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Past research has suggested that small business growth plays an important
role in economic growth. This paper presents three studies that examined the
psychological process underlying the relationship between motives of entre-
preneurship and business growth pursuit by focusing on the role of time per-
spective. The results from three studies (Study 1, N = 142, and Study 2, N = 181,
mostly Western small-business owners; Study 3, N = 254, Indonesian small-
business owners) demonstrated that opportunity-based entrepreneurship was
positively associated with business growth pursuit through increased future
time perspective (Studies 1 to 3), whereas necessity-based entrepreneurship was
negatively associated with business growth pursuit through increased present
time perspective and decreased future time perspective (Study 3). These findings
help explain why some business owners avoid business growth by highlighting
the vital role of time perspective in explaining why and sow motives of entre-
preneurship relate to the pursuit of business growth across social and cultural
contexts.

INTRODUCTION

The growth of small businesses provides considerable contributions to the
economy (e.g., Obi et al., 2018). Growing enterprises play an important role
in boosting innovation and economic growth (OECD, 2000). The expansion
of small businesses also produces important economic output in developing
countries, such as employment (Nichter & Goldmark, 2009; Scott & Bruce,
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1987; Wiklund, Davidsson, & Delmar, 2003). Surprisingly, despite the con-
siderable benefits of business growth, many small-business owners are not
actively involved in the pursuit of growth (e.g., Gundry & Welsch, 2001).
This renders the investigation of factors that support or hinder the pursuit of
business growth crucial, particularly since our knowledge of these factors is
limited (Wiklund et al., 2003).

Previous research has shown that small-business owners possess different
motives of entrepreneurship (e.g., Reynold, Bygrave, Autio, Cox, & Hay,
2002). Some small-business owners engage in entrepreneurship because they
would like to exploit and pursue entrepreneurial opportunities voluntarily
(opportunity-based small-business owners), whereas others engage in entre-
preneurship because they have no other viable options for work (necessi-
ty-based small-business owners). Past studies suggest that opportunity-based
small-business owners are more likely to be growth-oriented than necessity-
based small-business owners (Berner, Gomez, & Knorringa, 2012; Verheul &
van Mil, 2011). This indicates that the extent to which small-business owners
are motivated to pursue business growth can be rooted in their motives of
entrepreneurship. However, to the best of our knowledge, the mechanisms that
can explain why and how opportunity-based small-business owners tend to be
more motivated to pursue business growth than necessity-based small-business
owners do remain unclear. The aim of the present research was thus to exam-
ine the psychological mechanisms underlying the relationship between motives
of entrepreneurship and the pursuit of business growth by focusing on the role
of time perspective. The present research may provide new insights into factors
accounting for variation in levels of business growth motivation, as well as
novel information that can be useful for policy makers and practitioners when
designing programs and policies aimed at assisting small businesses to grow.

Motives of Entrepreneurship

In the Global Entrepreneurship Monitor (GEM), Reynolds, Camp, Bygrave,
Autio, and Hay (2001) introduced two categories of motives of entrepreneur-
ship, namely opportunity-based entrepreneurship and necessity-based entre-
preneurship. Opportunity-based entrepreneurship is driven by the motivation
to pursue and exploit business opportunities. Small-business owners who are
opportunity-based engage in entrepreneurial activity due to their own choice
to take advantage of business opportunities, which they believe may lead to
certain desired rewards (Sahasranamam & Sud, 2016). Indeed, opportunity-
based entrepreneurship is often associated with a concept called “pull” en-
trepreneurship in which the business venturing is mostly voluntary (Amit &
Muller, 1995; Gilad & Levine, 1986).
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MOTIVES AND GROWTH PURSUIT 3

Necessity-based entrepreneurship, on the other hand, refers to the motive
to engage in entrepreneurial activity due to a lack of viable options for
work. Block and Wagner (2010) found that necessity-based entrepreneurs in
Germany tended to be unemployed for a long time before they decided to start
their businesses. Van der Zwan, Thurik, Verheul, and Hessels (2016) demon-
strated that compared to opportunity-driven entrepreneurs, necessity-driven
entrepreneurs actually prefer being wage-employed to being self-employed.
This supports the notion that necessity-driven entrepreneurs’ engagement
in entrepreneurship is primarily due to the absence of viable employment
options. This is why necessity-based entrepreneurship is often associated with
“push” entrepreneurship in which the business venturing is mostly involun-
tary (Amit & Muller, 1995; Gilad & Levine, 1986).

Time Perspective

Time perspective is a cognitive process that compartmentalizes human expe-
rience into time frames and plays a big role in our decision-making processes
(e.g., Laureiro-Martinez, Trujillo, & Unda, 2017; Zimbardo & Boyd, 1999).
Prior research differentiated time perspective into present time perspective
(i.e. an orientation towards the present), future time perspective (i.e. an ori-
entation towards the future), and past time perspective (i.e. an orientation
towards the past; Adams & White, 2009; Simons, Vanstreenkiste, Lens, &
Lacante, 2004; Webster, 2011; Zimbardo, Keough & Boyd, 1997).

On a daily basis, individuals may put an overemphasis on one of the ori-
entations, which results in temporal bias (e.g., Keough, Zimbardo, & Boyd,
1999; Mooney, Earl, Mooney, & Bateman, 2017; Rénnlund & Carelli, 2018).
However, it is important to note that time perspective is conceptualized
as a malleable cognitive structure (Kooij, Kanfer, Betts, & Rudolph, 2018;
Zimbardo & Boyd, 2008). This implies that one’s inclination to overempha-
size a certain time frame is flexible, and can be influenced by various external
factors.

Time perspective is a vital element in entrepreneurial behavior and busi-
ness growth. For example, Gielnik, Zacher, and Frese (2012) revealed that
business owners who were inclined to focus on opportunities and possibilities
in the future were more likely to achieve venture growth. Similarly, a study
by Przepiorka (2016) showed that entrepreneurs who were future-oriented
were more likely to achieve entrepreneurial success. These studies support the
notion that time perspective is an important variable determining business
owners’ business growth intentions and growth-related activities. Since this
paper focuses on business growth, which will happen in the future but needs
to be prepared today, this paper focuses on future time perspective and pres-
ent time perspective in an entrepreneurial context.
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Motives of Entrepreneurship, Time Perspective, and
Business Growth Intentions

In the current research, we propose that the two motives of entrepreneur-
ship are related to variation in levels of business growth pursuit (i.e., business
growth intentions and growth-pursuit behaviors) among small-business own-
ers due to their time perspective in the context of entrepreneurship. There are
several reasons why we propose that opportunity-based entrepreneurship is
positively related to future time perspective, and subsequently predicts busi-
ness growth intentions and growth-pursuit behaviors in a positive manner.
Firstly, many opportunities and rewards in the realm of business can only be
exploited in the future (e.g., a new niche in the market, higher profits), but
in order to do so, one should prepare for them in the present. For example,
Berry (1998) suggested that small firms need to put long-term strategic plan-
ning in place in order to achieve long-term benefits, such as revenue growth.
Given that many opportunities and rewards can only be seized in the future,
small-business owners who are primarily driven by the pursuit of opportuni-
ties may be more motivated to be future-oriented in running their businesses
compared to those who are primarily driven by necessity.

Secondly, opportunity-based small-business owners engage in entrepre-
neurship by their own volition: they have made a conscious and free decision
to be a business owner. This decision suggests that they are likely to have a
favorable regard for the idea of business ownership and perceive the identity as
a business owner positively. Given that individuals are motivated to preserve
an identity that they value positively (e.g., Dutton, Roberts & Bednar, 2010;
Tajfel & Turner, 2004), opportunity-based small-business owners may be
motivated to preserve and consolidate their identity as a business owner. Since
their identity as a business owner is linked with their engagement in an entre-
preneurial role and venture development (Shepherd & Patzelt, 2018, ch. 5),
opportunity-based small-business owners should be highly motivated to pre-
serve their businesses.

Previous research has shown that preserving a business requires one to
engage in future-oriented thinking, such as long-term planning and consid-
eration of future consequences of business decisions (e.g., Castrogiovanni,
1996; Lumpkin, Brigham, & Moss, 2010). Thus, we argue that opportunity-
based small-business owners may be more likely to be future-oriented in run-
ning their businesses (e.g., planning the future of their businesses from now).
Furthermore, given that many positive consequences of pursuing business
growth can only happen in the future (e.g., long-term survival of the busi-
ness; Rauch & Rijsdijk, 2013), it is possible that only highly future-oriented
small-business owners can foresee these positive consequences, and there-
fore are more likely to intend to engage in business growth pursuit. Indeed,
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MOTIVES AND GROWTH PURSUIT 5

previous research has shown a positive relationship between future time per-
spective and engagement in behaviors of which the positive outcomes can
only be enjoyed in the future, such as health behavior and retirement planning
(e.g., Koojj et al., 2018). We therefore hypothesized that:

Hypothesis 1a: Opportunity-based entrepreneurship has a positive indirect associ-
ation with business growth intentions via increased future time perspective.

As for necessity-based entrepreneurship, there are several reasons why
necessity-based entrepreneurship is proposed to be negatively and indi-
rectly related to growth intentions and growth-pursuit behaviors via future
time perspective and present time perspective. Firstly, given the absence
of other viable options for work, necessity-based small-business owners
may be mainly focused on ensuring that their businesses can generate a
sufficient daily income. Indeed, Berner et al. (2012) stated that necessity-
based small-business owners focus on their household’s survival. It is vital
for them to ensure that their businesses can function on a daily basis due to
the fact that their household survival depends on the daily income gener-
ated by their businesses (e.g., Ranyane, 2015). It can thus be argued that the
idea of losing their businesses in the present is a direct threat to well-being
of necessity-based small-business owners. Because individuals give more
attentional priority to potential threatening information and situations
than neutral information and situations (Koster, Crombez, van Damme,
Verschuere, & De Houwer, 2004; Notebaert, Crombez, van Damme,
Durnez, & Theeuwes, 2013), necessity-based small-business owners are pri-
marily focused on ensuring that their businesses are safe in the present.
As a consequence, they may be less interested in the pursuit of long-term
goals that require them to take risks, such as business growth (Wang &
Poutziouris, 2010).

Secondly, necessity-based small-business owners are generally less satisfied
with their entrepreneurship and more willing to end their businesses when
there are better alternatives for work available (Kautonen & Palmross, 2010).
This suggests that they do not place much value on their role as a business
owner. After all, they are “pushed” into being a business owner involuntarily
(Serviere, 2010). Given that they are more willing to cease their business own-
ership due to their low satisfaction with their entrepreneurship (Kautonen &
Palmross, 2010), it makes sense to contend that they pay less attention to the
long-term viability and the future of their businesses (i.e., low tendency to be
future-oriented in running a business). Indeed, previous research has shown
a positive relationship between job satisfaction and intention to remain in
the job for a long period of time (e.g., Joo & Park, 2010). As future time per-
spective is positively related to engagement in behaviors that result in positive
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outcomes in the future (e.g., Kooij et al., 2018), it can then be argued that
small-business owners who are expected to be less future-oriented in running
a business are less likely to intend to pursue entrepreneurial goals for which
the benefits are in the future, such as business growth. We therefore hypoth-
esized that:

Hypothesis 1b and 1c: Necessity-based entrepreneurship has a negative indirect
association with business growth intentions via decreased future time perspective
(1b) and increased present time perspective (c¢).

Motives of Entrepreneurship, Time Perspective, and
Growth-Pursuit Behaviors

The current research also includes the investigation of the indirect relation-
ships between motives of entrepreneurship and growth-pursuit behaviors via
time perspective, particularly in Study 3. In the previous section, we reasoned
that opportunity-based small-business owners are future-oriented due to the
fact that many opportunities and rewards in entrepreneurship can only be
gained in the future (e.g., Berry, 1998). We also reasoned that their tendency
to focus on the long-term viability of their businesses may stem from their
motivation to preserve their businesses and role as a business owner. Given
our aforementioned argument that being future-oriented increases one’s like-
lihood to foresee the benefits of business growth and subsequently to pursue
business growth, it makes sense to expect that they are also more likely to
engage in growth-pursuit activities (e.g., seeking external advice on business
strategy; Robson & Bennett, 2000).

Similar to the reasoning in the previous section, we argued that necessity-
based small-business owners tend to focus more on ensuring that their busi-
nesses can function properly in the present. We also argued that they are
less likely to be motivated to pay attention to the long-term viability of their
businesses due to their low satisfaction with entrepreneurship (Kautonen &
Palmross, 2010). It is thus possible that they are also less likely to engage in
the pursuit of business growth. Therefore, we hypothesized that:

Hypothesis 2a: Opportunity-based entrepreneurship has a positive indirect asso-
ciation with current engagement in growth-pursuit behaviors via increased future
time perspective.

Hypothesis 2b and 2c: Necessity-based entrepreneurship has a negative indirect as-
sociation with current engagement in growth-pursuit behaviors via decreased fu-
ture time perspective (2b) and increased present time perspective (2¢).

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
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FIGURE 1. Full hypothesized model in which boxes with dashed border
represent mediators in the indirect relationships examined in the current
research. Note. Studies 1 and 2 include the testing of Hypotheses 1a and 1b
(H1a & H1b). Study 3 includes the testing of Hypotheses 1a to 2c (H1a to H2c)

OVERVIEW OFTHE STUDIES

In three studies, we investigated the notion that time perspective in the con-
text of entrepreneurship plays an important role in the process through which
motives of entrepreneurship relate to the pursuit of business growth. Studies
1 and 2 were conducted among a sample of mostly Western small-business
owners. In these two studies, the indirect relationship between motives of
entrepreneurship and business growth intentions via future time perspective
was examined. Study 3 was conducted among a sample of Indonesian small-
business owners who were recruited in Indonesia. In this study, the indirect
relationships between motives of entrepreneurship and both growth inten-
tions and growth-pursuit behaviors via both future and present time per-
spective were examined. Employing a sample of Indonesian small-business
owners whose characteristics and backgrounds were distinct from those of
Western small-business owners allowed us to examine the generalizability of
our results to a different cultural and economic context. The full model is
depicted in Figure 1.

STUDIES 1 AND 2

Study 1 and Study 2 were conducted to test Hypotheses 1la and 1b. Both
studies were very similar, with only some minor differences (e.g., sample size,
different wording in items). Due to their similar nature, the two studies are
reported in a single section.

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
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METHOD

Participants and Design

A total of 142 small-business owners for Study 1 (82 female and 60 male,
Mage =37.37, SDage = 11.08) and 181 small-business owners for Study 2 (118
female and 63 male, Mage = 39.22, SDage = 11.59)1 recruited from an online
crowdsourcing platform (Prolific Academic) participated in return for a small
monetary fee. On average, participants in Study 1 had been a business owner
for 4.79 years (SD = 5.13, one participant did not clearly report their period
of entrepreneurship), and those in Study 2 had been a business owner for
6.01 years (SD = 5.75). In Study 1, about 70.4 percent of all participants re-
ported that they had < 1 employee in their firms (M = 1.97, SD = 3.78) with
a range from 0 to 28 employees, while in Study 2 about 63.6 percent of all
participants had < 1 employee (M = 3.87, SD = 8.46) with a range from 0 to
48 employees. In Study 1, 99 participants (69.7%) had a college degree and
129 participants (71.30%) in Study 2 had a college degree. In terms of country
of origin, we recruited small-business owners from the United Kingdom
(64% in Study 1 and 57% in Study 2) and from other countries, mostly from
the United States of America and Europe (see the Online Appendix).

Procedure and Measures

In both studies, participants were asked to complete an online question-
naire. All participants were welcomed and presented with an informed con-
sent. After indicating that they agreed to participate in this research, they
proceeded to complete several scales (i.e. motives of entrepreneurship scale,
future time perspective scale, business growth intentions scale), which are de-
scribed below.

Motives of Entrepreneurship. To measure motives of entrepreneurship,
participants were asked to complete a scale consisting of opportunity-
motives items (e.g., “I become a business owner because I would like to
pursue opportunities that entrepreneurship offers”; o = .86 [Study 1]; “I am
a business owner because I would like opportunities that entrepreneurship

! As defined in the EU Recommendation 2003/361, small businesses are business entities that
have fewer than 50 employees, and their turnover/balance sheet total is < €10 million. These cri-
teria were used in Study 1 (based on a number of employees) and Study 2 (participants were di-
rectly asked if their businesses fell into the criteria). The criteria of a small business used in Study
3 was based upon the definition of a small business outlined in Indonesia’s law no. 20, 2008 (i.e.
assets < 500 million rupiahs [excluding lands and buildings], or an annual turnover < 2.5 billion
rupiahs).

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
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MOTIVES AND GROWTH PURSUIT 9

offers”; a = .84 [Study 2]) and three necessity-motives items (e.g., “I become
a business owner since I have no other means of generating income”;
o = .74 [Study 1]; “The only reason why I am a business owner is because
this is the only way of fulfilling my basic necessities now”; a = .87 [Study
2]). Participants were asked to indicate how true each item was for them on
a 7-point scale (1 = definitely not true, 7 = definitely true). This scale was
developed by the authors.

Future Time Perspective. To measure future time perspective in the
context of entrepreneurship, participants were subsequently presented with a
14-item future time perspective subscale taken from the Balanced Time
Perspective Scale by Webster (2011). The items in the subscale were modified
to fit the context of entrepreneurship (e.g., “I look forward to the future of
my business”, “I have many future aspirations with respect to my business”).
In Study 1, participants were instructed to rate the extent to which each
statement was true for them (1 = very untrue of me, 7 = very true of me;
a = .97). In Study 2, participants were instructed to indicate their level of
agreement with each item (1 = strongly disagree, 7 = strongly agree; o« = .98).

Business Growth Intentions. A single item in a format by Davis and
Warshaw (1992) and suggested by Ajzen and Fishbein (1980) was presented
to participants for the assessment of their growth intentions. They were asked
to rate how likely it was that a statement (i.e., “I intend to grow my business”)
applied to them on a 7-point scale, which ranged from 1 = extremely unlikely
to 7 = extremely likely. Participants were also presented with a business
growth intentions scale adopted from Zampetakis, Bakatsaki, Kafestios,
and Moustakis (2016), in which they were asked to rate the extent of their
agreement with two items (i.e. “I want my business to be as large as possible,”
“I want a size I can manage myself or with a few key employees” [reverse
coded]) on a 7-point scale, ranging from 1 = strongly disagree to 7 = strongly

2 In Studies 1 and 2, participants were also presented with additional scales and questions for
exploratory purposes, such as financial scarcity scale, scarcity of work scale, modified items
concerning short-term thinking by van der Lee (2016), a GEM survey question concerning op-
portunity-necessity entrepreneurship, a modified six items concerning future time perspective
from the Zimbardo Time Perspective Inventory (Keough, Zimbardo, & Boyd, 1999), an oppor-
tunity-necessity entrepreneurship question by Kautonen and Palmross (2010), the second item
of the business growth intentions scale by Zampetakis, Bakatsaki, Kafetsios, & Moustakis (2016;
i.e., “I want a size I can manage myself or with a few key employees”), a question concerning
motives of entrepreneurship (i.e., “Generally speaking, do you presently experience running your
business as a necessity or an opportunity?”), an open-ended question regarding the description
of their businesses, and an entrepreneurial intentions measure by Torres and Watson (2013).
Results are available upon request.
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agree. Due to a non-significant relationship between the two items in Study 1
(r = .14), a low relationship between them in Study 2 (» = .16), and a non-
significant relationship between the reverse-scored item and the single item
mentioned earlier (r = —.12 [Study 1]; » = —.14 [Study 2]), we decided to drop
the reverse-scored item (“I want a size I can manage myself or with a few key
employees”), leaving one item (“I want my business to be as large as possible”)
only in this scale. Since the correlation between this item and the single item
mentioned earlier (“I intend to grow my business) was modest and significant
(r= .47, p < .01 [Study 1]; r = .51, p < .01 [Study 2]), we decided to combine
them together into a single scale. Moreover, we conducted reliability analyses
showing that the internal consistency was low when the reverse-scored item
was also included in the scale (a0 = .40 [Study 1]; a = .44 [Study 2]). When this
item was excluded, the internal consistency of the scale significantly improved
(o0 = .64 [Study 1]; « = .67 [Study 2]).

Lastly, participants were requested to answer several questions about their
firms (i.e., the number of employees and history of entrepreneurship) and
demographic questions such as gender, age, country of origin, and educa-
tion. Participants were subsequently debriefed, thanked, and paid for their
participation.

RESULTS

Preliminary Analyses

Structural equation modeling (SEM) using Mplus 7.4 (Muthén & Muthén,
1998-2015) was employed to analyze the data. For the examination of the
structural model, MLM estimator was chosen for its robustness to non-
normality in data that contain no missing values (Muthén & Muthén, 1998—
2015). Given our main focus on examining the relationships among con-
structs instead of the relationships among items within the constructs, item
parceling was conducted. For unidimensional variables, item parceling was
conducted by means of an item-to-construct balance method. For multidi-
mensional variables, item parceling was conducted by means of domain-
representative technique (Kishton & Widaman, 1994; Little et al., 2002;
Mashuri & van Leeuwen, 2017).%

The criterion of goodness of fit by Hu and Bentler (1999) was used to
assess the goodness of fit of the hypothesized model (without present time
perspective and growth-pursuit behaviors). The criterion suggests that

3 The results of EFA (principal axis factoring, oblique rotation) suggested that all variables
were unidimensional in Studies 1 and 2. We fixed some negative residual variances (parcel 1 in
opportunity variable [Studies 1 and 2] and parcel 2 in necessity [Study 1 only]) to zero.
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RMSEA values lower than .08 and CFI and TLI values above .90 are indica-
tors of good fits to the data. The results of the assessment of the goodness of
fit revealed that the hypothesized model fitted to the data well, both in Study
1 (RMSEA = .051, 90% CI = [0.000, 0.097], CFI = .990, TLI = .984) and
Study 2 (RMSEA = .040, 90% CI = [0.000, 0.083], CFI = .995, TLI = .992).

Hypothesis Testing

In line with Hypothesis la, opportunity-based entrepreneurship was posi-
tively associated with business growth intentions via future time perspective
(Study 1 p=.53, SE=.07, p < .01, 95% CI [0.392, 0.668]; Study 2 = .53, SE
= .06, p < .01, 95% CI [0.408, 0.647]). However, contrary to Hypothesis 1b,
future time perspective was not a significant mediator in the relationship
between necessity-based entrepreneurship and business growth intentions
(Study 1 p= .01, SE = .07, p = .85, 95% CI [-0.129, 0.159]; Study 2 p = —.01,
SE = .05, p =.78, 95% CI [-0.106, 0.080]). In this hypothesis testing, demo-
graphic variables (e.g., gender, age, education, country of origin) were not
included in the model.

We also examined the total effects of motives of entrepreneurship on busi-
ness growth intentions, the total effects of motives of entrepreneurship on
future time perspective, and the total effect of future time perspective on
business growth intentions. Opportunity-based entrepreneurship positively
predicted growth intentions (4 = .67, SE =.07, p< .01 [Study 1]; g = .69,
SE = .07, p < .01 [Study 2]). However, necessity-based entrepreneurship did
not significantly predict growth intentions (4 = .10, SE =.10, p = .30 [Study 1];
p = .14, SE = .08, p = .07 [Study 2]). Moreover, in both studies, opportu-
nity-based entrepreneurship positively predicted future time perspective
(p=.59, SE=.07, p <.01 [Study 1]; p = .70, SE = .05, p < .01 [Study 2]), and
yet necessity-based entrepreneurship did not significantly predict future time
perspective (f = .02, SE =.08, p = .85 [Study 1]; p = —.02, SE = .06, p = .78
[Study 2]). Future time perspective positively predicted growth intentions in
Studies 1 and 2 (8 = .91, SE =.06, p < .01 [Study 1]; f=.76, SE= .07, p < .01
[Study 2]). The comparison between the model tested in Studies 1 and 2 and
an alternative model can be found in the Online Appendix. The correlations
among our variables of interest in Studies 1 and 2 are presented in Tables 1
and 2.

DISCUSSION

The current findings are in line with the notion that opportunity-based en-
trepreneurship is positively and indirectly associated with business growth
intentions via increased future time perspective. However, necessity-based en-
trepreneurship was not found to be negatively and indirectly associated with

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
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TABLE 1
Means, Standard Deviations, and Correlations (Composite Scores) Among
Variables in Study 1

Variables Mean (SD) 1 2 3 4

1. Opportunity 4.76 (1.38) —.18* 53 A46%*

2. Necessity 4.00 (1.57) -.09 -.05

3. Future time 5.02 (1.33) T1E*E
perspective

4. Growth intentions 4.53 (1.40)

*p <.05; ¥*p < .01.

TABLE 2
Means, Standard Deviations, and Correlations (Composite Scores) Among
Variables in Study 2

Variables Mean (SD) 1 2 3 4

1. Opportunity 5.08 (1.37) -.30% O7** 53%*

2. Necessity 3.20 (1.73) —26%* -.04

3. Future time 5.21 (1.40) 63%*
perspective

4. Growth intentions 4.28 (1.56)

*p <.05; ¥*p < .01.

business growth intentions via decreased future time perspective. Therefore,
Hypothesis 1a, but not Hypothesis 1b, was supported by the data.

It is also worth noting that the comparison between the hypothesized
model and an alternative model in Study 1 yielded a different outcome than
that in Study 2. That is, a fit improvement could be gained by adding direct
paths from opportunity and necessity motives to business growth intentions
in Study 2, but not in Study 1. We addressed this inconsistency in Study 3.

Study 3

Study 3 was conducted among a sample of small-business owners in the
Republic of Indonesia. In contrast to most of the Western nations in Studies
1 and 2, the Republic of Indonesia is categorized as a developing country.
The context of entrepreneurship and the characteristics of small-business
owners here may be different from those in developed countries. For instance,
small-business owners in developing countries have a more limited access to
finance for business growth, their businesses are usually informal (i.e., not
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registered in the government), and the business environment tends to con-
strain business growth (Nichter & Goldmark, 2009). Reynolds et al. (2001)
suggested that many small-business owners in developing countries start their
businesses out of the need to escape unemployment. This may be related to
the fact that the social security system for unemployed citizens in developing
countries is not as secure and extensive as in developed countries. Given these
differences, conducting Study 3 in a sample of Indonesian small-business
owners would allow us to test the generalizability of the results obtained in
Studies 1 and 2 to different social, cultural, and economic contexts. Moreover,
Study 3 included the examination of Hypotheses 1c¢ to 2¢c. Thus, the full hy-
pothesized model that included present time perspective and growth-pursuit
behaviors was examined in this study.

METHOD

Participants, Firm Characteristics, and Design

The study was a cross-sectional study conducted in the greater Jakarta metro-
politan area, which consists of Jakarta and its surrounding cities (i.e. Bogor,
Depok, Tangerang, and Bekasi). This area is known as the melting pot of
Indonesian cultures as well as an important economic center of Indonesia
(Susilo, Joewono, Santosa, & Parikesit, 2007). A total of 254 Indonesian
small-business owners residing in the area (105 female and 149 male,
M, = 34.71, SD,,, = 7.52) participated in structured interviews for a mone-
tary compensation.* On average, participants had been a business owner for
5.01 years (SD = 3.40), and their current firms had been operating for
4.43 years (SD = 3.01); 231 participants (90.90%) reported that they had < 5
employees in their firms (M = 2.51, SD = 2.02), range 0-15; 192 participants
(75.60%) reported that they had either a bachelor degree or only a senior high
school degree. Information concerning firm characteristics is presented in the
Online Appendix.

Procedures and Measures

Research assistants who had received instructions in how to conduct a structured
interview conducted the interviews in Indonesian. Each interview lasted approxi-
mately 25 minutes. Research assistants recruited participants in one of two ways:
95 participants were contacted and approached through personal contacts and
those interested in participation were subsequently scheduled for an interview;

* Due to time constraints, a few participants took the questionnaires home, and therefore
completed them on their own.
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the other 159 participants were randomly approached in their business establish-
ments (e.g., shops, restaurants, offices)—research assistants visited various areas
in the Greater Jakarta Area where small businesses were commonly found, such
as markets or small shopping centers. In both recruitment procedures, research
assistants were instructed to approach and recruit small-business owners special-
izing in diverse types of industry, ranging from the service industry to the raw
materials industry. There was a minimum of three buildings in between two par-
ticipants’ business establishments to ensure that participants’ responses to the in-
terview questions were independent of neighboring participants’ responses. The
interviews included a scale used in the previous studies (i.e., motives of entrepre-
neurship [0ty = 2935 Cpecessiy = -911) and a number of new scales that are
described befow. A table containing an overview of the measures used in Studies
1,2, and 3 can be found in the Online Appendix.

Future Time Perspective. Future time perspective in the context of
entrepreneurship scale consisted of five items (e.g., “I like to plan far ahead in
running my business,” “In running my business, I care about how my business
will fare in the future,” « = .97), to which participants were asked to respond
on a 7-point scale (1 = completely disagree, 7 = completely agree).

Present Time Perspective. The present time perspective in the context of
entrepreneurship scale consisted of three items (e.g., “In running my business,
I mostly focus on how my business operates day by day,” “In running my
business, the current condition of my business is the thing that I mainly focus
on,” « = .91). Participants were asked to respond to each item on a 7-point
scale (1 = completely disagree, 7 = completely agree).

Business Growth Intentions. The business growth intentions scale
consisted of two items from a business growth intentions scale (Zampetakis
et al., 2016), one item from the business growth intentions scale (i.e. “I
intend to grow my business”) used in Studies 1 and 2, and five items that
were developed by the authors (e.g., “Making my business grow is something
that I would very much like to do,” “I plan to perform strategies to grow
my business,” a = .96). Participants were asked to respond to each item on
a 7-point scale, ranging from 1 = extremely unlikely to 7 = extremely likely.

Growth-Pursuit Behaviors Index. The growth-pursuit behaviors index
consisted of four dimensions related to areas crucial for business growth,
namely marketing, network, skills, and finance. These dimensions were chosen

5 The present time perspective scale initially consisted of five items. We excluded two items
because of loading issues with the necessity-based entrepreneurship scale.
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based on past research on factors affecting business growth. A study by Brush,
Ceru, and Blackburn (2009) demonstrated that marketing strategies and
financial ability play a crucial role in determining whether or not a company
can grow fast. Without focusing on finance and marketing, a company will have
a hard time increasing their sales and revenues. The study also demonstrated
that having good quality of human resources in the company, consciously
managing the rate of growth, and carefully managing customer relationships
are important contributing factors to the realization of company growth,
which we believe require owner’s entrepreneurial skills. Indeed, Sambasivan,
Abdul, and Yusop (2009) found that entrepreneurs’ qualities and management
skills positively contribute to the venture growth performance. Lee and Tsang
(2001) revealed that networking has a positive effect on venture growth. The
underlying explanation for the positive effect is that connections and other
resources through business partners may help business owners generate new
ideas and solve problems, which will eventually facilitate their business growth.

In this index, each dimension was assessed with a list of three different
growth-pursuit behaviors. Participants were asked to indicate whether or not
they had engaged in specific growth pursuit behaviors in the past 12 months
(e.g., Marketing: “Have you been marketing your products digitally, such as via
social media or internet?” [a = .47]; Network: “Have you been a member of a
small business community where you can build a network with other small-busi-
ness owners?” [ = .81]; Personal skills: “Have you attended seminars/trainings/
courses, or following education for your business growth?” [a = .57]; Finance:
“Have you sought assistance or loans from banks/NGOs/government, or other
institutions, for your business growth?” [a = .38]). Participants were asked to
respond to each item in the list in a yes/no format. Although the internal con-
sistency of most of the subscales was low, index construction was still justified
because it was formed based on aggregates of causal indicators forming a latent
behavioral variable that can be valid despite low internal consistency (Bollen
& Lenox, 1991). In addition, behaviors listed in a measure assessing a latent
behavioral variable do not always need to co-occur (e.g., Gabriel, Banse, & Hug,
2007), and thus a low internal consistency is often inevitable.

Several questions concerning their firm characteristics and demographic
questions were also presented to participants. Upon completion, participants
were thanked, debriefed, and given their compensations.®

® Participants were also presented with several scales and questions for exploratory reasons,
such as a question concerning perceived opportunity, financial scarcity scale, scarcity of work
scale, a question that asks participants to describe their businesses, a scale measuring plans on
engaging growth-pursuit behaviors in the future, questions concerning their perceived impor-
tance of growth-pursuit behaviors for business growth, and the Balanced Time Perspective Scale
by Webster (2011).
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RESULTS

Preliminary Analyses

Structural equation modeling (SEM) using Mplus 7.4 (Muthén & Muthén,
1998-2015) was employed to analyze the data, using the same approach as in
Studies 1 and 2. The analysis of goodness of fit revealed that the hypothesized
model did not fit the data well (RMSEA = .083, 90% CI =[0.068, 0.099], CF1 =
.97, TLI = .96). Thus, it was necessary to revise the model in order to im-
prove its fit. Given that previous research has shown that motives of entrepre-
neurship can be associated with growth orientation and proactiveness (e.g.,
Berner et al., 2012; van der Zwan et al., 2016), it is likely that the inclusion of
direct paths from motives of entreprencurship to growth-pursuit behaviors
would improve the model fit. We therefore compared the hypothesized model
with an alternative model which included direct paths from motives of en-
trepreneurship to growth-pursuit behaviors. The analysis of goodness of fit
revealed that the alternative model fitted the data well (RMSEA = .079, 90%
CI =[0.063, 0.095], CFI = .98, TLI = .97). Moreover, the chi-square of the al-
ternative model (X2 (54) = 138.743) was significantly different from that of the
hypothesized model (X2 (56) = 154.370; sz (2) = 15.769, p = .00), indicating
that there was a fit improvement gained by adding direct paths from motives
of entrepreneurship to growth-pursuit behaviors. Thus, we revised our hy-
pothesized model by including direct paths from motives of entrepreneurship
to growth-pursuit behaviors.

Hypothesis Testing

Hypotheses 1a, 1b, and 1c. Opportunity-based entrepreneurship
was positively associated with business growth intentions via future time
perspective (f = .72, SE = .04, p < .01, 95% CI [0.642, 0.787]). Necessity-
based entrepreneurship was negatively associated with business growth
intentions via future time perspective (f = —.12, SE = .04, p < .01, 95% CI
[-0.200, —0.036]), but not via present time perspective (f = —.02, SE = .02,
p=.34,95% CI[-0.065,0.023]). These results provided support for Hypothesis
la and 1b, but not Hypothesis lc. The finding regarding Hypothesis 1b
appears incongruent with Studies 1 and 2 and will be discussed in the General
Discussion.

Hypotheses 2a, 2b, and 2c. In support of Hypothesis 2a, opportunity-
based entrepreneurship was positively associated with growth-pursuit
behaviors via future time perspective (f = .46, SE = .08, p < .01, 95% CI
[0.200, 0.439]). Moreover, in support of Hypotheses 2b and 2c, necessity-
based entrepreneurship was negatively associated with growth-pursuit
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TABLE 3
Means, Standard Deviations, and Correlations (Composite Scores) Among
Variables in Study 3

Variables Mean (SD) 1 2 3 4 5 6

1. Opportunity 5.39 (1.20) —A41% 81k 33k 7R STEX
2. Necessity 3.71 (1.65) —ATEE T4EE - 4e*E —.64%F
3. Future time perspective 4.88 (1.28) —35%%k  gRwEk  6OFF
4. Present time perspective 4.99 (1.28) — 37k —.64%*
5. Growth intentions 5.26 (1.17) 67%*
6. Growth-pursuit behaviors 5.71 (1.05)

*p <.05; **p < .01.

behaviors via future time perspective (f = —.08, SE = .03, p < .01, 95% CI
[-0.129, —0.022]) and present time perspective (f = —.16, SE = .04, p < .01,
95% CI [-0.241, —0.069]). In this hypothesis testing, demographic variables
were not included in the model. The comparison between the model tested in
Study 3 and an alternative model can be found in the Online Appendix. The
correlations among our variables of interest are presented in Table 3.

DISCUSSION

Study 3 demonstrated that opportunity-based entrepreneurship was pos-
itively and indirectly associated with both business growth intentions and
engagement in growth-pursuit behaviors via increased future time perspec-
tive. On the other hand, necessity-based entrepreneurship was negatively and
indirectly associated with current engagement in growth-pursuit behaviors
via both decreased future time perspective and increased present time per-
spective. Interestingly, the indirect association between necessity-based en-
trepreneurship and business growth intentions was significant via decreased
future time perspective only. This will be discussed further in the General
Discussion.

GENERAL DISCUSSION

The results of the three studies confirmed the vital role of time perspective
in explaining why and sow motives of entrepreneurship relate to the pursuit
of business growth. Across three studies, opportunity-based entrepreneur-
ship was found to be positively and indirectly associated with the pursuit
of business growth (i.e., business growth intentions and engagement in
growth-pursuit behaviors) via increased future time perspective. It supports
the idea that opportunity-based small-business owners pay a lot of atten-
tion to the long-term viability and future of their businesses, which makes
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it more likely for them to understand and foresee the benefits of business
growth. In other words, future time perspective in the context of entrepre-
neurship is a variable that may facilitate opportunity-based small-business
owners’ intentions to pursue business growth as well as engagement in
growth-pursuit behaviors.

In terms of necessity-based entrepreneurship, the results were mixed.
Study 3 indicated that necessity-based entrepreneurship was negatively
and indirectly associated with both business growth intentions and current
engagement in growth-pursuit behaviors via lower levels of future time
perspective. However, Studies 1 and 2 did not find a negative and indirect
link between necessity-based entrepreneurship and growth intentions via
lower levels of future time perspective. There are two possible explanations
for this inconsistency. First, it is possible that participants in Studies 1 and
2 were strongly present-oriented, but not necessarily less future-oriented.
Given that present time perspective and future time perspective are two
different constructs (Keough et al., 1999), being strongly present-oriented
does not automatically cause one to be less future-oriented. We cannot
verify this as we did not include a measure of present time perspective in
Studies 1 and 2.

Second, there is a cultural and social difference between the participants
in Study 1 and 2 on one hand, and Study 3 on the other hand, which might
explain the different findings between the studies. Participants in Studies 1
and 2 were mostly from Western countries in which the economic as well
as the social structures are generally different from those in Indonesia. For
example, the social security systems in Western countries are more developed
than those in Indonesia. The well-developed social security systems allow
necessity-based small-business owners in Western countries to receive social
security benefits from their governments should they have no income due to
the failure of their businesses to survive in the present. Therefore, necessity-
based small-business owners in Western countries may not always neglect
the future and the growth of their businesses because the pressure to focus
on ensuring that their businesses can function properly in the present at the
exclusion of all else may not be as high as it is in places in which social secu-
rity systems are less well established.

Results from Study 3 showed that present time perspective was unrelated
to the intentions to pursue business growth. Unlike future time perspec-
tive which was found to be positively associated with both business growth
intentions and current engagement in growth-pursuit behaviors, present time
perspective was negatively related to current engagement in growth-pursuit
behaviors, but not growth intentions. The reluctance of small-business own-
ers who were strongly present-oriented in running their businesses to engage
in growth-pursuit behaviors may have been caused by the fact that they were
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fully occupied with present-oriented activities related to the daily functioning
of their businesses. They were simply busy focusing on present-oriented tasks
of daily survival, thereby ignoring growth-pursuit behaviors that might have
benefits only in the future but not today.

Limitations and Suggestions for Future Research

There are limitations to this research and suggestions that future researchers
may want to take into account. Firstly, the studies presented in this paper
were cross-sectional and correlational in nature, which means that we cannot
infer causal links. Thus, future research can employ a longitudinal design in
which participants’ engagement in growth-pursuit behaviors is measured at
one point in time, and business growth intentions and time perspective are
measured at a different point in time. This method will allow researchers to
examine the causal links between variables.

Secondly, we tested the prediction that small-business owners who are
necessity-based are inclined to be more present-oriented in running their
businesses, and thus are less likely to intend to grow their businesses and
engage in growth-pursuit behaviors. This prediction is based on the ratio-
nale that necessity-based small-business owners tend to focus on tasks in
the present (e.g., ensuring that their businesses can generate sufficient daily
income, ensuring that their businesses fare well in the present) as they find
these tasks crucial or urgent. However, the current research did not include
an assessment of small-business owners’ perceived urgency of present-
oriented tasks. As a result, we cannot definitely conclude that the tendency
to be present-oriented in running a business among small-business owners
who are inclined to be necessity-based actually results from the fact that they
perceive present-oriented tasks as highly important. Future research may tap
into small-business owners’ perception regarding present-oriented tasks, par-
ticularly their perceived urgency of these tasks. That way, it could examine
whether necessity-based small-business owners are inclined to be present-
oriented because they perceive present-oriented tasks as highly crucial for
their survival, or perhaps there are other factors at play (e.g., lack of knowl-
edge on the importance of focusing on long-term business plans).

Thirdly, we measured participants’ engagement in growth-pursuit behaviors
by using a self-report measure. Thus, it is possible that participants’ responses
may have been influenced by social desirability bias. However, we believe
that the measure of growth-pursuit behaviors used in the current research is
still valuable as it taps into activities related to multiple aspects of business
that are crucial for business growth, such as marketing, network, skills, and
finance. This measure allowed us to examine engagement in growth-pursuit
behaviors in a holistic manner.
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Implications

With regards to theoretical implications, previous research suggests that the
aspiration to pursue business growth is positively associated with opportunity-
based entrepreneurship, and negatively associated with necessity-based entre-
preneurship (e.g., Reynolds et al., 2002). The results of the three studies yield
a model that provides us with novel insights into the role of time perspec-
tive in the association between motives of entrepreneurship and the pursuit
of business growth. Given that the studies were conducted among small-
business owners in various cultures, this model can be useful for explain-
ing variations in levels of willingness to pursue business growth among
small-business owners across different social and cultural contexts. As such,
the model contributes to our knowledge of factors that account for variations
in levels of willingness to pursue business growth (Wiklund et al., 2003).

With regards to practical implications, the current findings provide valu-
able information that should be taken into account when designing strate-
gies aimed at stimulating business growth among small-business owners. As
outlined in the Introduction, the growth of small businesses benefits both
the business owners themselves as well as the economies they are part of
on various levels. However, many small-business owners avoid the pursuit
of business growth (e.g., Gundry & Welsch, 2001). This fact prompts policy
makers and practitioners to design programs for assisting small businesses to
grow. These programs (e.g., training, loan programs) are usually focused on
providing small-business owners with tools and resources needed for busi-
ness growth, such as skills or working capital. However, the current findings
revealed that the lack of business growth pursuit among small-business own-
ers may also stem from their time perspective in running the business. Many
small-business owners, particularly those who engage in entrepreneurship out
of necessity, are busy focusing on present-oriented tasks because they want
their businesses to function well on a daily basis. They cannot afford losing
their businesses as they have no other means of generating income. Such cir-
cumstances lead to a pressure to focus on present-oriented tasks, which are
deemed essential for survival.

In an effort to boost small business growth, it is undoubtedly important
to look more closely at the exclusive focus on present-oriented tasks among
necessity-based small-business owners. One way to address this issue may be
by providing some form of social security benefits that can serve as a “safety
net” for necessity-based small-business owners. For instance, policy makers
can create policies in which individuals who engage in entrepreneurship due
to the absence of other options for work will receive a monthly benefit when
they are willing to actively participate in programs aimed at assisting small
businesses to grow. The presence of a monthly benefit that can help cover

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.



MOTIVES AND GROWTH PURSUIT 21

basic necessities may reduce the pressure to focus attention solely on present-
oriented tasks for the sake of survival. This will leave more “attentional
resources” that can be utilized to focus on the future as well as the long-terms
plan concerning business growth.

CONCLUSION

Why do small-business owners who are mainly driven by the exploitation and
pursuit of business opportunities tend to be eager to pursue business growth,
while those who are mainly driven by necessity tend to be less interested in
pursuing business growth? The work presented in this paper sheds some light
on the answer to this question. Small-business owners whose entrepreneurship
is driven by the pursuit of opportunities are more likely to be future-oriented
and engage in the pursuit of business growth, while those whose entrepre-
neurship is driven by the need to make a living are not future-oriented, and
thus are less likely to engage in the pursuit of business growth. This lends sup-
port to the notion that small-business owners’ time perspective plays a vital
role in explaining why and how opportunity-based small-business owners and
necessity-based small-business owners differ in their levels of business growth
pursuit. In essence, this article conveys a very important message: Instead of
thinking that tomorrow is another day, small-business owners who want their
business to thrive should think that tomorrow is a day that they must prepare
for today.

ACKNOWLEDGEMENTS

This research was supported by a full PhD scholarship for the first author,
provided by the Indonesian Endowment Fund for Education (LPDP). The
funder has no role in study design, data collection and analysis, decision to
publish, or preparation of the manuscript.

REFERENCES

Adams, J., & White, M. (2009). Time perspective in socioeconomic inequalities in
smoking and body mass index. Health Psychology, 28(1), 83-90. https://doi.
org/10.1037/0278-6133.28.1.83

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predicting social behav-
ior. Englewood Cliffs, NJ: Prentice-Hall.

Amit, R., & Muller, E. (1995). “Push” and “pull” entrepreneurship. Journal of
Small Business and Entrepreneurship, 12(4), 64-80. https://doi.org/10.1080/08276
331.1995.10600505

Berner, G.E., Gémez, G.M., & Knorringa, P. (2012). Helping a large number of peo-
ple become a little less poor. European Journal of Development Research, 24(3),
382-396. https://doi.org/10.1057/ejdr.2011.61

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.


https://doi.org/10.1037/0278-6133.28.1.83
https://doi.org/10.1037/0278-6133.28.1.83
https://doi.org/10.1080/08276331.1995.10600505
https://doi.org/10.1080/08276331.1995.10600505
https://doi.org/10.1057/ejdr.2011.61

22 PRASASTYOGA ET AL.

Berry, M. (1998). Strategic planning in small high-tech companies. Long Range
Planning, 31(3), 455-466. https://doi.org/10.1016/S0024-6301(98)80012-5

Block, JH., & Wagner, M. (2010). Necessity and opportunity entrepreneurs in
Germany: Characteristics and earnings differentials. Schmalenbach Business
Review, 62(2), 154-174. https://doi.org/10.1007/BF03396803

Bollen, K., & Lennox, R. (1991). Conventional wisdom on measurement: A structural
equation perspective. Psychological Bulletin, 110, 305-314.

Brush, C.G., Ceru, D.J., & Blackburn, R. (2009). Pathways to entrepreneurial growth:
The influence of management, marketing, and money. Business Horizons, 52(5),
481-491. https://doi.org/10.1016/j.bushor.2009.05.003

Burnham, K.P., & Anderson, D.R. (2004). Multimodel inference understanding AIC
and BIC in model selection. Sociological Methods & Research, 33,261-304. https://
doi.org/10.1177/0049124104268644

Castrogiovanni, G.J. (1996). Pre-startup planning and the survival of new small busi-
nesses: Theoretical linkages. Journal of Management, 22(6), 801-822. https://doi.
org/10.1177/014920639602200601

Davis, ED., & Warshaw, PR. (1992). What do intentions scale measure? Journal of
General Psychology, 119(4), 391-407. https://doi.org/10.1080/00221309.1992.
9921181

Dutton, J.E., Roberts, L. M., & Bednar, J. (2010). Pathways for positive identity
construction at work: Four types of positive identity and the building of social
resources. The Academy of Management Review, 35(2), 265-293. https://doi.
org/10.5465/AMR.2010.48463334

Gabriel, U., Banse, R., & Hug, F. (2007). Predicting private and public helping be-
haviour by implicit attitudes and the motivation to control prejudiced reactions.
British Journal of Social Psychology, 46, 365-382. https://doi.org/10.1348/01446
6606X120400

Gielnik, M.M., Zacher, H., & Frese, M. (2012). Focus on opportunities as a mediator
of the relationship between business owners’ age and venture growth. Journal of
Business Venturing, 27(1), 127-142. https://doi.org/10.1016/j.jbusvent.2010.05.002

Gilad, B., & Levine, P. (1986). A behavioural model of entrepreneurial supply. Journal
of Small Business Management, 24(4), 45-54. https://doi.org/10.1108/1355255051
0580834

Gundry, L., & Welsch, H. (2001). The ambitious entrepreneur: High growth strate-
gies of women-owned enterprises. Journal of Business Venturing, 16(5), 453-470.
https://doi.org/10.1016/S0883-9026(99)00059-2

Hu, L.T., & Bentler, PM. (1999). Cutoff criteria for fit indexes in covariance struc-
ture analysis: Conventional criteria versus new alternatives. Structural Equation
Modeling: A Multidisciplinary Journal, 6(1), 1-55.

Joo, B., & Park, S. (2010). Career satisfaction, organizational commitment, and turn-
over intention: The effects of goal orientation, organizational learning culture and
developmental feedback. Leadership and Organization Development Journal, 31(6),
482-500. https://doi.org/10.1108/01437731011069999

Kautonen, T., & Palmross, J. (2010). The impact of a necessity-based start-up on
subsequent entrepreneurial satisfaction. International Entrepreneurship and
Management Journal, 6(3), 285-300. https://doi.org/10.1007/s11365-008-0104-1

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.


https://doi.org/10.1016/S0024-6301(98)80012-5
https://doi.org/10.1007/BF03396803
https://doi.org/10.1016/j.bushor.2009.05.003
https://doi.org/10.1177/0049124104268644
https://doi.org/10.1177/0049124104268644
https://doi.org/10.1177/014920639602200601
https://doi.org/10.1177/014920639602200601
https://doi.org/10.1080/00221309.1992.9921181
https://doi.org/10.1080/00221309.1992.9921181
https://doi.org/10.5465/AMR.2010.48463334
https://doi.org/10.5465/AMR.2010.48463334
https://doi.org/10.1348/014466606X120400
https://doi.org/10.1348/014466606X120400
https://doi.org/10.1016/j.jbusvent.2010.05.002
https://doi.org/10.1108/13552550510580834
https://doi.org/10.1108/13552550510580834
https://doi.org/10.1016/S0883-9026(99)00059-2
https://doi.org/10.1108/01437731011069999
https://doi.org/10.1007/s11365-008-0104-1

MOTIVES AND GROWTH PURSUIT 23

Keough, K.A., Zimbardo, P.G., & Boyd, J.N. (1999). Who’s smoking, drinking and
using drugs? Time perspective as a predictor of substance use. Basic and Applied
Social Psychology, 21, 149-164. https://doi.org/10.1207/S15324834BA210207

Kishton, JM., & Widaman, K.F. (1994). Unidimensional versus domain represen-
tative parceling of questionnaire items: An empirical example. Educational and
Psychological Measurement, 54, 757-765.

Kooij, D.T.A.M., Kanfer, R., Betts, M., & Rudolph, C.-W. (2018). Future time per-
spective: A systematic review and meta-analysis. Journal of Applied Psychology,
103(8), 867-893. https://doi.org/10.1037/apl0000306

Koster, E.H., Crombez, G., van Damme, S., Verschuere, B., & De Houwer, J. (2004).
Does imminent threat capture and hold attention? Emotion, 4(3), 312-317. https://
doi.org/10.1037/1528-3542.4.3.312

Laureiro-Martinez, D., Trujillo, C.A., & Unda, J. (2017). Time perspective and age:
A review of age associated differences. Frontiers in Psychology, 8(101), https://doi.
org/10.3389/fpsyg.2017.00101

Lee, D.Y., & Tsang, E.-W.K. (2001). The effects of entrepreneurial personality, back-
ground, network activities on venture growth. Journal of Management Studies,
38(4), 583-602. https://doi.org/10.1111/1467-6486.00250

Little, T.D., Cunningham, W.A., Shahar, G., & Widaman, K.F. (2002). To parcel or
not to parcel: Exploring the question, weighing the merits. Structural Equation
Modeling, 9, 151-173.

Lumpkin, G.T., Brigham, K., & Moss, T.W. (2010). Long-term orientation:
Implications for entrepreneurial orientation and performance of family busi-
nesses. Entrepreneurship and Regional Development, 22(3), 241-264. https://doi.
org/10.1080/08985621003726218

Mashuri, A., & van Leeuwen, E. (2017). Predicting support for reconciliation in sep-
aratist conflict. Personality and Social Psychology Bulletin, 44(2), 173-185, https://
doi.org/10.1177/0146167217733076

Mooney, A., Earl, JK., Mooney, C.H., & Bateman, H. (2017). Using balanced
time perspective to explain well-being and planning in retirement. Frontiers in
Psychology, 8, 1781. https://doi.org/10.3389/fpsyg.2017.01781

Muthén, L.K., & Muthén, B.O. (1998-2015). Mplus user’s guide (7th ed.). Los Angeles,
CA: Author.

Nichter, S., & Goldmark, L. (2009). Small firm growth in developing countries. World
Development, 37(9), 1453-1464. https://doi.org/10.1016/j.worlddev.2009.01.013
Notebaert, L., Crombez, G., van Damme, S., Durnez, W., & Theeuwes, J. (2013).
Attentional prioritization of threatening information: Examining the role of the
size of the attentional window. Cognition and Emotion, 27(4), 621-631. https://doi.

org/10.1080/02699931.2012.730036

Obi, J., Ibidunni, A.S., Tolulope, A., Olokundun, M.A., Amaihan, A.B., Borishade,
T.T., & Fred, P. (2018). Contribution of small and medium enterprises to economic
development: Evidence from a transiting economy. Data in Brief, 18, 835-839.
https://doi.org/10.1016/j.dib.2018.03.126

OECD. (2000). OECD small and medium enterprise outlook 2000. Available from:
http://www.oecd-ilibrary.org.ezproxy.leidenuniv.nl:2048/industry-andservices/

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.


https://doi.org/10.1207/S15324834BA210207
https://doi.org/10.1037/apl0000306
https://doi.org/10.1037/1528-3542.4.3.312
https://doi.org/10.1037/1528-3542.4.3.312
https://doi.org/10.3389/fpsyg.2017.00101
https://doi.org/10.3389/fpsyg.2017.00101
https://doi.org/10.1111/1467-6486.00250
https://doi.org/10.1080/08985621003726218
https://doi.org/10.1080/08985621003726218
https://doi.org/10.1177/0146167217733076
https://doi.org/10.1177/0146167217733076
https://doi.org/10.3389/fpsyg.2017.01781
https://doi.org/10.1016/j.worlddev.2009.01.013
https://doi.org/10.1080/02699931.2012.730036
https://doi.org/10.1080/02699931.2012.730036
https://doi.org/10.1016/j.dib.2018.03.126
http://www.oecd-ilibrary.org.ezproxy.leidenuniv.nl:2048/industry-andservices/oecd-small-and-medium-enterprise-outlook-2000_sme_outlook-2000-en

24 PRASASTYOGA ET AL.

oecd-small-and-medium-enterprise-outlook-2000_sme_outlook-2000-en. https://
doi.org/10.1787/1999138x.

Przepiorka, A. (2016). What makes successful entrepreneurs different in temporal
and goal-commitment dimensions? Time & Society, 25(1), 40-60. https://doi.
org/10.1177/0961463X15577264

Ranyane, K.A. (2015). Survivalist entrepreneurship: An income generating alterna-
tive for the unemployed populace. Mediterranean Journal of Social Sciences, 6(4),
301-306. https://doi.org/10.5901/mjss.2015.v6n4p301

Rauch, A., & Rijsdijk, S.A. (2013). The effects of general and specific human capital
on long-term growth and failure of newly founded businesses. Entrepreneurship
Theory & Practice, 37(4), 923-941. https://doi.org/10.1111/j.1540-6520.2011.00487

Reynolds, P.D., Bygrave, W.D., Autio, E., Cox, L.W., & Hay, M. (2002). Global entrepre-
neurship monitor: 2002 executive report. Kansas City, MI: Ewing Marion Kauffman
Foundation. Retrieved from: http://www.esbri.se/gemglobalreport_2002.pdf.

Reynolds, P.D., Camp, S.M., Bygrave, W.D., Autio, E., & Hay, M. (2001). Global entre-
preneurship monitor: 2001 executive report. Kansas City, MI: Kauffman Center for
Entreprenecurial Leadership. Retrieved from: http://unpanl.un.org/intradoc/group
s/public/documents/un/unpan002481.pdf.

Robson, PJ.A., & Bennett, R.J. (2000). SME growth: The relationship with business
advice and external collaboration. Small Business Economics, 15(3), 193-208.

Roénnlund, M., & Carelli, M.G. (2018). Time perspective biases are associated with poor
sleep quality, daytime sleepiness, and lower levels of subjective well-being among older
adults. Frontiers in Psychology, 9, 1356. https://doi.org/10.3389/fpsyg.2018.01356

Sahasranamam, S., & Sud, M. (2016). Opportunity and necessity entrepreneurship:
A comparative study of India and China. Academy of Entrepreneurship Journal,
22(1), 21-40.

Sambasivan, M., Abdul, M., & Yusop, Y. (2009). Impact of personal qualities
and management skills of entrepreneurs on venture performance in Malaysia:
Opportunity recognition skills as a mediating factor. Technovation, 29(11), 798—
805. https://doi.org/10.1016/j.technovation.2009.04.002

Scott, M., & Bruce, R. (1987). Five stages of growth in small business. Long Range
Planning, 20(3), 45-52. https://doi.org/10.1016/0024-6301(87)90071-9

Serviere, L. (2010). Forced to entrepreneurship: Modelling the factors behind neces-
sity entrepreneurship. Journal of Business and Entrepreneurship, 22(1), 37-53.

Shepherd, D.A., & Patzelt, H. (2018). Entrepreneurial cognition. Cham: Palgrave
Macmillan.

Simons, J., Vansteenkiste, M., Lens, W., & Lacante, M. (2004). Placing motivation and
future time perspective in a temporal perspective. Educational Psychology Review,
16(2), 121-139. https://doi.org/10.1023/B:EDPR.0000026609.94841.2f

Susilo, Y.O., Joewono, T.B., Santosa, W., & Parikesit, D. (2007). A reflection of mo-
torization and public transport in Jakarta metropolitan area. IATSS Research,
31(1), 59-68. https://doi.org/10.1016/S0386-1112(14)60184-9

Tajfel, H., & Turner, J.C. (2004). The social identity theory of intergroup behavior.
In J.T. Jost&lJ. Sidanius (Eds.) Key readings in social psychology. Political psychol-
ogy: Key readings (pp. 276-293). New York, NY: Psychology Press. https://doi.
0rg/10.4324/9780203505984-16

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.


http://www.oecd-ilibrary.org.ezproxy.leidenuniv.nl:2048/industry-andservices/oecd-small-and-medium-enterprise-outlook-2000_sme_outlook-2000-en
https://doi.org/10.1787/1999138x
https://doi.org/10.1787/1999138x
https://doi.org/10.1177/0961463X15577264
https://doi.org/10.1177/0961463X15577264
https://doi.org/10.5901/mjss.2015.v6n4p301
https://doi.org/10.1111/j.1540-6520.2011.00487
http://www.esbri.se/gemglobalreport_2002.pdf
http://unpan1.un.org/intradoc/groups/public/documents/un/unpan002481.pdf
http://unpan1.un.org/intradoc/groups/public/documents/un/unpan002481.pdf
https://doi.org/10.3389/fpsyg.2018.01356
https://doi.org/10.1016/j.technovation.2009.04.002
https://doi.org/10.1016/0024-6301(87)90071-9
https://doi.org/10.1023/B:EDPR.0000026609.94841.2f
https://doi.org/10.1016/S0386-1112(14)60184-9
https://doi.org/10.4324/9780203505984-16
https://doi.org/10.4324/9780203505984-16

MOTIVES AND GROWTH PURSUIT 25

Torres, N. J. L., & Watson, W. (2013). An examination of the relationship between
manager self-efficacy and entrepreneurial intentions and performance in Mexican
small businesses. Contaduria Y Administracion, 58(3), 65-87.

Van der Lee, J. (2016). The costs of scarcity? A conditional process analysis of the influ-
ence of scarcity and emotions on decision making (Master’s thesis). Retrieved from
https://openaccess.leidenuniv.nl/handle/1887/45521.

Van der Zwan, P, Thurik, R., Verheul, 1., & Hessels, J. (2016). Factors influencing the
entrepreneurial engagement of opportunity and necessity entrepreneurs. Eurasian
Business Review, 6(3), 273-295. https://doi.org/10.1007/s40821-016-0065-1

Verheul, 1., & van Mil, L. (2011). What determines the growth ambition of Dutch
early-stage entrepreneurs? International Journal of Entrepreneurial Venturing, 3(2),
183-207. https://doi.org/10.1504/1JEV.2011.039340

Wang, Y., & Poutziouris, P. (2010). Entrepreneurial risk taking: Empirical evidence
from UK family firms. Entrepreneurial Behavior & Research, 16(5), 370-388.
https://doi.org/10.1108/13552551011071841

Webster, J.D. (2011). A new measure of time perspective: Initial psychometric findings
for the balanced time perspective scale (BTPS). Canadian Journal of Behavioral
Sciences, 43(2), 111-118. https://doi.org/10.1037/a0022801

Wiklund, J., Davidsson, P, & Delmar, F. (2003). What do they think and feel about
growth? An expectancy-value approach to small business managers’ attitudes to-
ward growth. Entrepreneurship Theory and Practice, 27(3), 247-270. https://doi.
org/10.1111/1540-8520.t01-1-00003

Zampetakis, L.A., Bakatsaki, M., Kafetsios, K., & Moustakis, V.S. (2016). Sex dif-
ferences in entrepreneurs’ business growth intentions: An identity approach.
Journal of Innovation and Entrepreneurship, 5(29), https://doi.org/10.1186/s1373
1-016-0057-5

Zimbardo, PG., & Boyd, JN. (1999). Putting time into perspective: A valid, reli-
able individual-differences metric measurement. Journal of Personality and Social
Psychology, 77, 1271-1288. https://doi.org/10.1037/0022-3514.77.6.127

Zimbardo, P.G., & Boyd, J. (2008). The time paradox: The new psychology of time that
can change your life. New York: Free Press.

Zimbardo, P.G., Keough, K.A., & Boyd, J.N. (1997). Present time perspective as a
predictor of risky driving. Personality and Individual Differences, 23(6), 1007-1023.
https://doi.org/10.1016/S0191-8869(97)00113-X

SUPPORTING INFORMATION

Additional supporting information may be found in the online version of
this article at the publisher’s web site:

© 2020 The Authors. Applied Psychology published by John Wiley & Sons Ltd on behalf of
International Association of Applied Psychology.


https://openaccess.leidenuniv.nl/handle/1887/45521
https://doi.org/10.1007/s40821-016-0065-1
https://doi.org/10.1504/IJEV.2011.039340
https://doi.org/10.1108/13552551011071841
https://doi.org/10.1037/a0022801
https://doi.org/10.1111/1540-8520.t01-1-00003
https://doi.org/10.1111/1540-8520.t01-1-00003
https://doi.org/10.1186/s13731-016-0057-5
https://doi.org/10.1186/s13731-016-0057-5
https://doi.org/10.1037/0022-3514.77.6.127
https://doi.org/10.1016/S0191-8869(97)00113-X

