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ABSTRACT 

 

The purpose of this study is to test a research model that investigates the effects of perceived desirability, social 

norm, and perceived feasibility as antecedents on entrepreneurial intention in a Malaysian context. Data for this 

empirical investigation were gathered from a sample of full-time undergraduate hospitality management 

program students. Respondents self-administered the questionnaires. A total number of 427 questionnaires were 

obtained in the research location. Results based on hierarchical regression analysis reveal that perceived 

desirability, social norm, and perceived feasibility are significant predictors on entrepreneurial intention. Results 

also demonstrate that female students are more willing on their entrepreneurial intentions when compared to 

male counterparts. The current study provides further contribution to tourism and hospitality management 

literature and provides useful guidelines to practitioners as well. 
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Introduction 
 

Entrepreneurship has emerged as the most economic force the world has ever experienced (Kuratko, 2005). The 

entrepreneurial interest has gained its intensive level almost everywhere in the world. The developed economies 

consider it as a revitalizing socioeconomic agent, a way of coping with unemployment problems and a potential 

catalyst for technological progress, product and market innovation. In most of developing countries, it is seen as 

an engine of economic progress, job creation and social adjustment (Mohar et al., 2007). 

 

Entrepreneurship and self-employment are considered to be important for economic development (Parker, 2004; 

Pietrobelli and Rabellotti, 2007) and positively associated with employment and wealth creation. Self-employed 

individuals are those who work for themselves rather than for someone else and who explore new market 

opportunities and start their own businesses.  They are viewed as being associated with entrepreneurship.  

Previous studies focused on explaining and predicting the choice of an entrepreneurial career (self-employment) 

as an important research topic (Kuratko et al., 1997). Recently, entrepreneurial intentions of university students 

have received considerable interests among researchers (e.g., Autio et al., 2001; Tkachev and Kolvereid, 1999; 

Veciana et al., 2005). Entrepreneurial intentions represent ―a state of mind that directs attention, experience and 

action towards a business concept‖ (Bird, 1988, p. 442).  Entrepreneurial intent refers to the intention of an 

individual to start a new business. A number of researchers (Autio et al., 2001; Jaafar et al., 2011; Kolvereid, 

1996;Krueger et al., 2000; Tkachev and Kolvereid, 1996; Veciana et al., 2005) have recognized the important 

role played by entrepreneurial intent. Thus, self-employment and entrepreneurship are critical issues which have 

recently received attention from governments and policy makers (Levine, 2004; Meyer, 1990; Kunt et al., 2007).  

 

As a case in point, the subject of entrepreneurship has attracted much attention in Malaysia and is widely 

recognized both by the government as well as academics party. The  growing interest in entrepreneurship in 

Malaysia can be seen against the current developments such as globalization and the emphasis made by 

Malaysia‘s Prime Ministry on innovation and entrepreneurship as a central economic driver in the country‘s 

‗New Economic Model  2010‘. In relation to this, the Malaysian government considers involvement in 

entrepreneurship as a possible solution to the problem of graduate unemployment. This is because many 

economists and politicians agree that entrepreneurship stimulates the generation of employment opportunities 

and wealth creation (Matlay and Westhead 2005; Schaper and Volery 2004). 
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The importance of small business and entrepreneurship to the growth of the economy and job creation of self-

employment has been recognized by the government. Due to this political awareness, policies were developed to 

encourage entrepreneurship behavior through education programs. Specifically, hospitality entrepreneurship 

studies were given attention in the ‗Ninth Malaysia Plan (2006–2010)‘ to support the economic drive of the 

national economy. Other virtues are to address the employment issues among the graduates of the country and to 

equip them with the skills and knowledge in order to produce successful entrepreneurs who are competitive 

locally and globally. Hospitality entrepreneurship in particular helps the re-generation of communities through 

the development of destinations by offering new products and services which enhance the tourist experience 

(Getz and Petersen, 2005; Hjalager, 2010; Jaafar et al., 2011; Li, 2008). Majority of hospitality businesses in the 

majority of countries are small and medium sized enterprises (SME). There is a strong link between 

entrepreneurial activities in hospitality and SME theory and practice (Altinay, 2010). Malaysia is therefore 

developing long-term plans and investing in the physical and academic infrastructure to effectively channel 

business support resources, including training to students with entrepreneurship potential. There is marked 

increase in efforts to instill entrepreneurship towards self-employment among Malaysian graduates through 

exposure of entrepreneurial education. However, despite many Malaysian higher learning education offer 

entrepreneurship courses, little is known about hospitality students‘ intention to become self-employed and the 

antecedents which impact on their intentions. 

  

Against this backdrop, the present study attempted to examine the hospitality students‘ intention of becoming 

entrepreneurs who have attended these courses and also the influence of perceived desirability, social norm, and 

perceived feasibility as antecedents on their intentions in a Malaysian university context. This study was the first 

conducted on hospitality student sample in Malaysian context. The rationale for adding these antecedents into 

our model is the researchers concluded that a strong percentage of the university's students aspired towards 

entrepreneurship even those with majors outside of business school (Ajzen, 1991; Souitaris et al., 2007). This 

strengthens Krueger et al. (2000)‘s statement that decision to become an entrepreneur may reasonably be 

considered as voluntary, intentional, and conscious. Intentions are beliefs and attitudes that derived from 

information cues in one‘s own environment where they are perceived and interpreted. In other words, 

entrepreneurial intentions are derived through the perceptions of feasibility, and desirability to act upon 

opportunities.  Intentions act as a single best predictor of a given behavior (Fishbein and Ajzen, 1975). Intention 

of any individual of carrying out a given behavior may be affected by several other factors such as wants, needs, 

values, habits and beliefs (Bird, 1988). 

 

The remainder of this paper is structured as follows; firstly, theoretical background on perceived desirability, 

social norm and perceived feasibility is reviewed and the hypotheses presented. Following this, the methodology 

and data collection procedure of the study is described. Finally, the article concludes with a discussion of the 

results, limitations of the study, and future research directions. 

 

Research Context, Conceptual Model, and Hypotheses 

 
Universities enhance entrepreneurial potential of the potential entrepreneurs (Van Burg et al., 2008). Now 

entrepreneurship has become a prime university function (Fitzkowitz, 2004).The common perception of 

universities as merely institutions of higher learning is giving way to one where universities are viewed as 

engines of economic growth and development (Chrisman et al., 1995). 

 

In Malaysian public universities, entrepreneurship is currently taught as a subject or incorporating 

entrepreneurial element in all subjects that are related to business, management and entrepreneurship. Universiti 

Utara Malaysia (UUM), as a management-oriented one, was selected to conduct this case study survey. Basic 

entrepreneurship is a core subject in the university. Students are given the needed training in entrepreneurial 

skills and the opportunities for them to setting up businesses and to consider self-employment as a viable option. 

Elements of entrepreneurship are also included in the co-curriculum program at school and also at the higher 

learning institutions. 

 

All these efforts have been intensified with a major goal to create more self-employment opportunities in 

various business sectors including SMEs, agriculture, and services including hospitality. To further foster 

entrepreneurship values among the graduates, an equally big step was taken to change their mindset and their 

attitude so as to view entrepreneurship as a new job opportunity and as an alternative career to salaried 

employment, For these reasons, tourism and hospitality students who are considered very much vocational and 

action oriented have been given the element of on-job-training in their curriculum towards developing highly 

skilled workers.  The emphasis given in tourism and hospitality education in providing source of skilled 

employees for the future (Gurel et al., 2010)  will not  only prepares the students to be skilled and able to 



Proceedings of the 2
nd

 Tourism and Hospitality International Conference (THIC 2014) 

 

35 
 

working for others but also creating ―working for oneself‖ that is developing them to be entrepreneurs. This is in 

line with the finding of previous studies in entrepreneurship which has been seen as a major source of job 

creation and economic development (Jaafar et al., 2011; McMullen and Shepherd,2006). 

Therefore, the present study develops and tests a model that sheds light on the impact of perceived desirability, 

feasibility, and social norms as antecedents on hospitality students‘ entrepreneurial intentions in a Malaysian 

hospitality school context. The hypothesized model elaborates the structural relationships between the 

antecedents and outcome (see Figure 1). 

 

FIGURE 1 

Conceptual Model 
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Perceived desirability 

 

Perceived desirability reflects the extent to which one views venturing into entrepreneurship as compelling and 

attractive. It is defined as―…the degree to which one finds the prospect of starting a business to be attractive; in 

essence, it reflects one‘s affect towards entrepreneurship‖ (Krueger, 1993, p. 8). An empirical research 

conducted by Nimalathasan and Achchuthan (2012) suggested that entrepreneurial motivation and self-

employment intention was significantly determined by the desirability. Veciana et al. (2005) noted a positive 

relationship between desirability and entrepreneurial intention by a sample of students. Similarly, Kumara 

(2012) and Dissanayake (2013) found a significant positive impact of desirability on entrepreneurial intention 

for a sample of students in Sri Lanka. Thus, based on the discussion above, the following hypothesis was 

proposed; 

 

H1:  There is a positive relationship between perceived desirability and entrepreneurial intention. 

 

Perceived feasibility 

 

Krueger et al. (2000) states that decision to become an entrepreneur derived from information cues in one‘s own 

environment where they are perceived and interpreted. In other words entrepreneurial intentions are derived 

through the perceptions of feasibility and desirability to act upon opportunities.  The concept of perceived 

feasibility is conceptually related to ‗self-efficacy‘(Wang et al., 2011). It is simply a belief in oneself to start a 

business and also, there are back-up resources to make it work (Shapero, 1981). The back-up resources include 

tangible resources like finance and human capital and intangible resources like social networks, all of which are 

essential to intention toward entrepreneurship. There is a paucity of empirical support which shows the 

influence of perceived feasibility on hospitality students‘ entrepreneurial intention. Wang et al.‘s (2011) study 
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was partially supported by the Entrepreneurial Event Model suggesting a positive impact of perceived feasibility 

on entrepreneurial intention. Empirical studies conducted by Guerrero et al. (2006) and Singh et al. (2012) tested 

and reported a significant influence of perceived feasibility on the university students‘ entrepreneurial intention 

to create a new business. Thus, the following hypothesis was formulated; 

 

H2:  Perceived feasibility is positively related to hospitality students‘ entrepreneurship.  

 

Social norm 

 

Social norm refers to what others such as parents, friends, role model think of engaging in entrepreneurial 

behaviors.  Shapero and Sokol‘s study model (1982) suggest that societal beliefs that influence attitudes should 

predict an individual‘s intention.  In other words, people‘s intentions to perform a particular action are a 

function of subjective norm. Past research has not been consistent on the relationship between social norms and 

entrepreneurial attitudes. Reitan(1996) found subjective social norms to be an important mediating and 

moderating variable on intentions. Krueger et al. (2000) did not find social norms to have a significant influence 

on entrepreneurial intentions. Davidsson (1995) regarded it as part of perceived desirability, while Reitan (1996) 

reported that it was difficult to separate social norms from perceptions of feasibility. The significant relationship 

between social norm and entrepreneurial intention was in agreement with the finding conducted by Diochon et 

al. (2002). Kolvereid (1996) found significant correlations between perceived social norms and entrepreneurial 

intentions in a sample of Norwegian business school students. Autio et al. (2001) concluded that social norms –

which reflect cultural influences – hardly explained entrepreneurial intentions from a large sample of 

predominantly technical students in the US and Scandinavia. Based on this discussion, the current study 

proposed the following hypothesis.  

 

H3:  There is a positive relationship between social norm and hospitality students‘ entrepreneurial intentions.  

 

Method 
 

Sample and data collection 

 

The study population consisted of all hospitality students studying at University Utara Malaysia (UUM). They 

consist of local and international students from semester 1 to semester 7 students during the semester. The total 

number of the population is 474 students according to the UUM ASIS system. In order to test for any necessary 

revision of the research content, the questionnaire was pilot tested with 15 students from the program. As a 

result of the pilot test, no reason was found to change the survey instrument. The questionnaires were distributed 

to 474 hospitality management students along with a cover letter and information assuring confidentiality. Data 

were collected through a self-administered questionnaire. The questionnaires were distributed and collected in 

all class attended by the students during the semester. As a result, nearly most of the questionnaires were 

conducted on a face to face basis with the willing respondents and the rest of the respondents were asked to 

contact the research team via email or telephone to return the self-administered questionnaires by hand over the 

following days. Of the 474 questionnaires, 427were completed and usable for further data analysis, yielding a 

response rate of 90%. 

 

Survey instrument 

 

Several sources from the literature were used in preparing the questionnaire for the present research. The 

questions of the survey were prepared in English. The survey instrument used in the current study was 

composed of two parts. The first part consisted of 27 questions that related to entrepreneurial intention, 

perceived desirability, social norm, and perceived feasibility. Based on an extensive literature review, 

measurements for the related constructs were adopted from existing measures such that entrepreneurial intention 

item scale was adopted from Linan and Chen (2009).A five-item scale, developed by Kolvereid (1996a) was 

used to measure perceived desirability.  A four-item scale to measure social norm was adopted from the study of 

Kolvereid(1996a) and Krueger et al. (2000). Perceived feasibility was measured using eight items derived from 

Chen et al. (1998). In addition, all measures used a 5-point Likert-type scale that ranged from ‗‗strongly 

disagree‘‘ to ‗‗strongly agree‘‘. The second part of the survey was composed of four demographic questions: 

age, gender, nationality, and working experience.The profile items were measured using from two-point scales 

to four-point scales.  
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Data analysis 

 

The Statistical Package for Social Sciences version 19 was used to analyze the data. As for statistical techniques, 

first reliability (Cronbach‘s alpha) value and validity tests were conducted. Next, mean score descriptive 

analysis was employed to observe average responses of the respondents who participated in this survey. The 

exploratory factor analysis was performed in order to provide support for issues of dimensionality and 

convergent validity and correlation analysis was carried out in order to ascertain the strength and the direction of 

association between the items. At the final stage, in order to test the proposed model outlined in Figure 1, 

regression analysis were carried out and independent samples t-test was conducted to see the possible impact of 

the control variable such as gender on the entrepreneurial intention. 

 

Analysis and results 

 
Descriptive statistics 

 

The total number of respondents was 427. The majority of respondents in this study were females(80.3%). The 

majority of respondents‘ age ranges between 21 and 29 years old (83.6%) and only seventy respondents (16.4%) 

were below 21 years old. Over 90% of the respondents were Malaysian and the rest were from China, Saudi 

Arabia, and some Asian countries. More than three quarters of respondents had working experience (80.8%). 

 

Psychometric properties of the measures 

 

The exploratory factor analyses were performed in order to test the assumptions for issues of dimensionality and 

convergent validity. There was a reasonable fit of the four-factor measurement model to the data. To test 

construct reliability, Cronbach‘s alpha coefficient was used. As presented in Table 1, the overall reliability for 

all scales exceeded the acceptable cut-off value of 0.70, as suggested by Nunnally (1978), indicating that items 

were free from random error and internal consistency was adequate (Fornell & Larcker, 1981). In order to test 

whether the distribution of values was adequate for conducting analysis, the Kaiser-Meyer-Olkin (KMO) 

measure of sampling adequacy was used and all constructs exceeded the threshold value of 0.50 (ENT=0.944, 

PERDE=0.828, SON=0.862, and PERFE=0.901) as suggested by Field (2000). In addition, Bartlett‘s Test of 

Sphericity measure indicated that the multivariate normality of the set of distributions was normal for the all 

constructs, showing a significant value, p = 0.000 (< 0.05). Therefore, the data was appropriate for conducting 

the factor analysis (Hair, Anderson, Tatham &Black, 1998). In observing the commonalities, except one item 

from entrepreneurial intention and one item from perceived feasibility which were omitted from further 

analyses, all item loadings were found to be significant following threshold of 0.50 recommended by Barclay, 

Thompson, and Higgins (1995). 

 

TABLE 1   
Scale Items, Reliabilities, and Exploratory Factor Analysis Results 

Scale items Factor loads Alpha 

Entrepreneurial Intention (ENT) 
ENT1:Probably own a business one day 

ENT2:Able to make decision will succeed in business 
ENT3:Will make every effort to start business 

ENT4:Venture into business because want to be own boss 

ENT5:See myself as successful businessman 
ENT6:Plan to start business in the near future 

ENT7:My goal to become entrepreneur 

ENT8:To do whatever it takes to establish business 
ENT9:Ready to make anything to be entrepreneur 

ENT10:My character portray entrepreneur drive 

Perceived Desirability (PERDE) 

 
 0.66 

 0.68 
 0.67 

 0.71 

 0.67 
 0.50 

 0.78 

 0.66 
 0.71 

 0.72 

0.93 

 

 
 

 

 
 

 

 
 

 

0.89 

PERDE11:Prefer own business than a promising career 

PERDE12:Future success lies in starting own business 

PERDE13:Friends like to see me start business 
PERDE14:Relatives like to see me start a business 

PERDE15:Family like to see me start business 

 0.57 

 0.66 

 0.78 
 0.77 

 0.72 

 

 

 

Social Norm (SON)  0.94 

SON16:Owning business is respected by community 

SON17:Owning business is respected by family 

SON18:Owning business is respected by relatives 
SON19:Owning business is respected by friends 

 0.76 

 0.89 

 0.87 
 0.87 

 

Perceived Feasibility (PERFE)  0.90 

PERFE21:I can manage staff 

PERFE22:My skills & abilities help me to start business 

 0.60 

 0.66 
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PERFE23:I am confident to start business 

PERFE24:I have access to information to become entrepreneur 
PERFE25:I have good social network to become entrepreneur 

PERFE26:Have access to capital to become entrepreneur 

PERFE27:Easy to start business 

 0.67 

 0.60 
 0.50 

 0.66 

 0.65 
   

 

Notes:All items are measured on five-point Likert scales ranging from 1 = strongly disagree to 5 = strongly agree.  
All loadings are significant at the 0.01 level or better. All internal reliability estimates are above the .070 cut off value. 

 

Due to the self-reporting nature of the survey, method variance is identified as a potential issue.  Spector (1987) 

reported that the most frequently found sources of method variance in self-reports are acquiescence bias. As a 

first precaution for common method bias, the survey instrument in the present study was organized into various 

sections by separating the independent and dependent variables in an effort to reduce single-source method bias 

(Podsakoff et al., 2003). One approach to dealing with acquiescence responding in surveys and questionnaires is 

to employ a balance of positively and negatively keyed items in terms of the intended content. So the reversed-

keyed items were included in the survey questionnaire of this study.  In the analysis process, all of the self-

report items were entered into a principal components factor analysis with varimax rotation. According to this 

test, if a single factor emerges or one factor accounts for more than 50% of the variance in the variables, 

common method variance is present (Podsakoff et al., 2003). Our analysis showed that no general factor was 

present. Also, any highly correlated variables are evidence of common method bias – usually results in 

extremely high correlations (r>.90) (Bagozzi et al., 1991). There were not highly correlated variables in the 

current study (see table 2). 

 

Correlation analysis results 

 

As shown in table 2, the mean value ranged from 2.45 to 2.77 and the standard deviation from 0.94 to 0.97. 

Perceived desirability was found to be positively associated with entrepreneurial intention (r = 0.73, p< 0.01).  

Again there was a significant correlation between social norm and entrepreneurial intention (r = 0.55, p < 0.01), 

meaning that hospitality students are positively affected by their social environments. Finally, a significant 

positive correlation was found between perceived feasibility and entrepreneurial intention (r = 0.74, p < 0.01). 
 

TABLE 2    
Correlations, Means, and Standard Deviations 

 
 

 

 
 

 

 
 

 

 
 

 
 

 

 
 

 

Notes: n =427. **Correlation is significant at the 0.01 level. 

 

Model test 

 

Pairwise and multiple variable collinearity were inspected by collinearity diagnostics in SPSS prior to analysis. 

The tolerance values were found well above the commonly accepted threshold value of 0.10 (Hair et al., 2005) 

and none of the variance inflation factor (VIF) values exceeded 10. For examining the hypothetical relationships 

presented in Figure 1, hierarchical regression method was used. The results are presented in Table 3. 

 

 

 

 

 

 

 

 

Scale    

 

1 
 

 

 2 

 

3 

 

 4 

Perceived Desirability                                       1.00    

 
Social Norm                             

 
 0.54** 

 

  1.00 

  

 

Perceived Feasibility                            

 

 0.63* 

 

  0.51 
 

 1.00 

 

 

Entrepreneurial Intention 

 

 0.73** 

 

  0.55** 

 

 0.74** 
 

 1.00 

 
Mean  

 
 2.57  

 
  2.77 

 
 2.45 

 
 2.65   

 

Standard deviation 
 

 

 0.97 

 

  0.95 

 

 0.95 

 

 0.94 
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TABLE 3     
Regression analysis results 

__________________________________________________________________________________ 

Variables                                           Path coefficient        t-values             Sig.Results 

__________________________________________________________________________________ 

 

I. Impact on Entrepreneurial  

Intention 

 

H1 PERDE                   ENT                  0.39                         10.29*              .000     Supported 

 

H2   SON                     ENT                  0.11                          3.36*               .001     Supported 

 

H3   PERFE                  ENT                 0.43                         11.68*              .000     Supported 

 

Explained Variance R square = .67% 

___________________________________________________________________________________ 

Note: * The t-values demonstrate statistically significant relationship at the 0.05 level or better. 

 

As shown in table 3, hierarchical regression analysis was used for testing the study hypotheses. Hypothesis 1 

suggested that perceived desirability is positively associated with entrepreneurial intention. The results of 

regression analysis lent empirical support to this relationship (0.39, p< 0.01). Hypothesis 1 was therefore 

supported. Hypothesis 2 predicted that social norm exerts a significant positive effect on students‘ 

entrepreneurial intention. The effect of social norm on entrepreneurial intention was both significant and 

positive (0.11, p< 0.01). Hypothesis 2 was therefore supported. Hypothesis 3 stated that perceived feasibility has 

a significant positive influence on students‘ entrepreneurial intention. According to the results of the statistical 

analysis, the positive effect of perceived feasibility on entrepreneurial intention was significant (0.43, p< 

0.01).Hypothesis 3 was therefore supported.  

 

In order to test comparison of the mean scores of entrepreneurial intention, this study used the independent 

samples t-test. As demonstrated in table 4, there is a significant gender-based difference in the perception of 

entrepreneurial intention (0.001, p < 0.005). This result shows that female students are more willing on their 

entrepreneurial intention compared to males. 

 

TABLE 4  

Independent sample t-test result 
 GENDER N Mean Std. Deviation Std. Error Mean 

TOTAL 

ENT 

Male 84 23.2976 7.71601 .84189 

Female 343        26.4023 7.78371 .42028 

 Levene's Test for 
Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

TOTA

LENT 

Equal 

variances 

assumed 

.173 .678 -3.282 425 .001 -3.10471 

Equal 
variances 

not 

assumed 

  -3.300 127.60 .001 -3.10471 

Notes: *All items are measured on five-point Likert scales ranging from 1 = strongly disagree to 5 = strongly agree. 

 

Discussion 

  
Conclusions  

 

The importance of small business and entrepreneurship to the growth of the economy and job creation of self-

employment has been recognized by the government. Due to this political awareness, policies were developed to 

encourage entrepreneurship behavior through education programs. There is marked increase in efforts to instill 
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entrepreneurship towards self-employment among Malaysian graduates through exposure of entrepreneurial 

education. However, despite many Malaysian higher learning institutions offer hospitality entrepreneurship 

courses, little is known about hospitality students‘ intention to become self-employed and the antecedents which 

impact on their intentions. Therefore, the current study in an effort, examined the perceived entrepreneurial 

intentions of hospitality students and the effect of critical antecedents such as perceived desirability, perceived 

feasibility, and social norm on their intentions. To this end, an integrative model of aforementioned impacts and 

relationships was developed and tested. All the hypothesized relationships were supported by the findings of 

present study. 

 

The finding concerning the effect of perceived desirability on entrepreneurial intention was significant. Not 

surprisingly, this result was consistent with that of Kumara (2012) and Dissanayake (2013). However, these 

studies were conducted in Sri Lanka and perceived desirability was found to be less effective on students‘ 

entrepreneurial intention in this context. In present study, perceived desirability was found to be the strongest 

impact factor on students‘ intention. This suggests that the students, at this moment of their life, have more 

positive intrinsic motivations than extrinsic one (e.g., capital or social terms). 

 

The regression-analysis results revealed that perceived feasibility exerts a significant positive effect on students‘ 

entrepreneurial intention. This finding also indicated that perceived feasibility is a significant predictor for 

hospitality students in Malaysia. Perceived feasibility was found to be the second effective factor in this study. 

This finding was consistent with Krueger et al.‘s model (2000). But this study by being conducted in Asia-

Pacific region added new a contribution to this model.  Both studies suggest that the relationship between self-

efficacy and performance (or behavior) has direct implications for the development of entrepreneurial intentions 

and actions. 

  

In line with that, the finding concerning the effect of social norm on entrepreneurial intention was slightly 

significant. As discussed before, past research has not been consistent on the relationship between social norms 

and entrepreneurial attitudes. The reason for this may be the contextual factors. As such, Krueger et al, (2000) 

did not find significant relationship between these constructs in a Sri Lankan context. On the other hand, Autio 

et al. (2001) found a positive relationship between them in the US and Scandinavia context. The current study 

reported a positive slight effect of social norm on hospitality students‘ intentions in an Asia-Pacific context. 

Azjen‘s (1991) theory of planned behavior (TPB) maintains that there are three predictors of intention; attitude 

toward the behavior, subjective norms, and the degree of perceived behavior control. According to the theory, 

the more favorable the appraisal, the greater the intention would be. The second predictor, subjective norms, 

refers to the degree to which family, friends, peers and society at large expect or pressure the individual to 

perform the behavior in question. However, the present study moved this theory one step further by confirming 

the positive relationship between social norms and entrepreneurial intention. 

 

Finally, gender as a control variable in this study was found to be effective on students‘ intention. The result 

shows that female students have more willingness to be an entrepreneur in this context.  

 

Managerial implications 

 

The key objective of this research was to investigate the hospitality students‘ entrepreneurial intention to start 

business and also the effect of selected critical predictors on their intentions. The study reveals that the 

perceived desirability was found to be the dominant predictor for them to become an entrepreneur. An important 

implication of all this requires one additional insight: Entrepreneurship (or the entrepreneur) is not something 

mystical nor is it confined to some anointed group of people. Entrepreneurs are made, not born. They are made 

through a perception-driven enactive process that begins with forging a potential for entrepreneurship. As 

educators, as consultants, and as policy advisers we can assist this process through helping empower potential 

entrepreneurs who will be better able to seize opportunities when the environment presents them. Timmons and 

Spinelli (2004) suggest that entrepreneurship education is effective when it enables participants to develop 

higher capacity for imagination, flexibility, and creativity as well as developing ability to think conceptually and 

to perceive change as opportunity. At many times, university social science programs emphasize theory at the 

expense of practical approaches. In the case of entrepreneurship education, theoretical approaches deny 

participants the opportunity to perceive doing business as a career of choice because they couldn‘t see the real 

environment of doing business and the situation is not helped by the fact that friends and relatives do not expect 

university students to go into business after graduation. 
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Limitations and future research directions 

 

The findings reported in the current paper should be considered in light of some study limitations. The cross-

sectional design of the study was the first limitation, which prevents the researcher to have causal deductions. 

Using longitudinal data from multiple sources in the future would be helpful in mitigating these concerns. This 

research was unable to incorporate a qualitative approach. Future research in this area should aim to use in-

depth interviews and observations to provide a more detailed insight into the outcomes and antecedents 

associated with entrepreneurial intention. In confirming the findings of current study, as well as to broaden the 

scope and make generalizations, more studies of hospitality students from different management universities in 

Malaysia are needed. This study used a sample of hospitality students from UUM as a management 

university only. Replications of this study in different states of Malaysia would be helpful in cross-validating 

our findings. Finally, incorporating personal resources such as intrinsic motivation and training as an external 

resource into the research model in future research would provide additional insights into the antecedents of 

entrepreneurial intention.  
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