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 As social media becomes influential in our daily life, successful adoption of it may act as a moti-
vating factor to achieve entrepreneurial outcomes such as entrepreneurial intention, the most relia-
ble indicator of actions toward entrepreneurial behavior. Although numerous studies found person-
ality as a strong determinant of entrepreneurial intention, the focus was on broad personality con-
structs such as the Big Five, rather than specific ones that may predict entrepreneurial outcomes 
better. Based on the concept of entrepreneurial intentionality and entrepreneurial networking, social 
media technology acceptance that includes perceived usefulness, perceived ease of use, and inten-
tion to use social media, is proposed to mediate the relationship between entrepreneurial personality 
and entrepreneurial intention. Using a sample of 261 college students and SEM analysis, significant 
positive direct and indirect influences were found. 
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1. Introduction 
 
 

 
Social media, as a group of internet-based technologies, has become a significant part of an individual’s life (Tess, 2013; 
Zhang et al., 2019). Indeed, accessibility of social media platforms anytime from anywhere transformed them to become 
potential tools to support and benefit different activities among users in a large variety of approaches; such as collaborative 
learning and creativity (Wu et al., 2017), creation of knowledge sharing communities, and establishing entrepreneurial 
enterprises (Soto-Acosta et al., 2017), global citizenship identification and prosocial outcomes (Lee et al., 2017) and marketing 
(Moslehpour et al., 2020). Nevertheless, the potential of using social media networks as the mutuality of actor intention to 
facilitate entrepreneurship is rarely studied. Entrepreneurial intention is considered the most reliable indicator of future entre-
preneurial behavior, especially when behavior is difficult to observe (Krueger et al., 2000). It directs an individual’s intent 
toward target behavior (Krueger, 2007; Obschonka et al., 2010; Do & Dadvari, 2017). Studies on entrepreneurial intention 
represent several factors to relate to the individual’s intention to engage in venture creation, including individual personality, 
externals, and environmental context. Drawing on Ajzen’s (1991) theory of planned behavior, as intention predicts action, 
certain characteristics predict and affect intention. Following Zhao and Seibert (2006), personality must be considered as a 
significant part of any dimensional model related to entrepreneurial activity and new venture creation. This has led to the 
mentality that personality traits may influence entrepreneurial outcomes via contextual and motivational factors (Karimi et 
al., 2017). According to the concept of entrepreneurial intentionality (Bird and Jelinek, 1988), to affect entrepreneurial inten-
tion, a combination of both personality and contextual factors are required (Krueger et al., 2000; Schlaegel & Koenig, 2014). 
Although previous studies suggested personality as a strong determinant of entrepreneurial intention (Crant, 1996; Obschonka 
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et al., 2010), the focus was on broad personality constructs, such as the Big Five personality dimensions. Nevertheless, con-
temporary research on personality and entrepreneurship suggests that to measure entrepreneurial success, narrow personality 
traits can predict entrepreneurial outcomes better than broad traits (Leutner et al., 2014). Notwithstanding, the role of contex-
tual factors in measuring these mediating relationships to affect entrepreneurial intention is worth exploring. In terms of 
contextual factors, we proposed social media acceptance as a possible mediator to influence the effect of entrepreneurial 
personality on entrepreneurial intention. We assume the potentiality of social media acceptance in relation to humans will 
lead to a set of activities. Social media technology acceptance is based on the technology acceptance model (TAM), that is, 
the intention to use social media. TAM predicts user acceptance of technology-based upon the estimation of perceived use-
fulness (PU), perceived ease of use (PEoU), and intention to use that technology (IU) (Svendsen et al., 2013; Schmidthuber 
et al., 2020). Although there have been several studies that examined the relationship between personality variables and social 
media usage (Hughes et al., 2012; Ross et al., 2009; Ryan & Xenos, 2011), there has been no attention devoted to entrepre-
neurial personality and social media technology acceptance. Therefore, this study contributes to the debate by developing a 
conceptual model that includes personality, and external contextual factor in specifying their associations with entrepreneurial 
intention, and further explore the influence of social media acceptance on the link between personality and intentional behavior 
to analyze how the adoption of social media may affect users themselves. Additionally, in response to the criticism raised by 
early studies that challenge the capability of personality trait as the sole indicator of entrepreneurial intention, a new concept 
of entrepreneurial personality is employed in the proposed model. Importantly, the entrepreneurial personality-intention rela-
tionship will be investigated under the scope of the entrepreneurial network (Engel et al., 2017), which refers to the unique 
networking styles, processes, or strategies entrepreneurs do in shaping and creating network ties by applying an affordance 
lens to test the capability of social media acceptance in relation with human potentiality. Moreover, as responding to the rapid 
technological move, social media acceptance is explored not only in terms of social media usage, but also the usefulness, ease 
of use, and intention to use social media toward the entrepreneurial intention. Findings provide a more comprehensive view 
not only to predict highly inclined future entrepreneurs but also to underscore the significance of practical applications for 
better e-learning systems and training to motivate individual entrepreneurial intention. Realizing the potentiality of social 
media on human action, while considering entrepreneurial personality, can provide new insights into understanding the 
strengths, and weaknesses of future entrepreneurs before confronting the uncertain challenges of starting a new venture. 

 

2. Literature review and theoretical background  
 

2.1. Entrepreneurial intention 
 

Entrepreneurship could be defined as the discovery and exploration of an opportunity to result in entrepreneurial outcomes, 
which would be best predicted by entrepreneurial intention (Liñán et al., 2011; Nga & Shamuganathan, 2010; Elston & 
Weidinger, 2018). A growing body of research indicates intentionality as the core aspect of human beings that constitute a 
path for an individual’s future performance, that is, entrepreneurial action following the formation of entrepreneurial intention 
(Douglas, 2013; Zhang et al., 2014). Entrepreneurial intention is described as an attentive state of mind that relates to an 
individual’s willingness or disposition towards an entrepreneurial goal, such as venture creation (Krueger et al., 2000). Given 
that forming an intention is the first fundamental step, it is sensible to analyze how entrepreneurial intention as a determinant 
factor towards performing entrepreneurial actions (Krueger et al., 2000; Liñán et al., 2011). Prior research on predictors of 
entrepreneurial intention suggested personality is a significant predictor of entrepreneurial intention. For instance, Wang and 
Wong (2004) explained the entrepreneurial interest of adults based on personal background. In line with this assumption, 
some personality characteristics such as innovation or creativity, proactivity, risk-taking, and openness to experience are ad-
dressed as key elements to predict entrepreneurial intention (Zhao et al., 2010). An individual with certain personality traits 
may be more attracted to entrepreneurial behavior. Thus in the future, they may persist in establishing the new venture.  
 

2.2. Entrepreneurial personality 
 

According to Bird’s (1988) concept of entrepreneurial intentionality, a combination of both personality and contextual factors 
are required to structure entrepreneurial intention (Bird, 1988; Krueger et al., 2000; Obschonka et al., 2019; Schlaegel and 
Koenig, 2014). Personality construct is often suggested as a significant predictor of entrepreneurial intention (Crant, 1996). 
Within the context of entrepreneurial studies, personality is often taken into account (Brandstätter, 2011; Leutner et al., 2014; 
One’s et al., 2007). However, explaining the link between personality and entrepreneurial intention is focused on the frame-
work of the broad, Big Five personality traits. For instance, a meta-analysis conducted by Zhao and Seibert (2006) found that 
entrepreneurs scored higher on conscientiousness and openness to experience, and lower on neuroticism and agreeableness. 
Another meta-analysis by Zhao, Seibert, and Lumpkin (2010) found a moderate effect size for entrepreneurial intentions 
(multiple R = .36) and entrepreneurial performance (multiple R = .31). Recently, Leutner et al. (2014) showed that narrow 
traits are more reliable predictors of entrepreneurial outcomes, as these traits matched to the knowledge, skills, and abilities 
relevant in entrepreneurship. Given that entrepreneurial outcomes are emphasizing on opportunities over threats (Eckhardt 
and Shane, 2003), some characteristics are identified among the most important ones to start entrepreneurial activities, 
including opportunity recognition, opportunity exploitation, innovation, and value creation (Ardichvili et al., 2003; Cuesta et 
al., 2018). Based on this notion, Ahmetoglu et al. (2011) developed the Measure of Entrepreneurial Tendencies and Abilities 
(META) to measure entrepreneurial opportunism (EO), entrepreneurial proactivity (EA), entrepreneurial vision (EV), and 
entrepreneurial creativity (EC). In the Leutner et al. (2014) study, all four facets loaded onto a latent META total factor, which 
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were found to predict total entrepreneurial activity, a combination of entrepreneurial success outcomes. Therefore, it is 
proposed that: 
 

H1: Entrepreneurial personality is positively related to entrepreneurial intention. 
 

2.3. Social media technology acceptance 
 

As prior research suggested entrepreneurial intention may be indirectly influenced by personal, social and situational factors 
(Krueger et al., 2000), we proposed social media technology acceptance as a possible mediator to influence the effect of 
entrepreneurial personality on entrepreneurial intention. Based on the new theory of entrepreneurial intentionality proposed 
by Mishra and Zachary (2014), opportunities without intention are meaningless, and the interaction between opportunities 
and intentions necessarily should be considered. Social media, a group of Internet-based application that allows interaction 
among people in which they create value and exchange content (Kaplan and Haenlein, 2010; Zhang et al., 2015), offers the 
context and opportunity for entrepreneurs to participate in a collaborative manner (Laroche et al., 2012). The use of social 
media can be considered as a component of entrepreneurial networking, which refers to the networking styles, strategies, or 
processes of entrepreneurs (Engel et al., 2017). Entrepreneurial networking is not only about individuals thinking of new 
venture creation, but also to the utilization of society for social and economic change (Obschonka et al., 2015). In the social 
media network of the entrepreneurial community, individuals with multi-skills in different areas, such as physical, financial, 
managerial, and entrepreneurial experience are more likely to be found (Stuetzer et al., 2013), and consequently more re-
sourceful to combine different resources to run the business successfully. Given that entrepreneurial ventures are known as 
the primary source of employment, economic growth, technological development (Acs and Szerb, 2007; Wennekers and 
Thurik, 1999), understanding the influence of social media technology acceptance on entrepreneurial personality and 
entrepreneurial intention is theoretically and practically relevant. Social media technology acceptance refers to the basics of 
the technology acceptance model (TAM) to social media (Dadvari and Do, 2019; Devaraj et al., 2008; Al-Qaysi et al., 2018; 
Pourkhari et al., 2019). Perceived usefulness (PU) refers to the individual’s perception of applying specific social media 
technology. Perceived ease of use (PEoU) is defined as the degree to which an individual believes using a particular system 
of social media would be free of effort. Finally, the intention to use that technology (IU) refers to an individual’s intention to 
use specific social media technology. TAM is an adoption of the theory of reasoned action (Ryan and Xenos, 2011), where 
personality can lead to beliefs related to the behavior. According to Davis (1993), perceived usefulness is 50% more influential 
than ease of use. In entrepreneurial networking, entrepreneurs participate as individual actors to drive the social network 
change in a dynamic process (Emirbayer and Goodwin, 1994; Hoang and Antoncic, 2003; Slotte‐Kock and Coviello, 2010). 
As entrepreneurs can, and often do, break away from their existing network structures (Hallen and Eisenhardt, 2012; Porter 
and Woo, 2015), for social media to work in entrepreneurial networking, entrepreneurs need to recognize and accept social 
media technology as beneficial to entrepreneurial activities. Based on TAM, PU and PEoU are affected by external variables 
such as user traits and organizational elements (Zaremohzzabieh et al., 2015). Personality is associated with technology in 
different ways, such as human-computer interaction (Svendsen et al., 2013). Considering that personality can be described as 
an individual response to a particular situation (Borghans et al., 2011; Roberts, 2009), social media offers a particular situation, 
and social media technology acceptance indicates the belief of social media in facilitating entrepreneurial networking. There-
fore, the following hypotheses are proposed:  
 

H2a: Entrepreneurial personality is positively related to the perceived usefulness of social media. 
H2b: Entrepreneurial personality is positively related to perceived ease of use of social media. 
H2c: Entrepreneurial personality is positively related to intention to use social media. 
 

The general finding using technology acceptance model suggests external variables, such as personality, maybe fully mediated 
by perceived usefulness and perceived ease of use, and both contribute to technology usage (Devaraj et al., 2008; Svendsen 
et al., 2013; Zaremohzzabieh et al., 2015). Furthermore, sub-dimensions of TAM were generally found to influence each other 
(Davis, 1989; Davis et al., 1989). For instance, perceived usefulness may mediate perceived ease of use toward behavioral 
intention to use technology, and consequently, the adoption of services such as e-government (Horst et al., 2007) and 
smartphones (Joo and Sang, 2013). Therefore, it is proposed that: 
 

H3a: Perceived ease of use of social media is positively related to the perceived usefulness of social media. 
 

According to studies applying TAM in a different context, perceived usefulness is positively correlated to use the system 
(Baker-Eveleth and Stone, 2015; Chen et al., 2013). For example, Horton et al. (2001) confirmed the existence of a positive 
influence of PU on the intention to use intranet media. Park et al. (2014) asserted that PU is positively associated with tech-
nology interest (Park and Kim, 2014; Park et al., 2014). Therefore, it is proposed that: 
 

H3b: Perceived usefulness of social media is positively related to intention to use social media. 
 
Similarly, perceived ease of use is found to be the other determinant of system intention. In other words, if a system is rela-
tively easy to use, an individual will be more willing to learn about its feature (Park et al., 2014). Studies revealed that there 
is a positive relationship between PEoU and behavioral intention. For instance, Wang et al. (2003) found perceived ease of 
use is a significant antecedent of mobile banking. Several studies in line with prior research with TAM, it is hypothesized that: 
 
H3c: Perceived ease of use of social media is positively related to intention to use social media. 
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While PU and PEoU are considered to be the two critical determinants of technology acceptance, the attitude toward the use 
of technology may influence other outcome variables. For instance, in the Zaremohzzabieh et al. (2015) study, they found 
empirical support that attitude may serve as a mediator toward the entrepreneurial intention. Indeed, TAM postulates that a 
user’s acceptance of the technology system is influenced by the user’s intention to use the system, which in turn influenced 
by the user’s attitude toward the system (Zaremohzzabieh et al., 2016). In the present study, the intention to use social media 
is the positive attitude toward social media influenced by PU and PEoU. Based on H3a and H3b, it is hypothesized that: 
 

H4: Intention to use social media is positively related to entrepreneurial intention. 
 

2.4. Mediation of social media technology acceptance 
 

While previous research has studied the link between personality and social media on platforms such as Facebook and Twitter 
(Hughes et al., 2012; Legris et al., 2003; Ryan & Xenos, 2011), the emphasis was on the attitude and individuals beliefs 
towards the new technology, rather than whether the technology acceptance may influence entrepreneurial intention. Individ-
ual difference variables are known as the key to the successful implementation of new technology.  Prior research found the 
Big Five personality traits to be related to specific beliefs about the perceived usefulness and perceived ease of use of 
technology (Devaraj et al., 2008; Moslehpour et al., 2018; Svendsen et al., 2013), and its mediating effect on social media use 
(Kwon and Wen, 2010). Therefore, it is proposed that: 
 

H5: Perceived usefulness of social media mediates the relationship between entrepreneurial personality and intention to use 
social media. 
 
H6: Perceived ease of use of social media mediates the relationship between entrepreneurial personality and intention to use 
social media. 
 

Based on the entrepreneurial networking (Engel et al., 2017) and the new theory of entrepreneurial intentionality (Mishra and 
Zachary, 2014), we propose that in addition to attitude or beliefs toward social media, social media technology acceptance 
can have a significant consequence on entrepreneurial intention. The rationale is based on Shapero’s intention model, which 
hypothesized that perceived values are key factors that affect intention. Research on the intention to use technology has found 
the mediation effect of perceived value on user intention to pay (Lu and Hsiao, 2010; Ngai et al., 2015). Moreover, prior 
research also suggests that an individual inclination to entrepreneurship is indirectly influenced by the experience received 
through the environment (Peterman and Kennedy, 2003; Schlaegel and Koenig, 2014). In this instance, social media technol-
ogy acceptance can be considered to provide the experience and perceived value to entrepreneurs, and consequently influence 
their entrepreneurial intention. Therefore, it is hypothesized that: 
  
H7: Intention to use social media mediates the relationship between entrepreneurial personality and entrepreneurial intention. 
 

The proposed research model is shown in Fig. 1 below. 
 

 
Fig. 1. Research framework 

 
3. Research methodology  
 

3.1. Data collection 
 

A total of 265 undergraduate students taking business administration related courses at a large public university in Taiwan 
were recruited. While about 50% of participants were business majors, students from fields outside of management, such as 
liberal arts, science, and engineering. The decision to use student sample is intentional and considered appropriate to be con-
sistent with previous studies where future entrepreneurs are not necessarily those who have business background (Hmieleski 
and Lerner, 2016; Krueger et al., 2000). Furthermore, undergraduate students represent a dynamic segment of the population 
in the digital era, where they grew up with high social media immersion and may enjoy the benefit of networking with entre-
preneurial talent regionally and globally. Finally, the student sample provides better control in terms of the completion of 
questionnaires (Díaz-García and Jiménez-Moreno, 2010). According to a National Development Council survey, among 
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young adults in Taiwan, the Internet penetration rate is 82.3%, with more than 60.1% of online tasks were through social 
media (Chen and Yen, 2018). To reduce the influence of common method bias (CMB), we employed several alternatives 
suggested by Podsakoff et al. (2003). Before data collection, pre-validated scales were chosen, mixed and limited reversed 
items were used. A representative group of respondents pretested the survey instrument. Furthermore, the participant’s identity 
was protected to ensure anonymity and voluntary participation. After the elimination of incomplete questionnaires, the data 
set of 261 respondents was created. Participants were aged 18 to 24 years old. The sample consisted of 135 (51.7%) males 
and 126 (48.3%) females with a mean age of 20.55 (SD = 1.15). All of the participants confirmed their usage of social media 
in daily life. Among them, only 1.1% have declared a strong desire to start a new venture creation, which represents a low 
level of entrepreneurial intention. However, 4.6% of the population were highly intended to use social media. 43.7% were 
strongly agreed that the smartphone is the preferred device, and 55.6% have shown great intention to use Facebook.  
 

3.2. Measurement and scaling  
 

The measurement scales for all studied constructs were derived from extant validated scales. Theoretical construct items were 
measured with a five-point Likert scale ranging from 1= strongly disagree to 5= strongly agree. The questionnaire includes 
three measures. Entrepreneurial personality was adapted from the measure of entrepreneurial tendencies and abilities (META) 
developed by Ahmetoglu, Leutner, and Chamorro-Premuzic (2014). This scale contains 44 items, with four domains of en-
trepreneurial personality traits (11 items each): Entrepreneurial opportunism (EO; ‘I can easily spot trends and new 
opportunities’), entrepreneurial proactivity (EA; ‘I persist even in the face of adversity’), entrepreneurial vision (EV; ‘I am 
motivated to change things for the better’), and entrepreneurial creativity (EC; ‘I identify and solve problems in new ways’) 
(Leutner et al. 2014). The composite score was calculated by summing across items. Entrepreneurial Intention (EI) was 
measured with a six-item scale developed and validated by Liñán and Chen (2009). The technology acceptance model with 
perceived usefulness, perceived ease of use, and intention to use technology was measured using items adapted from Davis 
(1989). A total of 13 items were used to assess the level of technology acceptance using social media, with five items each 
for perceived usefulness and perceived ease of use, and three items for intention to use social media (Davis, 1989). All the 
measurement items originated from English language works, but the study was conducted in Taiwan, where the official lan-
guage is Chinese. The scale items were translated using a back-translation technique to ensure that item meaning was pre-
served through the translation process.   
 

4. Results  
 
Descriptive statistics and correlations are presented in Table 1. As expected, entrepreneurial personality correlated signifi-
cantly with entrepreneurial intention, as well as with each construct of the technology acceptance model. Intention to use 
social media is significantly correlated with all other variables. Final values for composite reliability (CR) and Cronbach’s 
alpha both exceed 0.7, representing satisfactory reliability and internal consistency. 
 

Table 1 
Mean, standard deviation, and correlation of study variable 

Variable M SD α 1 2 3 4 
1. Entrepreneurial Personality (EP)  3.303 .367 .899 -    
2. Perceived Usefulness (PU) 3.877 .690 .808 .095 -   
3. Perceived Ease of Use (PEoU) 3.507 .700 .808 .186** .195** -  
4. Intention to Use Social Media (IU) 3.441 .814 .823 .205** .503** .321** - 
5. Entrepreneurial Intention (EI) 2.902 .822 .927 .261** .122* .392** .244** 

Note. N = 261. * p < .05. ** p < .01 
 

Also, the convergent validity of the measurement model was assessed by CR, as well as the average variance extracted (AVE). 
CR was used to test the degree to which the indicator variables converge and share a portion of the variance. All the CR values 
have surpassed the threshold, that is .7. Similarly, AVE was applied to measure the level of variance captured by the construct 
versus the level due to measurement error. A common rule of thumb suggested threshold of .5 is acceptable (Hair et al., 2010). 
Accordingly, discriminant validity is established by observing the AVE values of each construct to be greater than maximum-
shared variance (MSV). Convergent validity and discriminant validity were satisfactory. Construct validity indicates that 
measurement items are reliable to reflect the corresponding constructs. With CR > AVE, AVE > .5, MSV < AVE, and ASV 
< AVE, validation requirements have been achieved. Composite reliability and validity are shown in Table 2. 
 

Table 2  
Composite reliability, convergent validity, and discriminative validity 

Variable CR AVE MSV ASV 
1. Entrepreneurial Personality (EP) .802 .505 .182 .103 
2. Perceived Usefulness (PU) .830 .620 .458 .138 
3. Perceived Ease of Use (PEoU) .774 .533 .312 .148 
4. Intention to Use Social Media (IU) .828 .618 .458 .224 
5. Entrepreneurial Intention (EI) .936 .746 .142 .058 

 
The current study applied structural equation modeling (SEM) using Amos 22.0. For evaluation of model fit, Chi-square 
statistic (χ²), χ²/df ratio, root mean square error of approximation (RMSEA), and comparative fit index (CFI) were used (Shook 
et al., 2004). The initial measurement model showed moderate fit (χ² = 295.941, df = 125, CMNI/DF = 2.368, CFI = .934, 
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RMSEA = .073, and NFI = .893). However, by removing an item from perceived usefulness of social media, and an item from 
perceived ease of use of social media with low factor loadings, the measurement model demonstrated better statistics, with χ² 
= 23.115 (df = 16), CMNI/DF = 1.445, CFI = .985, RMSEA = .041, and NFI = .955, suggested a significantly adequate and 
sufficient fit to the data. In the absence of mediator, the total direct path coefficient from entrepreneurial personality to entre-
preneurial intention was significant, and H1 was supported (β = .964, z = 3.984, p < .001). H2 hypothesized that entrepreneurial 
personality is positively related to social media technology acceptance, in terms of perceived usefulness of social media (H2a), 
perceived ease of use of social media (H2b), and intention to use social media (H2c). H2a (β = .321, z = 2.212, p < .05), H2b 
(β = .463, z = 6.540, p < .001), and H2c (β = .139, z = 2.193, p < .05) were all supported. H3 tested the relationship among 
components of social media technology acceptance, where H3a tested PEoU of social media on PU of social media (β = .125, 
z = 2.173, p < .05), H3b tested PU of social media on intention to use social media (β = .531, z = 8.590, p < .05), and H3c 
tested PEoU of social media on intention to use social media (β = .201, z = 2.584, p < .05). Consistent with previous studies, 
H3 family of hypotheses were fully supported. H4 proposed intention to use social media is positive related to entrepreneurial 
intention (β = .152, z = 2.541, p < .05) was supported as well. The results for direct path is shown in Table 3. 
 

Table 3 
Hypothesis testing for direct path 

Path Estimate C.R. p Result 
EI←EP .964 3.984 .001 H1: Significant 
PU←EP .321 2.212 .032 H2a: Significant 
PEoU←EP .463 6.540 .001 H2b: Significant 
IU←EP .139 2.193 .038 H2c: Significant 
PU←PEoU .125 2.173 .030 H3a: Significant 
IU←PU .531 8.590 .004 H3b: Significant 
IU←PEoU .201 2.584 .001 H3c: Significant 
EI←IU .152 2.541 .030 H4: Significant 

 
Hypotheses 5 to 7 deal with the mediation effect of social media technology acceptance, the indirect effect of the independent 
variable (i.e., entrepreneurial personality) on the outcome variable (i.e., entrepreneurial intention) that goes through the me-
diator. Using the traditional approach without mediation, the direct effect of entrepreneurial personality toward the intention 
to use social media was significant (β = .730, p < .001). However, after adding PU of social media into the model, the beta 
coefficient dropped to β = .553 (p < .001), yet the path coefficient from entrepreneurial personality to intention to use social 
media remained significant. This suggests the indirect path was significant, and H5 was supported. Similarly, adding PEoU 
of social media into the model showed β = .241 (p < .05), and H6 was supported as well. Finally, whether the effect of 
entrepreneurial personality on entrepreneurial intention is influenced by the mediation of social media technology acceptance 
was tested. Results indicated that beta coefficient has dropped from β = .694 to β = .590 (p < .001), and H7 was supported. 
The significance of the mediating effect was tested using the bootstrap estimation procedure. To confirm mediation, bootstrap 
confidence interval provides the best estimation in testing for mediation effect (Cheung & Lau, 2008). Bootstrapping is a 
nonparametric approach to hypothesis testing that makes no assumption about the shape of the distribution of the variable and 
provides an accurate estimation of the indirect effect (Preacher & Hayes, 2004). Using 2000 bootstrap samples, the mediation 
of PU showed the confidence interval for the indirect effect was .025 to .325. Thus, the mediated effect of PU on the intention 
to use social media was significantly different from zero at the .05 level (p = .027), and H5 was supported. Similarly, the 
confidence interval for the mediation of PEoU was .080 to .509, which was also significantly different from zero at the .05 
level (p = .008), and H6 was supported. Finally, the confidence interval for the mediation of intention to use social media was 
.005 to .233, did not contain zero and was significant at the .05 level (p = .040). To sum up, the results of the mediation has 
been confirmed by the bootstrapping procedure. The unstandardized indirect path coefficient is displayed in Table 4, and the 
structural equation model is shown in Fig. 2. 
 

Table 4  
The results of bootstrapping in testing the mediation effect  

Path Estimate p Result Type of Mediation 
IU←PU←EP .177 .027 H5: Significant Partial 
IU←PEoU←EP .273 .008 H6: Significant Partial 
EI←IU←EP .095 .040 H7: Significant Partial 

 

 
Fig. 2. Structural equation model (unstandardized coefficients) 
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5. Discussion and conclusion  
 
Recent research in the field of entrepreneurial personality has emphasized that narrow personality traits are better indicators 
of entrepreneurial outcomes. Contributing to the existing literature, the present study is the first and only study to consider 
the mediation of social media technology acceptance and entrepreneurial intention. Given the vital role of entrepreneurial 
personality as a part of the economic engine, besides aiming at a better understanding of the roles of effect in user technology 
acceptance, it is sensible to analyze the factors, which can influence individuals during the decision-making process toward 
entrepreneurial activities. Drawing upon previous findings, the present study developed a conceptual research model and 
empirically tested several hypotheses about the influence of social media technology acceptance on the relationship between 
entrepreneurial personality and entrepreneurial intention. Findings have revealed that perceived usefulness of social media, 
as well as perceived ease of use of social media, both can positively and significantly mediate how entrepreneurial personality 
related to entrepreneurial intention. This is consistent with the research findings that show the mediating role of value percep-
tion toward interacting behavior with social media (Davis, 1989; Sun & Zhang, 2008), Findings of the model revealed that 
PU and PEoU significantly influenced the inclination toward technology and this is consistent with previous TAM studies. In 
other words, when individuals with strong entrepreneurial personalities assume a higher level of technology usefulness and 
system ease of use, these future entrepreneurs are more likely to use that specific technology. More importantly, this model 
demonstrated that an individual with higher intention towards social media technology usage has a higher potential for entre-
preneurial activities. Within the field of entrepreneurial studies, entrepreneurs’ theory of production proposes that entrepre-
neurs will recognize and employ technologies that result in the improved procedure (Zaremohzzabieh et al., 2016). In this 
regard, the effect of PU on intention toward social media technology is another evidence to support the effectiveness of 
technological adaptability, in particular during the decision-making process toward entrepreneurial activities. However, ac-
cording to the theory of entrepreneurial intentionality, the developmental process that encompasses entrepreneurial intention 
is relative to individuals thinking, acting, and adaptability (Mishra & Zachary, 2014). Therefore, the adoption of new tech-
nologies as the environmental social change will influence entrepreneurial networking. Thus, this study resulted in an im-
portant finding that has highlighted the role of social media as a new technology platform to mediate the influence of entre-
preneurial personality toward the entrepreneurial intention. One practical implication of this study is that the results show that 
entrepreneurial personality is a valid predictor of entrepreneurial intention. These narrow, specific personality constructs may 
become useful tools to promote entrepreneurial outcomes. Importantly, this applies not only to those interested to start and 
run a business but also employees and individuals working in a different creative environment. Organizations can benefit 
from recruiting entrepreneurial individuals based on their personality profiles (Leutner et al., 2014). This study sheds light on 
some crucial individual variables as a particular entrepreneurial personality who holds positive beliefs about usefulness and 
ease of use of social media. Technology acceptance models suggest an intention to use social media is the outcome variable 
resulted from perceived usefulness and perceived ease of use, which ultimately leads to actual use. This is essential for posi-
tions and job environments where using a collaborative system is essential. An organization could benefit from individuals 
having positive beliefs toward social media. A final implication might arise from individuals facing new technologies as 
external motivation in the decision-making process toward entrepreneurial outcomes (Devaraj et al., 2008). Understanding 
entrepreneurial personality and how they perceive new technologies can lead to better change management strategies. As the 
partial mediation role of technologies has been found, this gives a new direction for future studies to realize entrepreneurial 
personality and distinctive characteristics involved during the entrepreneurial decision-making process. The outcome, entre-
preneurial intention among students, may refer to the efficacy of the training program. Furthermore, regarding the level of 
technology acceptance among individuals, policymakers can better understand and motivate individuals toward entrepreneur-
ship. Relatively, entrepreneurial plans can be improved through social media technologies to shape intended entrepreneurial 
behaviors.  
 
5.1. Limitation and direction for future research  
 
Although the current study expands the findings of relevant research, it has a few limitations that present promising directions 
for future studies. One potential limitation might concern the context of the research that was conducted in Taiwan, which 
may put some restrictions on the generalizability of the results. An interesting methodology would be to select samples from 
different nations. Although the questionnaire was initially developed in English, translated into Chinese and back-translated 
to ensure the proper meaning, future research could explore possible cultural differences. Second, the lack of variation in 
educational attainment is another type of limitation to consider. Recently, some scholars argue that graduate students may 
exhibit a better representative sample when estimating the student’s ability to start a new venture (Shinnar et al., 2018). In the 
current study, all respondents were college students as potential future entrepreneurs. As the focus was on the assessment of 
entrepreneurial intention and can be justified (Hmieleski & Lerner, 2016), whether their entrepreneurial intention may differ 
from experienced entrepreneurs may deserve a further look. Another limitation is the sample size, which can be more signif-
icant to include students from a more diverse background. Finally, investigating intentional behavior may warrant longitudinal 
research, which is usually ignored by previous research. However, the accelerating change that is referred to as the perceived 
increase in technology growth may be another factor that can positively or negatively affect the relationship among research 
variables. The findings of this research enrich our understanding of the role of the technology acceptance model in the entre-
preneurship domain. However, evidence in this field of study is rare, and further research is needed. These results are con-
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sistent with previous studies that have indicated the value of social media usage influencing personality traits toward inten-
tional behavior. Given that the technology acceptance basics partially mediate entrepreneurial personality and entrepreneurial 
intention, future studies should place more emphasis on the benefits of technology acceptance for newer emerging technology 
that may foster further collaboration in the entrepreneurial networking. Finally, although results suggest that a positive asso-
ciation between intention to use social media and entrepreneurial intentions exists, whether these results would apply to en-
trepreneurial success remains to be tested for future research. 
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