to 

make an effort to learn new business skills and knowledge within the next year. 

3.14.5 Having the freedom from running daily business activities would enable me to 

engage in learning opportunities within the next year. 

3.14.6 Having the finances available to implement what is learned would enable me to 

engage in learning opportunities within the next year. 

3.14.7 Having courses prepared on a single topic would enable me to engage in learning 

opportunities within the next year. 

3.14.8 Having courses that are taught in my preferred language would enable me to 

engage in learning opportunities within the next year. 

3.14.9 If I'm motivated to expand my business that would enable me to engage in 

learning opportunities within the next year. 

3.14.10 Having qualified instructors would enable me to engage in learning opportunities 

within the next year. 

 

 



261 

 

 

 

 

3.15. Tell us the extent to which you agree or disagree with the following statements. 

 

Scale: 1=strongly disagree, 4=uncertain, 7=strongly agree 

 

3.15.1  I set high standards for myself.  

3.15.2  It is important to me that I achieve my business goals. 

3.15.3  I generally try to do good work 

3.15.4  I am well organized. 

3.15.5  I am systematic in the business methods I use.  

3.15.6  I am self-disciplined. 

3.15.7  I like to learn new things. 
 

Section 4. Family Involvements in Your Business 

 
The next few questions deal with the ways family members may be involved in your 

business. 

 
4.1  Which family members are actively involved in the business? Check all that 

apply. (For example, they may be involved as partners, managers, employees, 

advisers) 

 

4.1.1  None 

4.1.2  Spouse 

4.1.3  Son(s) 

4.1.4  Daughter(s) 

4.1.5  Brother(s) 

4.1.6  Brother-in-law 

4.1.7  Sister(s) 

4.1.8  Sisters-in-law 

4.1.9  Mother 

4.1.10  Mother-in-law 

4.1.11  Father 

4.1.12  Father-in-law 

4.1.13  Cousin 

4.1.14  Niece(s) 

4.1.15  Nephew(s) 

4.1.16  Aunts 

4.1.17  Uncles 

4.1.18  Others (write in) 
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4.2. Please indicate the degree to which you disagree or agree with the following 

statements. 

 

Scale: 1=strongly disagree; 7=strongly agree 

 

4.2.1  My family has influence on my business decisions. 
4.2.2  My family members share similar values. 
4.2.3  My family and business share similar values. 
4.2.4  Family members support my business in discussions with friends. 
4.2.5  Family members support my business in discussions with other employees. 
4.2.6  Family members support my business in discussions with other family 

members. 
4.2.7  Family members support my business in discussions with me. 
4.2.8  Family members feel loyalty to the business. 
4.2.9  Family members are proud to tell others that they are part of my business. 
4.2.10  There is so much to be gained by participating with the business on a long-

term basis.  

4.2.11  Family members agree with my business goals, plans, and policies. 
4.2.12  Family members really care about the fate of the business. 
4.2.13  Deciding to be involved with the business has had a positive influence on 

my life. 
4.2.14  I understand and support my family's decisions regarding the future of the 

business. 
4.2.15  Family members are willing to put in a great deal of effort beyond what is 

normally expected to help the business be successful. 

 

4.3. Did either of your parents or grandparents own and operate a business different 

from the one you own? 

 

4.3.1   Yes, parent 

4.2.2 Yes, grandparent 

4.2.3 No 

 

4.4. Are you . . . 

 

4.4.1  Male 

4.4.2. Female 

 

4.5 How old are you? 

4.5.1    18-25 

4.5.2    26-30 

4.5.3    31-35 
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4.5.4    36-40 

4.5.5    41-45 

4.5.6    46-50 

4.5.7    51-55 

4.5.8    56-60 

4.5.9    61-65 

4.5.10  66-70 
4.5.11 70 and above 

 

4.6 How long have you lived in the USA?  (actual number of years) 

 

4.7 What country were you born in?   

 

4.7.1 Colombia 

4.7.2 Dominican Republic 

4.7.3 Mexico 

4.7.4 Honduras 

4.7.5 Costa Rica 

4.7.6 Argentina 

4.7.7 Guatemala 

4.7.8 Puerto Rico 

4.7.9 El Salvador 

4.7.10  Nicaragua 

4.7.11  Cuba 

4.7.12  Uruguay 

4.7.13  USA 

 

4.8.     What is your marital status? 

4.8.1  Single 

4.8.2  Married 

4.8.3  Unmarried-living with partner 

4.8.4  Separated 

4.8.5  Divorced 

4.8.6  Widowed 

4.8.7  Other (please specify) 

 

4.9. What was your family's total net income before taxes last fiscal year which was 

earned from all sources, including your business? 

 

4.9.1   Less than $10,000 

4.9.2  $10,001-$20,000 

4.9.3  $20,001-$30,000 

4.9.4  $30,001-$40,000 
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4.9.5  $40,001-$50,000 

4.9.6  $50,001-$60,000 

4.9.7  $60,001-$70,000 

4.9.8  $70,001-$80,000 

4.9.9  $80,001-$90,000 

4.9.10  $90,001-$100,000 

4.9.11  $100,001-$110,000 

4.9.12  $110,001-$120,000 

4.9.13  $120,001-$130,000 

4.9.14  $130,001-$140,000 

4.9.15  $140,001-$150,000 

4.9.16  $150,001-$160,000 

4.9.17  $160,001-$170,000 

4.9.18  $170,001-$180,000 

4.9.19  $180,001-$190,000 

4.9.20  $190,000-$200,000 

4.9.21  $200,001-$210,000 

4.9.22  $210,001-$220,000 

4.9.23  $220,001-$230,000 

4.9.24  $230,001-$240,000 

4.9.25  $240,001-$250,000 

4.9.26  Above $250,000 

 

4.10. What was the last grade you completed? 

 

4.10.1    Elementary school (grades 1-6) 

4.10.2    Junior high (grades 7-8) 

4.10.3    High school 

4.10.4    Technical school 

4.10.5    Some college 

4.10.6    Bachelor's degree 

4.10.7    Some graduate work 

4.10.8    Master's degree 

4.10.9    Some post masters work 

4.10.10  PhD 

 

4.11. Do you have children? 

4.11.1   Yes 

4.11.2   No 

4.11.3   If yes, how many? 

 

4.12. Which generation Hispanic/Latino are you? 

4.12.1   1st generation=You were born in another country. 
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4.12.2   2nd generation=You were born in USA; either parent born in another 

nation. 

4.12.3   3rd generation=You were born in USA; both parents born in USA and all 

grandparents were born in another nation. 

4.12.4   4th generation=You, your parents, and at least one grandparent were born 

in USA and all other grandparents were born in another nation. 

4.12.5  5th generation=You and your parents were born in the USA and all 

grandparents born in the USA. 

 

4.13. If you are a 1st generation immigrant, did you own a business in your country 

of origin? 

4.13.1  Yes 

4.13.2  No 

4.13.3  No applicable 

 

4.14. If you are a 1st through 4th generation immigrant, what country did you, your 

parents or grandparents emigrate from? 

Write in 

 

4.15. Please tell us whether you strongly agree or disagree with the following 

statements. 

Scale: 1=strongly disagree, 4= uncertain, 7=strongly agree 

4.15.1  My community is a good place to operate a business 
4.15.2  Community organizations do not seem to work very well together. 
4.15.3  Most people in my community can be trusted. 
4.15.4  I trust my local government to respond to the needs of business owners. 
4.15.5  I trust my bank to respond to my needs as a business owner. 
4.15.6  Business leaders here just want to make money and that's it. 
4.15.7  Business leaders here include minorities in their activities. 
4.15.8  The business community contributes substantially to the wellbeing of the 

community. 
4.15.9  The Hispanic/Latino business leaders contribute substantially to the 

wellbeing of the community. 

4.15.10  It is important for business leaders to belong to one or more community 

organizations 

 

 

4.16. Check which of the following groups you belong to? 

 

4.16.1  None 

4.16.2  Business groups such as Rotary or Kiwanis 

4.16.3  Religious organizations 

4.16.4  Nonprofit charitable organizations 

4.16.5  Ethnic or racial organizations 
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4.16.6  Neighborhood Association 

4.16.7  PTA or other school related groups 

4.16.8  Political clubs or organizations 

4.16.9  Social clubs such as card playing, music, hobbies, etc. 

4.16.10  Youth groups like scouts or children's sports 

4.16.11  Are there other kinds of organizations you belong to? (Please specify) 

 

4.17. How much do you think business leaders in your community care about 

whether or not your business survives and thrives? 

 

4.17.1  Don't care at all 

4.17.2  Somewhat don't care 

4.17.3  Somewhat do care 

4.17.4  Really cares 

 

4.18. Please rate the following statements. (perceived community respect) 

 

Scale: 1=strongly disagree, 4=uncertain, 7=strongly agree 

 

4.18.1  Entrepreneurs are admired in the Hispanic community in this county. 
4.18.2  To turn a new idea into a business venture is an admired career path in the 

Hispanic community in this county. 

4.18.3  Creative thinking is viewed as a route to success in the Hispanic 

community in this county. 

 

4.19. Tell us how often you use English or Spanish to do the following things. 

 

Scale: 1=Almost never; 2=Sometimes; 3=Often; 4=Almost always 

 

4.19.1   How often do you speak English?  

4.19.2   How often do you speak in English with your friends?  

4.19.3   How often do you speak in English with business employees?  

4.19.4   How often do you speak in English with business customers?  

4.19.5   How often do you think in English?  

4.19.6   How often do you think in English about business affairs?  

4.19.7   How often do you speak in Spanish?  

4.19.8   How often do you speak in Spanish with your friends?  

4.19.9   How often do you speak in Spanish with business employees?  

4.19.10 How often do you speak in Spanish with business customers?  

4.19.11 How often do you think in Spanish?  

4.19.12 How often do you think in Spanish about business affairs? 

 

4.20. Tell us how proficient you think you are in your use of English and Spanish. 
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Scale: 1=Very poorly; 2=Poorly; 3=Well; 4=Very well 
 

4.20.1 How well do you speak English? 
4.20.2 How well do you read in English? 
4.20.3 How well do you understand television programs in English? 
4.20.4 How well do you understand radio programs in English? 
4.20.5 How well do you understand written materials in English dealing with 

operating your business? 

4.20.6  How well do you write in English? 
4.20.7  How well do you understand music in English?
4.20.8  How well do you speak Spanish? 
4.20.9  How well do you read in Spanish? 
4.20.10  How well do you understand television programs in Spanish? 
4.20.11  How well do you understand radio programs in Spanish? 

4.20.12  How well do you understand written materials in Spanish dealing with 

operating your business? 

4.20.13  How well do you write in Spanish? 
4.20.14  How well do you understand music in Spanish? 

 

4.21. How often do you do the following things? 

 

Scale: 1=almost never; 2=Sometimes; 3= Often; 4=Almost always 

 

4.21.1  How often do you watch television programs in English?
4.21.2  How often do you listen to radio programs in English? 
4.21.3  How often do you listen to music in English? 
4.21.4  How often do you watch television programs in Spanish?
4.21.5  How often do you listen to radio programs in Spanish?
4.21.6  How often do you listen to music in Spanish? 
4.21.7  How often do you attend English speaking educational programs about 

business development? 
4.21.8  How often do you attend Spanish speaking educational programs about 

business development? 

 

4.22. When you are learning new things about how to grow and develop your 

business do you prefer to . . . (Check all boxes that apply to your preferences.) 

 

4.22.1  Read written materials in Spanish? 

4.22.2  Read written materials in English? 

4.22.3  Attend Spanish speaking workshops/seminars? 

4.22.4  Attend English speaking workshops/seminars? 

4.22.5  I have no preference for either Spanish or English written materials. 

4.22.6 I have no preference for either Spanish or English speaking 

workshops/seminars. 
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4.23. Thank you for completing this survey. Please press "Done" at the bottom. It 

will take you to the application site to complete information needed to receive your SC 

Hispanic Chamber of Commerce membership discount (20%) or to enter the Sweepstakes 

drawing for the Dell Netbook. These offers are for to those who completed the entire 

survey, but it is on a strictly honor system. 

 

Thank you so much for your time and thoughts. We are very grateful for your 

participation. 
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Appendix B. Letter Confirming Partnerships 

 

February, 2012 

Mr. X 

Executive Director 

South Carolina Hispanic Chamber of Commerce 

Greenville, SC 

 

Dear Mr. X: 

The purpose of this letter is to summarize our conversation in which I invited you 

to collaborate in a research study. The purpose of this research is to examine what factors 

affect Hispanic/Latino entrepreneurs’ intention to use effective entrepreneurship 

behaviors..  This study is done in partial fulfillment of my PhD requirements with the 

Institute on Family and Neighborhood Life at Clemson University.  My supervising 

faculty member for this study is Dr. Kathleen Robinson. The survey will take respondents 

about 40 minutes or less to complete. 

Your participation will involve asking business owners affiliated with your 

organization and that operate a business in Greenville County to participate in an on-line 

survey or a mailed survey, depending on their preference. I am seeking your help to do 

the following things:  

a) help identify and recruit 10 participants to discuss the understandability, 

cultural appropriateness of the instrument, and to help identify data needed to finalize the 

survey instrument (i.e. 5 males and 5 females).   
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b) help recruit  participants to pre-test the survey prior to initiating data collection 

(i.e. 12 participants),  

c) send your membership an electronic invitation to participate in the online or 

mailed survey, and  

d) send a follow-up email or postcard to membership reminding them of the 

invitation to complete the survey approximately 2 weeks following the initial invitation. I 

will write all required email/postcard text so that all that needs to be done is to broadcast 

the email message or send a postcard (for those requesting a printed copy of survey).   

There are few risks associated with participation in this research since 

respondents’ names and the name of their business will not be collected on the survey 

instrument. The results will be used to inform community leaders, particularly those 

involved in entrepreneurial training, about what attitudes, norms, and perceived controls 

are linked to the promotion of selected entrepreneurial behaviors. They will also know 

how Hispanic/Latino entrepreneurs define business success. I anticipate reporting major 

findings in journal articles. 

Currently, we are seeking grants and donations that will enable us to offer a gift 

certificate to respondents who complete the entire survey (not partial completions) as 

well as defray some of the costs involved in conducting this project (e.g. mailings, 

duplication, travel, etc.). However, whether or not offering an incentive to research 

participants is possible will depend on securing such funds or finding donors, such as 

Office Depot, that may be willing to offer gift certificates or in-kind contributions such as 

a box of paper or other office supplies.  As you are aware, I have discussed the possibility 



292 

 

of what might be offered as an incentive through your organization.  However, we might 

reach an agreement on these incentives, and whether or not a sponsor could be identified 

with your collaboration to provide such incentives.  

This research project had to be approved by Clemson University’s Institutional 

Review Board.  This board ensured that what I am proposing to do meets federal 

standards for protection of research participants’ rights.  Some of the key protections for 

research participants and our partners in this research are reviewed.  One requirement is 

to ensure that all information about respondents is kept confidential so that their privacy 

is protected. Therefore, we are not able to share with you research participants’ names, 

business names or individual answers to questions, but will be able to share a summary 

report based on total respondents’ answers. We will not ask for names of business owners 

or the name of their business during the survey process. We will not attempt to track 

responses by their names or business name.   

All data records will be kept in a secure location at the Institute on Family and 

Neighborhood Life at Clemson University in Dr. Robinson’s office, and on a password 

protected flash drive stored in a secure location in the researcher’s home. We will not 

reveal individual identities in any publication that might result from this study. 

Your collaboration, as well as your membership’s participation in this research 

study, is voluntary. Your membership may choose not to participate and may withdraw 

their consent to participate at any time without any penalty. They will be free to not 

answer any question on the survey they wish.  We will not force answer completion.   
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Attached is a summary of the proposed research including objectives, 

methodology, procedures, and proposed timeframe. A technical report of the findings will 

be available upon request. 

In closing, if you have any questions about this study, other than protection of 

human subjects’ issues, which we have not already discussed, please contact me or my 

supervising faculty member, Dr. Kathleen Robinson, at Clemson University at 

Wilson5@Clemson.edu or 864-656-6284. You may address your communication to me 

at ssaladi@g.clemson.edu or call 864-506-2645.  

If you have any questions or concerns about the rights of the membership as 

research participants (i.e. any possible violations of protection of human subject issues) 

that are not effectively addressed by me or Kathy, please contact the Clemson University 

Office of Research Compliance (ORC) at 864-656-6460 or irb@clemson.edu. The ORC’s 

toll-free number is 866-297-3071 (for use only if you call from outside the UpState).   

Yours sincerely, 

Rosanna Saladin Subero 

PhD Candidate 

Institute on Family and Neighborhood Life 

158 Pool Hall 

Clemson University 

Clemson, S.C. 29634 

Ph: 864-506-2645 

e-mail: ssaladi@g.clemson.edu 
 

 

 

 

 

 

 

 

 

mailto:Wilson5@Clemson.edu
mailto:ssaladi@g.clemson.edu
mailto:irb@clemson.edu
mailto:ssaladi@g.clemson.edu
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Appendix C  Procedure for Final Instrument Construction 

 

Discussion Group Procedure and Questionnaire 

For both TPB and TRA, final instrument construction is done after consulting 

with a group of people that represent the population to whom the final instrument will be 

administered.  Below is the explanation of the procedure typically done to craft the 

instrument.  The following description of questionnaire construction is based on the 

appendix in Fishbein, M., & Aizen, I. (2010). Predicting and changing behavior: The 

reasoned action approach. New York: Psychology Press.) 

The final questionnaire for this study will be constructed with a group of business 

owners from Greenville County, South Carolina.  The process that will be used is as 

follows: 

Formative Research 

1.  Defining the Behavior 

Before any work can begin, the behavior of interest must be clearly defined in 

terms of its target, action, context, and time elements.   

Typical item statement: “Exercising for at least 20 min, three times per week for 

the next three months.” 

13 behaviors linked to entrepreneurial competence will be used to form a series of 

questions as noted below.  Each behavior will have the entire set of direct measures 

mentioned below.  
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2.  Specifying the Research Population 

The population of interest is business owners who operate businesses in 

Greenville County, SC who have been in operation for at least one year, and that are 

registered business in SC. 

3. Formulating Items for Direct Measures 

Five to six items are formulated to assess each of the major constructs in TPB 

model: Attitude, perceived norm, perceived behavioral control, and intention.  In our case 

for each entrepreneurial behavior, five to six items will be formulated to assess each 

major TPB construct (i.e. attitude, perceived norm, perceived behavioral control, and 

intention.)  (See survey in Appendix 2) 

Seven-point bipolar adjective scales are typically employed. Sample items 

assessing intention and each aspect of attitude, perceived norm and perceived control are 

shown below.  See survey pages 6- 19 for items based on literature and which will be 

used with discussion group participants prior to actual administration of questionnaire to 

sample. 

Participants are asked to circle the number that best describes their personal 

opinions. Items are formulated to be exactly compatible with the behavioral criterion and 

to be self-directed. 

Direct Measures 

First a set of direct measures are created to give a more global indicator of 

attitude, norm, controls perceived for each of the 13 entrepreneurial behaviors.  One is 

illustrated below.  See survey in Appendix for what will be used with focus group 

participants. 



296 

 

 

Attitude: Instrumental and experiential aspects 

Taking risks to grow my business would be 

 

bad :___1__:___2__:___3__:___4__:___5__:___6__:___7___: good 

 

pleasant :___1__:___2__:___3__:___4__:___5__:___6__:___7___: unpleasant 

 

Perceived norm: Injunctive and descriptive aspects 

Most people who are important to me approve of my taking risks to grow my business 

agree :___1__:___2__:___3__:___4__:___5__:___6__:___7___: disagree 

 

Most people like me take risks to grow their business 

unlikely :___1__:___2__:___3__:___4__:___5__:___6__:___7___: likely 

 

Perceived behavioral control: Capacity and autonomy aspects 

I am confident that I can effectively take risks to grow my business 

true :___1__:___2__:___3__:___4__:___5__:___6__:___7___: false 

 

My taking risks to grow my business is up to me 

disagree:___1__:___2__:___3__:___4__:___5__:___6__:___7___: agree 
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Intention 

I intend to take risks to grow my business  

likely :___1__:___2__:___3__:___4__:___5__:___6__:___7___: unlikely 

Past Behavior 

In the past year, I have taken at least one risk in trying to grow my business. 

false :___1__:___2__:___3__:___4__:___5__:___6__:___7___: true 

 

Administering a Pilot Questionnaire 

1.  Eliciting Salient Beliefs 

A small sample of business owners will be convened to elicit readily accessible 

behavioral outcomes, normative referents, and control factors related to each 13 

entrepreneurial behaviors under investigation. Although the participants will be 

assembled in a group, the elicitation will be done individually in a free response format. 

Three individuals will be given the same behavior to concentrate on and the goal 

will be to have at least three individuals comment on one of 2 entrepreneurial behaviors 

said to be linked to effective entrepreneurship.  (i.e. The 2 behaviors that will be 

examined in depth are persisting to overcome obstacles and challenges and learning new 

business skills and knowledge.) 

Below is the questionnaire each participant will complete. 

Instructions: Please take a few minutes to tell me what you think about using the 

following behavior to be an effective business owner.  There are no right or wrong 

responses; we are merely interested in your personal opinions. In response to the 
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questions below, please list the thoughts that come immediately to mind. Write each 

thought on a separate line.  

Behavioral outcomes 

(1) What do you see as the advantages of  (specify entrepreneurial behavior such 

as taking risks in your business efforts)? 

(2) What do you see as the disadvantages of (specify entrepreneurial behavior 

such as taking risks)? 

(3) What else comes to mind when you think about (specify entrepreneurial 

behavior such as taking business risks)? 

Normative referents 

When it comes to (specify behavior such as taking risks) to grow your business, 

there might be individuals or groups who would think you should or should not (specify 

behavior such as take risks). 

(1) Please list the individuals or groups who would approve or think you should 

(specify behavior such as take risks). 

(2) Please list the individuals or groups who would disapprove or think you 

should not (specify behavior such as take risks). 

(3) Sometimes, when we are not sure what to do, we look to see what others are 

doing.  Please list the individuals or groups who are most likely to (specify behavior: take 

risks) in order to grow their business.  (Don’t list names but roles, for example, a friend, 

or a parent.) 
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(4) Please list the individuals or groups who are least likely to (specify behavior: 

take risks). 

Control factors 

(1) Please list any factors or circumstances that would make it easy or enable you 

to (specify behavior: take risks) when business growth appears possible. 

(2) Please list any factors or circumstances that would make it difficult or prevent 

you from (specify behavior: taking risks). 

Constructing Sets of Modal Salient Beliefs 

A content analysis of the responses to the above questions will result in lists of 

modal salient outcomes, referents, and control factors. These lists are used to construct 

items for the final questionnaire, as described below. 

Formulating Direct Measures 

The pilot questionnaire, in addition to eliciting salient outcomes, normative 

referents, and control factors also includes the items that were formulated to obtain direct 

measures of attitude toward the behavior,  perceived norm, and perceived behavioral 

control.  

The data obtained will be used to select reliable and valid items for use in the final 

questionnaire. Each set of items designed to directly assess a given construct should have 

a high degree of internal consistency (e.g., a high alpha coefficient), and the measures of 

the different constructs should exhibit discriminant validity. To achieve these aims, one 

or two items may have to be dropped for each construct.  Confirmatory factory analysis 

will be used to evaluate the quality of the scales to be included. 
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Finally, the questionnaire will include measures of selected background factors or 

other variables the investigator believes may be of interest for the behavior under 

investigation. 

The results of the pilot study also allows us to evaluate the utility of these 

background measures: Do the personality and other individual difference measures have 

high internal consistency? If not, can internal consistency be improved by deleting some 

of the items? Do any of the background variables correlate with intentions or past 

behavior? If not, should they be retained in the final questionnaire? 

Preparing a Standard Questionnaire 

Following the focus group with individuals, we then put together the standard 

questionnaire to be used in the main study.  Based on the literature review and precedent 

studies some attitudes, norms and controls are identified.  These will be used to frame the 

initial instrument and then will be modified based on focus group responses.  During the 

focus group, business owners will be ask to first complete the open-ended questionnaire.  

Upon completion, there will be discussion.  Then they will be asked to complete the more 

finalized version and its understandability will be discussed.  Following the discussion 

group process, and based on the focus group input, the final survey instrument will be 

completed. 

The final questionnaire will include the following elements. 

(1) Behavioral Beliefs and Outcome Evaluations 

With respect to each salient behavioral outcome, items are formulated to assess the 
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strength of the behavioral beliefs and the evaluation of the outcome. 

Sample Outcome: Faster recovery from my surgery (outcome to exercising statement) 

For taking risks: outcomes needs to be defined with focus group participants  

Behavioral belief strength 

My taking risks will result in increased revenues …name outcome… 

likely :___1__:___2__:___3__:___4__:___5__:___6__:___7___: unlikely    

Outcome evaluation 

Having increased revenues (outcome of risk taking) is  

good :___1__:___2__:___3__:___4__:___5__:___6__:___7___: bad 

(2a) Injunctive Normative Beliefs and Motivation to Comply 

With respect to each salient normative referent, items are formulated to assess the 

strength of the injunctive normative belief and the motivation to comply with the referent 

individual or group. 

Sample injunctive normative referent: My spouse 

Injunctive normative belief strength 

My spouse thinks that 

I should :___1__:___2__:___3__:___4__:___5__:___6__:___7___: I should not 

take risks relative to my business decisions. 

Motivation to comply 

When it comes to matters dealing with taking risks in my business, I want to do 

what my spouse thinks I should do. 

agree :___1__:___2__:___3__:___4__:___5__:___6__:___7___: disagree 
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(2b) Descriptive Normative Beliefs and Identification with the Referent 

With respect to each relevant salient referent, items are formulated to assess the 

strength of the descriptive normative belief and the identification with the referent 

individual or group. 

Sample descriptive normative referent: My friends 

Descriptive normative belief strength 

Most of my friends who have their own business take risks when needed 

false :___1__:___2__:___3__:___4__:___5__:___6__:___7___: true 

Identification with the referent 

When it comes to matters of taking risks in my business, how much do you want 

to be like your friends? 

very much :___1__:___2__:___3__:___4__:___5__:___6__:___7___: not at all 

(3) Control Beliefs and Power of Control Factors 

With respect to each salient control factor, formulate items to assess the 

likelihood that the factor will be present and the factor’s power to facilitate or impede 

performance of the behavior. 

Sample control factor for taking risks: financial capital available  

Control belief strength 

I expect that I will have the financial capital available within the next year so that 

if opportunities arise, I can take reasonable risks 

likely :___1__:___2__:___3__:___4__:___5__:___6__:___7___: unlikely 
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Power of control factor 

Having finances available would enable me to take risks when needed. 

disagree :___1__:___2__:___3__:___4__:___5__:___6__:___7___: agree 

 

Discussion Group Questionnaire 

(note: the entrepreneurship behavior in the questions below will change. Some 

questionnaires will have learning new business skills and knowledge.  Others will 

have persisting to overcome obstacles and challenges.  For the purpose of 

illustration, taking risks is used below.) 

Instructions: Please take a few minutes to tell me what you think about using the 

following behavior to be an effective business owner.  There are no right or wrong 

responses; we are merely interested in your personal opinions. In response to the 

questions below, please list the thoughts that come immediately to mind. Write each 

thought on a separate line.  

Behavioral outcomes 

(1) What do you see as the advantages of taking risks in your business efforts)? 

(2) What do you see as the disadvantages of taking risks? 

(3) What else comes to mind when you think about taking business risks? 

Normative referents 

When it comes to taking risks to grow your business, there might be individuals 

or groups who would think you should or should not take risks. 
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(1) Please list the individuals or groups who would approve or think you should 

take risks. 

(2) Please list the individuals or groups who would disapprove or think you 

should not take risks. 

(3) Sometimes, when we are not sure what to do, we look to see what others are 

doing.  Please list the individuals or groups who are most likely to take risks in 

order to grow their business.  (Do not name people but roles, for example, a friend, or a 

parent) 

(4) Please list the individuals or groups who are least likely to take risks. 

Control factors 

(1) Please list any factors or circumstances that would make it easy or enable you 

to take risks when business growth appears possible. 

(2) Please list any factors or circumstances that would make it difficult or prevent 

you from taking risks. 
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Appendix D  Interviewer Training  
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Appendix E  IRB Approval 

From: Laura Moll 

Sent: Friday, July 08, 2011 5:24 PM 

To: Kathleen Robinson; SUSAN P LIMBER; ssaladi@g.clemson.edu 

Cc: Nalinee Patin 

Subject: Your amendment #2 to IRB protocol # IRB2011-124, entitled "Attitude, Normative and 

Behavioral Control Antecedents to Hispanic/Latino Entrepreneurship" 

Dear Kathy, Sue and Ms. Saladin, 
The Clemson University Institutional Review Board (IRB) / Office of Research Compliance 

(ORC) reviewed your proposed amendment submitted on 6/23/11 to the protocol identified above using 

Exempt review procedures. A determination was made on July 8, 2011 that the proposed activities 

involving human participants continue to qualify as Exempt from continuing review based on the Federal 

Regulations (45 CFR 46). You may begin to implement this amendment. 

Additionally, your request to add the following individuals to the research team for the above-

mentioned protocol has been approved: 

Janet Caceres 

Maria Tinti 

Maureen Moreira 

Maria Olga Vargas 

Antonia Camacho 

Ana Salinas 

Ana Neves 

Carmen Herrera 

Please remember that no change in this research protocol can be initiated without prior review by 

the IRB. Any unanticipated problems involving risks to subjects, complications, and/or any adverse events 

must be reported to the ORC immediately. Please notify the ORC when your study is completed or 

terminated. 

Good luck with your study and please feel free to contact us if you have any questions. 

Best, 

Laura  

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

Laura A. Moll, M.A., CIP  

IRB Administrator 

Office of Research Compliance 

223 Brackett Hall 

Clemson University 

Clemson, SC 29634-5704 

lmoll@clemson.edu 

Phone: 864-656-6460 

Fax: 864-656-4475 

www.clemson.edu/research/compliance/irb/ 

 

From: Nalinee Patin 
Sent: Wednesday, June 08, 2011 7:57 AM 

To: SUSAN P LIMBER 
Cc: Kathleen Robinson; ssaladi@g.clemson.edu 

Subject: IRB2011-124 Amendment Approval: Attitude, Normative, and Behavioral Control 

Antecedents to Hispanic/Latino Entrepreneurship 
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Appendix F Permissions 

 

Use of Aizen’s diagram on Theory of Planned Behavior 

  
 

 

 

 

 

 
 

 
*You may copy and use this diagram for non-commercial purposes. Other uses require 

permission and payment of a fee.  
 

Source: Aizen, I. (2012). Retrieved from http://people.umass.edu/Aizen/tpb.diag.html 

http://people.umass.edu/aizen/tpb.diag.html
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Use of Diener, et al Satisfaction with Life Scale 

Source.  Ed Diener as Retrieved from 

http://internal.psychology.illinois.edu/~ediener/SWLS.html  

Satisfaction With Life Scale (SWLS) 

Permission to Use 

The scale is in the public domain (not copyrighted) and therefore you are free to use it 

without permission or charge by all professionals (researchers and practitioners) as long as you give 
credit to the authors of the scale: Ed Diener, Robert A. Emmons, Randy J. Larsen and Sharon Griffin 
as noted in the 1985 article in the Journal of Personality Assessment. 

http://internal.psychology.illinois.edu/~ediener/SWLS.html
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