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The purpose of this study was to examine mechanisms through which personal
values are associated with entrepreneurial intentions by integrating the theory of
human values into the theory of planned behavior (TPB). Data were collected using
a questionnaire from a sample of 452 agriculture students who were selected
from two public universities in two Persian-speaking countries, namely Iran and
Afghanistan. The results of structural equation modeling showed that individualistic
personal values, that is, openness to change and self-enhancement values, are not
directly related to entrepreneurial intentions. However, these personal values were
indirectly related to entrepreneurial intentions through attitude toward entrepreneurship
and perceived behavioral control. The results also showed no significant difference
between the two countries in terms of the relationship between the personal values
and three TPB anchors (i.e., attitude toward entrepreneurship, subjective norms,
and perceived behavioral control) or the relationship between TPB anchors and
entrepreneurial intentions. The study indicates how personal values play a role in
explaining entrepreneurial intentions and establishes the utility of the TPB model in
seeking a value–intention linkage in the field of entrepreneurship in developing countries.
As a practical implication, the study suggests that educators of potential entrepreneurs
should try to stimulate personal values more often because this fosters entrepreneurial
intentions and their antecedents.

Keywords: theory of planned behavior, entrepreneurial intentions, personal value, developing country, Iran,
Afghanistan

INTRODUCTION

Entrepreneurship is one of the main drivers of innovation, productivity, job creation, and economic
and social development (Carree and Thurik, 2003; van Stel et al., 2005; Karimi et al., 2014). Given
the positive effects of entrepreneurship, understanding its determinants has become an important
field of research. The entrepreneurship literature has shown that intentions play a key role in the
decision to start a new business and are considered to be the most immediate and important
variable in predicting entrepreneurs’ future behavior (Kolvereid and Isaksen, 2006; Adam and
Fayolle, 2015; Kautonen et al., 2015). Therefore, understanding the antecedents of entrepreneurial
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intentions is crucial to the study of entrepreneurial behavior
(Fitzsimmons and Douglas, 2011). Personal values represent
potentially relevant variables in this respect (Morales et al., 2019).
Individuals make important choices and decisions about their
jobs and workplaces in accordance with their values, which
are their “guiding principles in life” (Schwartz, 1992). These
values are seen as a window through which potential actions and
their desirability can be viewed (Schwartz, 1992; Holland and
Shepherd, 2013). They affect a person’s attitude and behavior,
and as guiding principles, they play a significant role in an
individual’s decisions and actions (Schwartz, 2011). Although
psychologists have previously examined the role of personal
values in decision making and behavior (Rohan, 2000; Schwartz
and Boehnke, 2004; Bardi et al., 2009; Morales and Holtschlag,
2013), relatively little research has focused on the way these
values may enhance entrepreneurial intentions, particularly in
the early stages of an entrepreneurial endeavor (Liñán et al., 2016;
Gorgievski et al., 2018; Morales et al., 2019). Some studies have
explored the relationship between entrepreneurial intentions and
personal values in Western countries, but thus far, little research
on this topic has been conducted in developing countries.
To narrow this gap in the literature, the main purpose of
this article was to examine the relationship between personal
values and entrepreneurial intentions in two developing Persian-
speaking countries, namely Iran and Afghanistan. It examines
how individualistic personal values contribute to forming the
intention to start a business in the context of emerging economies
with their own culture, such as Iran and Afghanistan. To date, this
relationship remains under-explored. It is also consistent with
the call to reveal the role of personal values in entrepreneurship,
particularly in developing countries (Fayolle and Liñán, 2014;
Liñán and Fayolle, 2015; Liñán et al., 2016). The present study’s
research model was developed by integrating Schwartz’s theory
of personal values (Schwartz, 1992) into the well-known model
of the theory of planned behavior (TPB; Ajzen, 1991). According
to TPB, entrepreneurial intentions are developed from three
antecedents, namely attitude toward entrepreneurship, subjective
norms, and perceived behavioral control. The influence of
personal values on these three antecedents was analyzed. It is
a mediator model in which personal values are associated with
entrepreneurial intentions through the three antecedents.

IRANIAN AND AFGHAN CONTEXTS

Iran and Afghanistan are emerging economies of great strategic
and economic importance in South Asia, each with a rich and
ancient cultural heritage. These neighboring Persian-language
countries have deep historical, religious, and cultural links. Iran
is the second largest economy in the region and a member of the
Next 11 owing to its high growth potential (O’Neill et al., 2005).
A notable feature of Iran’s economy is its inclination toward
entrepreneurship. Iran has implemented a series of economic
policies that have generated a large number of knowledge-based
entrepreneurial businesses (Levasseur et al., 2020). As stated
by MacBride (2016), Iran has significant potential to become
an entrepreneurial powerhouse due to its sizeable economy,

the high level of education of its population, advantages in
specific technologies, and its renewable infrastructure. Over
the past decade, Afghanistan has also emerged as one of the
most geo-strategically important countries in the South Asian
region. After decades of political volatility, conflicts with the
opposition and insecurity, Afghanistan’s economy has recently
experienced unparalleled growth in GDP of 10–22% annually.
Economic growth has been attributed to low GDP baselines, the
denationalization of the economy, and importantly, the massive
influx of international assistance (Azizi and Jamali, 2016).

The economic and political instability of Iran and
Afghanistan might not appear to be a favorable condition
for entrepreneurship. Paradoxically, turbulent sociopolitical
environments and economies such as these may also offer
opportunities for the development of an entrepreneurial
culture—perhaps to an even greater extent than stable, developed
economies (Karimi et al., 2017).

THEORETICAL FRAMEWORK

Personal Values and the TPB
“Values are undoubtedly a construct that can help to explain
behavior” (Cieciuch, 2017, p. 238). Individuals are stimulated
to act in agreement with their values because they seek a sense
of harmony between their beliefs and actions (Rokeach, 1973).
Rokeach (1973) indicates that values are standards or criteria
through which a person judges himself or others, and they
influence his attitude and behavior. Schwartz (2011) believes
that personal values are used as principles that guide the
selection of decisions, attitudes, actions, and behavior. Therefore,
values guide the person’s decision making, and they stimulate
congruent behaviors (Bardi and Schwartz, 2003; Liñán et al.,
2016). There are many theories about personal values; one of
the most common and valid is Schwarz’s psychological theory
of values. Schwartz’s theory of values is the best capital of social
psychology, which describes a set of universal values by providing
the concept and methodology (Maio, 2010; Schwartz, 2011).
This theory explains the value system and the dynamic relations
among the values. In his theory, Schwartz has expressed 10
types of personal values that have different motivational effects.
According to Schwartz’s research, these 10 types of values exist in
all cultures, and they have relatively similar meanings (Schwartz,
1994). Schwartz’s personal values include “power, achievement,
hedonism, stimulation, self-direction, universalism, benevolence,
tradition, conformity, and security.”

Schwartz (2006) suggests that the whole value structure
could be grouped into the four value styles, including “self-
transcendence, conservation, self-enhancement, and openness to
change.” The first two value dimensions (i.e., self-transcendence
and conservation) represent aspects of collectivism, and the
second two value dimensions (i.e., self-enhancement and
openness to change) represent aspects of individualism (Konsky
et al., 2000). The dimension of openness to change includes
the values of stimulation and self-direction. These values are
related to things that could be motivational factors for individuals
to pursue their mental interests and so to accept change. The
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dimension of self-enhancement includes the values of power
and achievement. These values are related to social status,
prestige, and personal success (Schwartz, 1992). The current
study is focused on those individualistic values included in
the self-enhancement and openness-to-change dimensions and
mechanisms that link those values to entrepreneurial intentions.
Individualistic values, such as openness to change and self-
enhancement are particularly conducive to entrepreneurship and
new venture creation (Noseleit, 2010; Schwartz, 2015; Gorgievski
et al., 2018; Looi, 2019; Morales et al., 2019). Individuals
who value openness to change, emphasizing independence
and readiness for new ideas, actions, and experiences, and
those who value self-enhancement, emphasizing pursuit of self-
interests and dominance over others (Schwartz, 1992, 2011),
are likely attracted to entrepreneurial career choices that
offer the possibilities to fulfill those values. Entrepreneurial
activity allows the realization of those values through offering
high levels of autonomy and freedom and the possibility
to lead others and obtain potentially high monetary returns
(Gorgievski et al., 2018).

Entrepreneurial intentions refer to the intention of an
individual to start a new business (Krueger, 2009). Forming
entrepreneurial intentions is the first step in the long process of
creating a new business (Kessler and Frank, 2009). Numerous
models have been applied to clarify and explain entrepreneurial
intentions; however, none of them have been as important,
influential, and useful as the model of the TPB (Griffiths et al.,
2009; Kautonen et al., 2015; Karimi et al., 2017; Karimi, 2019).
Unlike the other models of entrepreneurial intentions, the
TPB provides a robust and applicable theoretical framework.
This model gives us the ability to understand and predict
entrepreneurial intentions by considering both the individual
and social factors (Liñán et al., 2016). According to this theory,
three motivational factors, including perceived behavioral control
(i.e., the individual’s perceived ease or difficulty in becoming
an entrepreneur), attitude toward entrepreneurship (i.e., the
degree to which the individual holds a positive or negative
personal valuation about being an entrepreneur), and subjective
norms (i.e., the individual’s perceived social pressure from family,
friends, or significant others to carry out—or not to carry
out—entrepreneurial behaviors) directly predict entrepreneurial
intentions (Ajzen, 1991; Liñán et al., 2016). According to the TPB,
other cognitive-level variables, such as personal values, should
influence entrepreneurial intentions indirectly through their
antecedents (Krueger, 2007). As explained in the introduction,
the importance of personal values in shaping entrepreneurial
intentions and their antecedents remains under-studied. Personal
values are, therefore, incorporated into the research model so
as to examine their effects on the three TPB antecedents and
entrepreneurial intentions.

Personal Values and Entrepreneurial
Intentions
Individuals differ in their priorities for the values. Through
implementing Schwartz’s theory in entrepreneurship, the
structure of the values enables one to understand which values

could stimulate entrepreneurial behaviors. As mentioned,
“openness to change” and “self-enhancement” are considered as
individualistic dimensions. According to Schwartz’s theory, when
faced with a similar situation, people make different decisions,
depending on their value priorities, and then take action
(Schwartz, 2006). Thus, people who prefer self-direction or
stimulation values are more likely to be attracted to challenging
jobs, and those who give priority to the safety value may find
the same job unattractive or threatening (Jaén and Liñán,
2013). People who emphasize “openness to change,” place great
importance on independent thinking and action. They seek
adventure, stimulation, variety, novelty, and new ideas and
experiences. Their emphasis on “self-enhancement” increases
their satisfaction with success and personal gain even at the
expense of the loss of others. Gaining dominance or control
over people and resources and having social recognition and
power are valuable to these people, and all of these values are
related to entrepreneurial activity (Holland and Shepherd, 2013;
Tomczyk et al., 2013; Liñán et al., 2016). In the field of business,
people who are open to change look for new ways to accomplish
goals and use their intellectual capacity creatively to develop
new goods and services (Holland and Shepherd, 2013). Knowing
that individuals choose occupational and career opportunities
that are commensurate with their values (Schwartz, 1992), it can
be said that those with a greater sense of openness to change
are more likely to become entrepreneurs because they prioritize
autonomy and curiosity, are fearless, and can tolerate change
(Morales et al., 2019).

Self-enhancement is associated with individual rewards and
a sense of progress. Ambitious and success-oriented people
seek social power and credibility (Holland and Shepherd, 2013).
Therefore, people with self-enhancing values are more likely to
form high entrepreneurial intentions (Morales et al., 2019).

Although very little research has been done on personal values
of entrepreneurs, however, even these few studies indicate the
relationship between individualistic values and entrepreneurial
intentions and behavior (Espıritu-Olmos and Sastre-Castillo,
2015; Liñán et al., 2016; Looi, 2019). In their study, Moriano
et al. (2007) report that individualistic values (such as power,
development, stimulation, and self-centeredness) are positively
related to entrepreneurial intentions of Hispanic students. The
results of Liñán et al. (2016) show that individualistic values,
i.e., openness to change and self-enhancement, have a positive
relationship with entrepreneurial intentions. Also, the study on
four European countries (Germany, Netherlands, Spain, and
Poland) shows that openness to change and self-enhancement
are positively related to entrepreneurial intentions (Gorgievski
et al., 2018). Finally, a study by Morales et al. (2019) in 28
European countries shows that individuals with higher levels of
individualistic values, openness to change, and self-enhancement
are more likely to become entrepreneurs. In this regard, Liñán
et al. (2016) states that, because entrepreneurship is a complex
process with multiple stages and steps, each individualistic
feature may be activated during one of these stages. That is,
preferring openness to change can be related to the identification
and evaluation of opportunities, and the emphasis on self-
enhancement can be related to the exploitation of opportunities.
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Thus, individuals who value both groups of individualistic values
(openness to change and self-enhancement) are much more
motivated to perform behaviors required at each stage of the
entrepreneurial process (Liñán et al., 2016). One could expect
these people to have more entrepreneurial intentions. Therefore,
the following hypotheses are proposed:

H1. Openness to change is positively related to
entrepreneurial intentions.

H2. Self-enhancement is positively related to
entrepreneurial intentions.

Personal Values and the TPB
Components
Scholars argue that personal values, in addition to their direct
effects, may also have indirect effects on intentions and behavior
via different cognitive processes (Bardi and Schwartz, 2003;
Morales et al., 2019). Due to this, they suggest exploring the
role of mediating variables in the relationship between personal
values and entrepreneurial intentions (Morales et al., 2019).
Also, according to the TPB, values are background factors
that could affect intentions and behaviors indirectly by guiding
a person’s beliefs and attitudes (Ajzen and Fishbein, 2005).
In addition, based on the value-attitude-behavior hierarchy
theory (Homer and Kahle, 1988), personal values influence
behavior indirectly through attitudes. In other words, values
play an essential role in forming attitudes that lead to
particular behaviors. Thus, it is expected that personal values
that are compatible with entrepreneurship, that is, self-
enhancement and openness to change, could have an indirect
effect on entrepreneurial intentions through attitude toward
entrepreneurship and perceived behavioral control. The study by
Kruse et al. (2019) supports these hypotheses. The study of Liñán
and Kurczewska (2017) also suggests the impact of individual
values on the readiness to identify entrepreneurial opportunities,
which itself could lead to improved control of the perceived
entrepreneurial behavior. The study conducted by Karimi
et al. (2019) reports that individualistic values are positively
related to attitude toward entrepreneurship and perceived
behavioral control. Experts believe that values compatible with
entrepreneurship stimulate entrepreneurial skill acquisition. This
could lead to improved confidence in individuals’ entrepreneurial
capabilities and abilities, and thus, their entrepreneurial self-
efficacy or their perceived behavioral control is enhanced.
Also, in line with the empirical research findings, they argue
that personal values congruent with entrepreneurship prepare
individuals to develop a particular and positive attitude toward
entrepreneurship as a desirable profession (Gorgievski et al.,
2018). According to Homer and Kahle (1988), personal values
may shape attitudes by guiding individuals to look for objects
that will satisfy their values and, thus, to consider those objects
more desirable and interesting. For instance, individualistic
values foster the pursuit of self-direction and power (Schwartz,
1992). In this sense, individuals with high individualistic value
orientations would be likely to view a favorable attitude toward
entrepreneurship as a sign of self-direction and power. For

example, in a study with a sample of four European countries,
the indirect effects of the values of openness to change and
self-enhancement through attitude toward entrepreneurship and
perceived behavioral control are confirmed (Gorgievski et al.,
2018). Thus, the following hypotheses are derived:

H3. Openness to change is positively related to attitude
toward entrepreneurship.

H4. Self-enhancement is positively related to attitude toward
entrepreneurship.

H5. Openness to change is positively related to perceived
behavioral control.

H6. Self-enhancement is positively related to perceived
behavioral control.

Openness to change and self-enhancement may reduce
people’s readiness to follow the expectations of people they
care about (such as family members and friends). The values
of openness to change emphasize independence in thought
and action, and they encourage risky behavior and innovation
(Schwartz, 1992). They may make the wishes and desires of others
less important to the person. Self-enhancement values focus more
on the individual and his interests, and thus, they can reduce one’s
willingness to consider others’ views and opinions (Bernard et al.,
2003). Therefore, individuals with higher individualistic values
tend to focus more on their own abilities, characteristics, and
goals than on the thoughts, feelings, and actions of others. In
other words, they are thought to be less concerned about meeting
the expectations of others and social norms. As a result, they are
liable to display relatively lower levels of subjective norms and
are also less likely to seek to conform to the opinions of others
when starting their own businesses (Karimi et al., 2019). A recent
study indicates that self-enhancement and openness to change
values are negatively related to subjective norms (Gorgievski
et al., 2018). Therefore, the following is hypothesized:

H7. Openness to change is related negatively to subjective
norms.

H8. Self-enhancement is related negatively to subjective
norms.

MATERIALS AND METHODS

Participants
The present survey was conducted on undergraduate junior
and senior agricultural students in two Universities of Iran and
Afghanistan. These students were targeted because they have
a relatively more clear vision of their future career plans and
decisions than freshmen, and they are more likely involved in
their professional decisions as well (Karimi et al., 2014).

Procedure
The questionnaire was originally developed in English and then
carefully translated into Persian by the research team using
the translation-back-translation technique (Hambleton, 1994) to
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ensure that item meaning was preserved through the translation
process. With the permission of the lecturers, the questionnaires
were distributed for voluntary completion by students at the
beginning of a class session during the 2019–2020 academic year.
Before filling out the questionnaire, students were asked to read
a cover letter that explained the general purpose of the study and
that ensured confidentially of individual responses. The students
were given 20 min to complete the questionnaire and received a
small gift for doing so.

The response rate was 78% with a total of 600 questionnaires
distributed and 470 questionnaires collected. The completed
questionnaires were screened for missing data and outliers, which
resulted in 452 usable questionnaires (Iran: 231, Afghanistan:
221). Overall, 53.7% of the respondents were female, and the rest
(46.3%) were male; their mean age was 23.22 and about 67.5% of
them had attended the entrepreneurship classes or courses. Less
than one third of the students had entrepreneurial experience
(30.1%). Also, more than half of them (52.1%) were familiar at
least with one entrepreneur and his business. Table 1 shows the
sample characteristics in each country.

Measurement Instrument
Schwartz’s Portrait Value Questionnaire (Schwartz et al., 2001;
Schwartz, 2006) was used to measure personal values. The
questionnaire consists of 40 items with a six-point Likert scale
(ranging from 1 to 6) that describes some people and asks
the respondent how much each person is similar or dissimilar
to himself. The values of openness to change (including self-
direction and stimulation) were measured using seven items.
Also, self-enhancement values (including achievement and
power) were measured using seven items. Cronbach’s alpha
coefficient for “openness to change” and “self-enhancement” were
0.73 and 0.70, respectively.

The Entrepreneurial Intention Questionnaire (Liñán and
Chen, 2009) was used to measure the variables of the TPB. This
questionnaire measures the four variables of the TPB using a
5-point scale. The entrepreneurial intentions scale consists of
six items with Cronbach’s alpha coefficient of 0.83. Attitudes
toward entrepreneurship were measured through five items with
a Cronbach’s alpha coefficient of 0.82. Three items were used to
measure subjective norms with a Cronbach’s alpha coefficient of
0.81. The perceived behavioral control scale was also measured
using six items that were a combination of self-efficacy and
controllability. The Cronbach’s alpha coefficient for this scale

was 0.83. Finally, age (years) and gender (0 = female, 1 = male)
were included as control variables. These are typical examples
of demographic variables affecting entrepreneurship, particularly
in student samples (Karimi et al., 2014; Shirokova et al., 2016;
Liñán et al., 2016)

Statistical Analysis
The partial least squares approach to structural equation
modeling (PLS-SEM) was used to analyze the research model
and the relationships among the variables. One of the major
advantages of PLS-SEM is that it helps to predict the target
variables (entrepreneurial intentions in the present study) and
to measure the predictive power of its antecedents. The PLS-
SEM analysis is done in two steps. The first is the assessment
of reliability and validity of the measurement model. Once the
measurement model’s adequacy is established, the second step
deals with the assessment of the structural model by specifying
the causal relationships in accordance with the hypotheses (Hair
et al., 2017). The data was analyzed using Smart PLS 3.2.8
software (Ringle et al., 2017), which is one of the most commonly
used SEM software.

Results
The mean, standard deviation, and correlation coefficients
among the variables are shown in Table 2. As was mentioned
before, the scale used to measure the variables was the Likert
5-point scale, and in this scale, 3 is considered as the neutral
value. The values below this neutral value represent the negative
values of the scale, and those values higher than that represent
the positive values of the related scale. As shown in Table 2,
the mean score of entrepreneurial intentions is 3.43, which
falls slightly above the neutral value of 3. This indicates that
the students were moderately inclined to start a new business.
Also, the mean score of the other variables was slightly
above average.

Assessment of the Measurement Model
The first step in analyzing the measurement model in PLS
involves examining the goodness of fit of the global model using
the SRMR index. The SRMR value of the measurement model
of this study was 0.07, which was less than the suggested value
of 0.08; thus, the model’s goodness of fit was verified. After the
verification of the model’s fit, the assessment of the measurement
model focused on the analysis of the validity and reliability of

TABLE 1 | Description of the respondents’ characteristics.

Afghanistan (n = 221) Iran (n = 231) Total sample (N = 452)

Mean SD Mean SD Mean SD

Age (years) 23.19 4.30 23.94 3.63 23.49 5.03

Gender (0 = female, 1 = male) 0.54 0.49 0.18 0.38 0.76 0.43

Entrepreneurship education (1 = yes, 0 = no) 0.33 0.47 0.22 0.42 0.44 0.53

Entrepreneurship experience (1 = yes, 0 = no) 0.27 0.44 0.23 0.42 0.31 0.46

Knowing entrepreneur (1 = yes, 0 = no) 0.52 0.50 0.37 0.48 0.69 0.47

SD, standard deviation.
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TABLE 2 | Means, standard deviations (SD), correlations, and square roots of average variance extracted estimates (in bold) for all variables for the total sample (N = 452).

Variables Mean SD 1 2 3 4 5 6 7 8

1. Age 23.19 4.30 –

2. Gender 0.54 0.49 0.20** –

3. Entrepreneurial intentions 3.43 1.03 −0.04 −0.20** (0.77)

4. Attitude toward entrepreneurship 3.79 0.97 −0.04 −0.16** 0.75** (0.76)

5. Subjective norms 3.69 1.10 −0.01 −0.08 0.60** 0.67** (0.85)

6. Perceived behavioral control 3.11 0.99 0.06 −0.24** 0.73** 0.66** 0.54** (0.74)

7. Openness to change 4.87 0.82 −0.02 0.02 0.45** 0.50** 0.29** 0.42** (0.65)

8. Self-enhancement 4.64 0.84 0.04 −0.07 0.44** 0.35** 0.29** 0.34** 0.42** (0.66)

**p < 0.01.

the variables. To assess the reliability of the model, the combined
reliability and Cronbach’s alpha were computed. The results are
shown in Table 4. As is shown, the results verified the reliability
of the variables because they were all above the proposed value
of 0.7. The convergent validity of the variables was assessed
by the average variance extracted (AVE) index. As shown in
Table 4, the AVE coefficient for all the variables was close to
or greater than 0.5, indicating a good convergent validity of the
measurement model.

Finally, the discriminant validity of the constructs was tested
using the Fornell and Larcker (1981) method. According to
Table 2, the square root of AVE for all of the constructs (the
bold values within the parentheses on the table’s diagonal)
is greater than the correlation value among that construct
and the other constructs, indicating good discriminant
validity of the measurement model. The assessment of the
measurement model proves that all the constructs have
appropriate reliability and validity.

Assessment of the Structural Model
After verifying the validity and reliability of the measurement
model, the next step was to evaluate the results of the structural
model in order to examine the significance of the research
hypotheses and the percentage of the predicted variance. The R2

values shown in Table 3 represent the explained variance of each
latent variable. As is shown, the model can explain 77, 30, 27, and

TABLE 3 | Assessment results of the measurement and structural models.

Variable Measurement model Structural model

α CR AVE Q2 R2

Self-enhancement 0.70 0.78 0.43 – –

Openness to change 0.73 0.81 0.42 – –

Subjective norms 0.81 0.89 0.72 0.16 0.17

Attitude toward
entrepreneurship

0.82 0.87 0.58 0.27 0.30

Perceived behavioral
control

0.83 0.88 0.55 0.21 0.27

Entrepreneurial
intentions

0.84 0.88 0.56 0.77 0.77

α: Cronbach’s alpha; AVE: average variance extracted; CR: composite reliability;
O2: predictive relevance; R2: coefficient of determination

17% of the variance of entrepreneurial intentions, attitude toward
entrepreneurship, perceived behavioral control, and subjective
norms, respectively. Moreover, the results of the Aston-Geyser
test prove that the model has a good prediction power because
the Q2 values are positive for all the latent variables.

To test the hypotheses, the standardized path coefficients
(β) and the effect size (f 2) of the assumed relationships were
analyzed. As is shown in Table 4, the results of bootstrapping
analysis indicate that the relationship between attitude toward
entrepreneurship (β = 0.34; p < 0.01), subjective norms (β = 0.07;
p < 0.05), perceived behavioral control (β = 0.56; p < 0.01),
and entrepreneurial intentions is significant. The effect size is
moderate for attitude toward entrepreneurship–entrepreneurial
intentions (f 2 = 0.19) and large for perceived behavioral control–
entrepreneurial intentions (f 2 = 0.69). Although the effect of
subjective norms on entrepreneurial intentions is significant, the
effect size is less than the 0.02 threshold for the small effects
(f 2 = 0.01). The direct relationship between openness to change
(H1: β = −0.02; p > 0.05) and self-enhancement (H2: β = 0.05;
p > 0.05) with entrepreneurial intentions is not significant, so H1
and H2 are not supported.

The findings indicate that there are positive and significant
relationships of openness to change (H3: β = 0.41; p < 0.01) and
self-enhancement (H4: β = 0.15; p < 0.01) with attitude toward
entrepreneurship. Hypotheses 3 and 4 are, thus, supported. In
addition, openness to change shows a positive and significant
association to perceived behavioral control (H5: β = 0.39;
p < 0.01). Hypothesis 5 is also, thus, supported, and no significant
relationship of self-enhancement with perceived behavioral
control is found (H6: β = 0.09; p > 0.05). The effect sizes are
small for openness to change–attitude toward entrepreneurship
(f 2 = 0.13), self-enhancement–attitude toward entrepreneurship
(f 2 = 0.02), and openness to change–perceived behavioral control
(f 2 = 0.11). However, openness to change (H7: β = 0.30; p < 0.01)
and self-enhancement (H8: β = 0.14; p < 0.01) are positively
related to subjective norms, which is opposed to the proposed
directions. Consequently, H7 and H8 are, thus, not supported.

Regarding the control variables, a higher age was found to
have a negative effect on entrepreneurial intentions (β = −0.08;
p < 0.05) and attitude toward entrepreneurship (β = −0.08;
p < 0.05). Furthermore, females had higher attitude toward
entrepreneurship (β =−0.17; p < 0.01) and perceived behavioral
control (β =−0.23; p < 0.01).
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TABLE 4 | Direct, indirect, and total effects of the research model for the total sample (N = 452).

Hypotheses Relation β CI f2 Supported

Control Variables

Age → Entrepreneurial intentions −0.08*

Age → Attitude toward entrepreneurship −0.08*

Age → Subjective norms −0.03

Age → Perceived behavioral control 0.01

Gender → Entrepreneurial intentions −0.02

Gender → Attitude toward entrepreneurship −0.17**

Gender → Subjective norms −0.08

Gender → Perceived behavioral control −0.23**

Direct effects

Attitude toward entrepreneurship → Entrepreneurial intentions 0.34** 0.26–0.42 0.19 Yes

Subjective norms → Entrepreneurial intentions 0.07 0.01–0.13 0.01 No

Perceived behavioral control → Entrepreneurial intentions 0.56** 0.48–0.62 0.69 Yes

H1 Openness to change → Entrepreneurial intentions −0.02 −0.07 to 0.05 0.00 No

H2 Self-enhancement → Entrepreneurial intentions 0.05 −0.01 to 0.10 0.01 No

H3 Openness to change → Attitude toward entrepreneurship 0.41** 0.31–0.52 0.13 Yes

H4 Self-enhancement → Attitude toward entrepreneurship 0.15** 0.04–0.24 0.02 Yes

H5 Openness to change → Perceived behavioral control 0.39** 0.29–0.50 0.11 Yes

H6 Self-enhancement → Perceived behavioral control 0.09 −0.01 to 0.23 0.00 No

H7 Openness to change → Subjective norms 0.30** 0.18–0.42 0.06 No

H8 Self-enhancement → Subjective norms 0.14** 0.01–0.25 0.01 No

Indirect effects

Openness to change→ attitude toward
entrepreneurship

→ Entrepreneurial intentions 0.14** 0.10–0.19 Yes

Openness to change→ subjective
norms

→ Entrepreneurial intentions 0.02 0.00–0.04 No

Openness to change→ perceived
behavioral control

→ Entrepreneurial intentions 0.22** 0.15–0.21 Yes

Self-enhancement→ attitude toward
entrepreneurship

→ Entrepreneurial intentions 0.05* 0.01–0.09 Yes

Self-enhancement→ subjective norms → Entrepreneurial intentions 0.01 −0.00 to 0.02 No

Self-enhancement→ perceived
behavioral control

→ Entrepreneurial intentions 0.05 −0.02 to 0.11 No

Total effects

Openness to change → Entrepreneurial intentions 0.37** 0.25–0.45

Self-enhancement → Entrepreneurial intentions 0.11** 0.06–0.30

*p < 0.05; **p < 0.01; β, standardized path coefficient; CI, confidence interval; f2, effect size; VAF, variance accounted for; N/A, not applicable.

To test the mediation effects, we followed the suggestions of
Preacher and Hayes (2004, 2008) by bootstrapping the indirect
effects method (bootstraps = 5000). The bootstrapping method is
the most powerful and appropriate non-parametric technique to
test the mediation effect in PLS-SEM (Preacher and Hayes, 2008).
As shown in Table 4, the indirect effect of openness to change on
entrepreneurial intentions via attitude toward entrepreneurship
[β = 0.14, t = 5.547; p < 0.01, 95% CI = (0.10, 0.19), VAF = 87%]
and perceived behavioral control [β = 0.22, t = 6.521; p < 0.01,
95% CI = (0.15, 0.21), VAF = 91%] was significant. Furthermore,
the lower- and upper-level confidence intervals did not straddle
the value of zero, supporting the existence of mediation effects
(Preacher and Hayes, 2008). According to the results, the indirect
path from self-enhancement to entrepreneurial intentions via
attitude toward entrepreneurship is significant (β = 0.12) with a
95% CI excluding zero (0.01–0.09). However, the other mediation

effects of perceived behavioral control and subjective norms were
not significant (Table 4).

The total effects also show that the three main predictors
of entrepreneurial intentions are perceived behavioral control,
openness to change, and attitude toward entrepreneurship, and
subjective norms are the weakest predictor of entrepreneurial
intentions (Table 4).

Multigroup Analysis
In order to analyze the differences in the causal relationships of
the model between Iran (n = 231) and Afghanistan (n = 221),
a multigroup PLS-GMA analysis was performed (Hair et al.,
2014). For both models, the SRMR value was less than 0.09,
indicating a good fit (Figure 1). The results obtained from the
bootstrapping procedure with 5000 resamples showed that there
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FIGURE 1 | Structural model results for the Iranian (n = 231) and Afghan (n = 221) samples. Iran/Afghanistan; ∗p < 0.05, ∗∗p < 0.01; SRMR = 0.07/0.08; relations
are controlled for age and gender.

TABLE 5 | Multigroup analysis of the path coefficients between the Iranian (n = 231) and Afghan (n = 221) samples.

Relation β (Iran) β (Afghanistan) Path coefficients difference p-Value

Attitude toward entrepreneurship → Entrepreneurial intentions 0.35 0.25 0.10 0.23

Subjective norms → Entrepreneurial intentions 0.06 0.09 0.03 0.70

Perceived behavioral control → Entrepreneurial intentions 0.54 0.56 0.02 0.75

Openness to change → Entrepreneurial intentions −0.03 −0.01 0.02 0.72

Self-enhancement → Entrepreneurial intentions 0.10 0.01 0.09 0.19

Openness to change → Attitude toward entrepreneurship 0.27 0.42 0.15 0.22

Openness to change → Subjective norms 0.19 0.27 0.08 0.56

Openness to change → Perceived behavioral control 0.32 0.30 0.02 0.82

Self-enhancement → Attitude toward entrepreneurship 0.22 0.20 0.02 0.65

Self-enhancement → Subjective norms 0.19 0.16 0.03 0.65

Self-enhancement → Perceived behavioral control 0.11 0.17 0.06 0.70

is no significant difference between Iran and Afghanistan on the
assumed relationships in the research model (Table 5).

DISCUSSION

Drawing upon the TPB and the theory of basic human values
as well as previous research on entrepreneurial intentions,
the purpose of the present study was to investigate the
role of the two personal values, i.e., “openness to change”
and “self-enhancement” in forming students’ entrepreneurial
intentions. In this study, using a structural equation model, a
mediation model was studied on a sample of 452 agriculture
students in the two countries of Iran and Afghanistan.

The results show that the personal values are not directly
related to entrepreneurial intentions; instead they have an

indirect relationship with it through its antecedents in the TPB in
the developing country context. Previous studies have also found
that the motivational factors in the model of planned behavior
mediate the relationship between students’ personal values
and entrepreneurial intentions (Liñán et al., 2016; Gorgievski
et al., 2018). These results support the basic assumption of
the TPB. According to this assumption, the individual and
personality variables, such as personal values, have an indirect
effect on entrepreneurial intentions and motivational factors,
such as attitudes, have a mediating role in such a relationship
(Fishbein and Ajzen, 2011).

Specifically, in the relationship between individualistic
personal values, perceived behavioral control, and attitudes
toward entrepreneurship, the expected positive effects were
found, confirming hypotheses 2 and 3. These results are in
line with previous research that suggests openness to change
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and self-enhancement lead to a more favorable evaluation
(attitude toward entrepreneurship) and more perceived ability
and control (perceived behavioral control) regarding the process
of new business creation (Gorgievski et al., 2018). In contrast
to our hypotheses, it was found that individualistic personal
values are positively related to subjective norms, which is not
consistent with previous findings (Gorgievski et al., 2018; Karimi
et al., 2019). It appears that, for Iranian and Afghan students,
openness to change and self-enhancement may be positive
predictors of subjective norms. One plausible explanation for this
finding might be related to cultural contexts. Further research is
needed to clarify this issue. In addition, there was no significant
relationship between subjective norms and entrepreneurial
intentions. It may be argued that part of these results may be a
consequence of our operationalization of the subjective norms
construct. We return to this in the limitations section.

The results also show that individualistic values are important
for entrepreneurial careers and the selection of future jobs
(Sagiv, 2002; Knafo and Sagiv, 2004). Therefore, they should
be taken into account when studying the determinants of
entrepreneurial intentions. The individualistic values are related
to entrepreneurship; however, a particular dimension of the
individualistic values (i.e., openness to change) further stimulates
the entrepreneurial intentions of the undergraduate agriculture
students. In other words, the psychological motivations, i.e.,
self-direction and stimulation (such as excitement, novelty,
independence, and autonomy) motivate the entrepreneurial
intentions of Iranian and Afghan undergraduate students more
than economic motivations (i.e., the progress and power)
although this is an indirect relation. Although Liñán et al. (2016)
report that the values of self-enhancement in Spain are more
related to entrepreneurial intentions than openness to change;
this difference in Western and Eastern countries requires further
investigation. The results show that perceived behavioral control
and, to a lesser extent, attitude toward entrepreneurship mediates
the effects of the individualistic values on entrepreneurial
intentions. Thus, the research literature extends the relationship
between personal values and entrepreneurial career choices
(Liñán et al., 2016; Gorgievski et al., 2018).

The results of the present study indicate that the relative
importance of the motivational factors in the TPB model
for agriculture students of Iran and Afghanistan is such
that perceived behavioral control has the strongest and
subjective norms has the weakest relationship with their
entrepreneurial intentions. This result suggests that the
formation of students’ entrepreneurial intentions is based
more on personal considerations than normative and social
considerations. In other words, decision making about a future
career may be of great importance to the person and one pays
less attention to the opinions of others in this regard. Another
possible explanation concerns the Iranian and Afghan economic
contexts. The high rate of youth unemployment in Iran and
Afghanistan could well limit the effects of perceived approval or
disapproval of entrepreneurial activity on the entrepreneurial
intentions of students. Start-ups are mostly driven by necessity
in these countries (Muhammad et al., 2011; Karimi et al., 2017).
It is, thus, possible that the effect of the opinions of others

is limited due to the necessity of doing something and, thus,
starting a new business. Given unstable economic and political
country conditions, moreover, confidence in one’s ability to start
and run a business can be expected to be a strong predictor of
entrepreneurial intentions (Karimi et al., 2019). This result is
in agreement with the results of the previous studies in Iran
(Karimi et al., 2014, 2017).

The antecedents of entrepreneurial intentions are often
considered as factors of culture, context-specific and dependent
on the environment (Lüthje and Franke, 2003; Karimi et al.,
2017). The factors in the TPB model have different levels
of impact across different countries (Engle et al., 2010;
Moriano et al., 2012). Therefore, it was expected that the
relationships between personal values, the TPB’s antecedents,
and entrepreneurial intentions would be different between Iran
and Afghanistan. However, the results show that the relationship
between personal values (i.e., openness to change and self-
enhancement) and the variables of the TPB (i.e., attitude
toward entrepreneurship, subjective norms, perceived behavioral
control, and entrepreneurial intentions) and the relationship
between the antecedents of entrepreneurial intentions and
entrepreneurial intentions are not different among students
of the two countries. Although this result requires further
research, one possible reason may be that young people
of Generation Y share common perceptions, values, and
attitudes (Charters et al., 2011), and globalization has had
more impact on the students than the contextual variables
of each country.

Implications
From a theoretical perspective, the results of this study
contribute to the development of the literature on entrepreneurial
intentions, and in particular, they emphasize the role of
personal values as an intrinsic factor that is neglected in the
entrepreneurship literature in forming entrepreneurial intentions
(Liñán et al., 2016; Gorgievski et al., 2018; Kruse et al., 2019). The
present study establishes the utility of the application of the TPB
model in seeking values–entrepreneurial intentions linkage. It
shows that Schwartz’s(1992,1994) and Ajzen’s (1991) theoretical
frameworks are highly compatible in predicting entrepreneurial
intentions, confirming previous studies that have examined this
integration (Liñán et al., 2016; Morales et al., 2019). The results
also respond to the recent calls for the study of the role of personal
values in entrepreneurship, especially in developing countries
(Fayolle and Liñán, 2014; Liñán and Fayolle, 2015; Liñán et al.,
2016). Moreover, our results support the assertion that external
variables, such as personal values, may indirectly influence
entrepreneurial intentions via the antecedents described in the
TPB (Fishbein and Ajzen, 2011).

From a practical perspective, the results of this study
could help educators and policymakers in the promotion
of entrepreneurship (Goodnow, 1997). Because values are
deeply rooted in an individual’s life, and they are formed
at the early stages of life, they can be incorporated as part
of a school’s curriculum in a country’s long-term policy
to encourage progression, independent thinking, creativity,
and problem solving and, hence, entrepreneurial activity
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(Morales et al., 2019). The individualistic values are useful tools
for pupils and university students to decide whether to pursue
entrepreneurship education and the related disciplines for a
future career in entrepreneurship or not. To enhance students’
entrepreneurial intentions through educational interventions,
universities could identify individuals with high levels of
openness to change and prepare them to become potential
entrepreneurs (Gorgievski et al., 2018). Educators and career
counselors should facilitate the formation of individualistic
values among students and graduates. For example, using
entrepreneurial role models that improve openness to change,
they could help students to be prepared for more challenging and
highly demanding careers, such as entrepreneurship. Educators
and career counselors could also consider how the values relate
to the components of the TPB in forming entrepreneurial
intentions. To enhance entrepreneurial intentions, educators
and counselors could improve perceived behavioral control and
positive attitude toward entrepreneurship. Using entrepreneurial
role models, conducting case studies on successful entrepreneurs,
and playing the films and stories of their lives in the
classroom could help to increase the motivational factors. Also,
launching small businesses for students along with internship
in entrepreneurial companies will expose students to the real
world of entrepreneurship and improve their self-efficacy and
entrepreneurial attitudes. In this regard, Policymakers could play
an important role in planting the seeds of entrepreneurship
early on by providing the resources for students to launch small
businesses during their student life. Policymakers could also use
personal values as criteria to filter out potential entrepreneurs to
better allocate national entrepreneurship resources.

Limitations and Suggestions for Future
Studies
Like any other research, the present study has some limitations.
First, the data of the present study are self-reported, and they
were collected using a questionnaire, which could be influenced
by social desirability. Therefore, it is recommended that future
studies try to collect data using multiple sources (such as
interview and observation), and this may reduce the likelihood
of skewed common method and social desirability. The second
limitation is the cross-sectional nature of the present study, so
the use of the SEM does not prove the causality. Although
previous studies show that entrepreneurial intentions are the
best predictor of entrepreneurial behavior, using longitudinal
studies is recommended to researchers, and this could provide
more opportunity for the investigation of causality. Moreover,
research shows that there may be a gap between entrepreneurial
intentions and entrepreneurial behavior (Kautonen et al., 2015).
Therefore, the effect of personal values on the intention–
behavior link requires further research in the future. Third,
the questionnaire by Liñán and Chen (2009), which was used
to measure subjective norms, is deemed suitable for use in
samples of students but does not explicitly encompass Ajzen’s
(2002) subjective norms definition. Future studies should try
to replicate our findings using a questionnaire that explicitly
follows the recommendations of Ajzen (2002). The fourth

limitation is that, following previous studies (Karimi et al., 2017;
Gorgievski et al., 2018; Karimi, 2019; Kruse et al., 2019), data
were collected in the context of the university from students.
They may have different values compared to other groups
in society, so future studies should collect data from other
groups, such as young entrepreneurs. Although there are other
stimulating variables that could act as a mediator, in this study,
just the antecedents of the TPB were used as the mediators
of personal values. Future studies could examine whether or
not there are more mediating variables to influence personal
values on entrepreneurial intentions. Future research could also
expand our study by testing the effects of collectivistic values on
entrepreneurial intentions and behaviors. There is no agreement
between scholars on whether individualism and collectivism
are the opposite poles of the same dimension (Liñán et al.,
2016). We have only focused on the individualistic values,
but the consideration of collectivistic values may increase our
understanding of the role of personal values in entrepreneurship.

CONCLUSION

This article aimed to address a very important gap found
in the cognitive entrepreneurship literature, namely the role
of personal values in forming entrepreneurial intentions in
developing countries, using the TPB (Ajzen, 1991) and Schwartz’s
(1992) theory of personal values. Results indicate that openness
to change and self-enhancement values are not directly related
to entrepreneurial intentions. However, these personal values
are indirectly related to entrepreneurial intentions through
attitude toward entrepreneurship and perceived behavioral
control. Furthermore, the results show that the relationships
within the research model are not different between the
two developing countries of Iran and Afghanistan. Thus, it
attempted to respond to the call to reveal the role of personal
values in entrepreneurship, particularly in developing countries,
which has recently been emphasized in the entrepreneurship
literature (Fayolle and Liñán, 2014; Liñán and Fayolle, 2015;
Liñán et al., 2016). Other researchers are recommended to
investigate whether our findings can be replicated in different
cultural contexts and sample populations. As noted earlier, future
research may also assess whether collectivistic personal values
would have different effects on entrepreneurial intentions, its
antecedents, and whether other psychological factors would
mediate the relationships among these values and entrepreneurial
intentions and behavior. In conclusion, this research provides
evidence that individualistic personal values are important
in determining entrepreneurial intentions and offer insights
regarding the importance of these values in the entrepreneurial
process in developing countries. Our results can also inform
the development of promotional programs that foster students’
intentions to start a new business.
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