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Abstract: The main purpose of this paper is to examine whether potential entrepreneurs are mainly driven by entrepreneurial skills or by a social

identity to engage in entrepreneurial behaviors. Using a sample of 696 Colombian students from the data of Global University Entrepreneurial

Spirit Students'Survey (GUESSS), findings confirm Darwinian and Missionary social identity influence entrepreneurial intention positively. Fur-

thermore, we find that the more a person identifies with a Darwinian social identity, the less entrepreneurial intention depends on entrepreneurial

self-efficacy, while the contrary happens for missionary social identity. This study provides empirical evidence that competence, and identification

influence the entrepreneurial process. Additionally, this study provides an explanation in a new setting, about why some individuals with strong

entrepreneurial self-efficacy do not exhibit strong entrepreneurial intention.
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1. Introduction

In order to better understand entrepreneurship, scholars historically
have examined the central question: Why, when, and how some in-
dividuals are becoming entrepreneurs. In this sense, entrepreneurhip
research acknowledges the intentionality of entrepreneurial behavior
being entrepreneurial intention the most proximal predictor of the
decision to engage in entrepreneurial activities (Obschonka et al.,
2012). Thus, there is a great deal of research into this question taking
into consideration extant conditions that either support or impede
entrepreneurial intentions.

Self-perception has emerged as a fruitful field of research on entre-
preneurship as its incidence on entrepreneur’s decisions has been de-
monstrated. The relationship between entrepreneurial behavior and
perceptions has been focused mainly from the viewpoint that percep-
tion influences entrepreneurial behavior (Hogg et al., 1998). These
studies focus upon and refer mostly to two concepts, self-efficacy and
identity (Estrada Cruz et al., 2019).

In entrepreneurship, the most widely studied construct about percei-
ved ability levels is entrepreneurial self-efficacy, which refers to an
individual ‘s perception of his/her own capability to perform a task
aimed at entrepreneurial actions. The research in entrepreneurial self-
efficacy has found a significant and positive link with entrepreneurial
intentions of different kinds of individuals and in both developed and
developing countries (Newman et al., 2019). Hence, entrepreneurial
self-efficacy has been emphasized as a part of general skill set needed
to succeed in entrepreneurial behavior.

The other self-perception concept to explain how individuals think
and act entrepreneurally is perceived identity. To assume an entrepre-
neurial identity means that an individual mentally frames certain si-
tuations as being entrepreneurial and according to this adjusts his/her
behavior accordingly. In this study, we investigated different types of
entrepreneurial social identities. The social identity theory post that
individuals tend to identify with groups and if they do so, a particular
social identity influences personal decision-making processes (Obs-
chonka et al., 2012). Scholars have shown increased interest in iden-
tity in entrepreneurship (Radu-Lefevre et al., 2021). This research has
yielded a wealth of insights into how self definitions of entrepreneurs
develop and influence decisions and behaviors (Fauchart & Gruber,
2011). Perception of the possible self as an entrepreneur can be an
important motivational mechanism in the nascent entrepreneurial
process and a strong precursor of entrepreneurial intention.

However, even though both entrepreneurial self-efficacy and en-
trepreneurial identity are key concepts for the formation of entre-
preneurial intention, their study has been done in a separate way.
Furthermore, considering that entrepreneurs represent heteroge-
neous individuals who do not possess a unitary personality type
or a specific set of psychological traits, surprisingly there is little
research that relates entrepreneurial self-efficacy and entrepreneu-
rial identity in its formation. For instance, Ceresia and Mendola
(2020) recently posit that more research is needed to uncover the
relation between these variables. In this vein, recent research shows
self-efficacy and perception of self may play a prominent role in sha-
ping entrepreneurial intention (e.g. Donaldson, 2019; Hand et al.,
2020; Ko & Kim, 2020). It is thus important to determine whether
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potential entrepreneurs are mainly driven by entrepreneurial skills
or by a social identity to engage in entrepreneurial behaviors. Be-
sides, considering that the entrepreneur makes decisions based on
the heuristic forms or set of means that include identity (Who am
I) and personal skills (What I know), it is necessary to know how
they interact so understand how, when, and why entrepreneurial
behavior will occur.

Specifically, this study aims to contribute to the existing literature in
two ways: First, the relationship between entrepreneur’s social iden-
tity and entrepreneurial intention has not been satisfactorily studied
and heterogeneity in social identities has often been despised (Fau-
chart & Gruber, 2011; Obschonka et al., 2015). Second, only a han-
dful of entrepreneurship studies have considered both components
of self-perception simultaneously, perceived ability and perceived
identity (Ko & Kim, 2020).

This research proceeds as follows. First, we present the theoretical
background. Next, we develop our hypotheses and after we describe
the origin of the data, the variables, and the empirical model. Then,
we present our findings and discuss the implications and limitations
of this study.

2. Theoretical Background and Hypotheses development

Within self-perception studies, the concept of self-efficacy developed
by Bandura (1982), is one of the most important notions to emerge
in the perceived ability area. Self-efficacy is an important determinant
of human behavior as individuals tend to evade tasks about which
they have low self-efficacy and, are drawn toward tasks about which
they have high self-efficacy. Entrepreneurship literature adopted this
concept by the development of the construct of entrepreneurial self-
efficacy. This construct allows capturing the degree to which indivi-
duals believe that they are capable of performing the tasks associated
with new-venture. ESE has been considered one of the main drivers
of entrepreneurial intentions. (Newman et al., 2019).

In this vein of self-perception, a growing number of studies have tur-
ned to identity theory to explain entrepreneurial intention formation
(e.g., Murnieks et al., 2020; Wry & York, 2017). Self-identity as an
entrepreneur has been considered as a predictor of entrepreneurial
intention with authors finding mostly a direct positive effect. Smith &
Woodworth (2012) focus on Missionary social identity and state that
social entrepreneurship education influences the development of a
missionary social identity which increases entrepreneurial intention.
Furthermore, Shepherd et al. (2015) performed a literature review on
entrepreneurial intention and concluded that social identity motiva-
tes the decision to create a new venture.

Identity is by nature multidimensional. Considering entrepreneurial
identity as a unique dimension would leave out the inherent differen-
ces present in identity as entrepreneurs have different motivations,
self-evaluate in terms of different things, and compare to different
types of persons. An individual’s social identity as a founder varies
in terms of their basic social motivation (why do they create the
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entrepreneurial venture), their basis of self-evaluation (how do they
evaluate themselves) and their frame of reference (whom do they
compare to). In this sense, Fauchart & Gruber (2011) posit three
different social identity types, Darwinians, Communitarians, and
Missionaries. These authors called Darwinians those entrepreneurs
whose main social motivation is to make money, while their basis of
self-evaluation is their ability to apply solid business competencies
and their frame of reference is their competitors. Communitarians,
on the other hand, were defined as founders that consider their abi-
lity to give to their community as their basic social motivation; they
evaluate themselves in terms of their authenticity and, their frame
of reference is the members of their community. Finally, missionary
founders were classified as entrepreneurs for whom advancing a par-
ticular cause is their basic social motivation; they consider themselves
socially responsible and self-evaluate in these terms. Their frame of
reference is the society.

Social identities as Darwinian, Communitarian and Missionary have
dissimilar effects on several entrepreneurship-related variables as
shown by previous research. Brindle et al. (2018) found a direct po-
sitive effect of Darwinian and Communitarian social identity on en-
trepreneurial self-efficacy. Lheureux & Auzoult (2017) described a di-
rect positive influence of self-typicality and ties dimensions of social
identity on entrepreneurial self-efficacy, while Murnieks et al. (2020)
found a direct positive effect of entrepreneurial identity centrality on
entrepreneurial self-efficacy. All this prior literature provides useful
insights and serves as a basis to understand how entrepreneurial self-
efficacy and social entrepreneurial identity affect the entrepreneurial
intention. However, this research ignores the potential associated
with the conjoint analysis of each self perception concepts in the for-
mation of entreprenurial intention. Furthermore, their findings re-
main separate and controversial.

2.1. Entrepreneurial self-efficacy and intention.

Entrepreneurial self-efficacy is a useful concept for explaining human
behavior as research reveals that it plays an influential role in determi-
ning an individuals choice for entrepreneurship. Individuals who are
very confident in their entrepreneurial skills and capabilities will be
more likely to form entrepreneurial intentions. This is supported by
entrepreneurship research and recent systematic reviews (Newman et
al,, 2019). According to this the following hypothesis is stated:

Hypothesis 1: Entrepreneurial self-efficacy influences positively en-
trepreneurial intention.

2.2. Entrepreneurial social identities and intention.

Firm creation processes and outcomes are shaped by personal ex-
pression which is a common characteristic in every entrepreneurial
venture (Sieger et al., 2016). Following identity theory people avoid
a misfit between social identity and behavior. According to Obs-
chonka et al. (2012), social identity influences the cognitive processes
that underlie the intention formation and how we see ourselves has
a great deal to do with how we act. Following Lheureux & Auzoult
(2017), the more the entrepreneurial social identity evokes positive
affects and strong feelings of ties, the more the individual thinks that
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creating their business would be desirable. Accordingly, social iden-
tification as an entrepreneur should increase entrepreneurial inten-
tions.

Social identity varies among different levels of inclusiveness in people’s
social motivations. Furthermore, an individual’s social identity fluc-
tuates in terms of their basic social motivation, their basis of self-eva-
luation and their frame of reference. Social identities as described by
Fauchart & Gruber (2011) have previously shown diverse effects over
entrepreneurial intention-related variables. (e.g. Brindle et al., 2018;
Estrada Cruz et al., 2019; Lheureux & Auzoult, 2017; Murnieks et al.,
2020; Wry & York, 2017). Identities are a source of motivation for
actions that result in social validation of self-meaning so we expect
entrepreneurial intention to be a way for individuals to validate their
identity as darwinians, communitarians or missionaries.

Darwinian entrepreneurs are associated with the classical view of
entrepreneurship where entrepreneurial activity is conceptualized
as intentional, planned and purely economically driven (Fauchart &
Gruber, 2011). These individuals identify with the group of entrepre-
neurs strongly and are interested in creating wealth for themselves,
consequently, we expect Darwinians to build a firm to enact their
identity as “born to be” entrepreneurs (Malmstrom & Oqvist, 2021).
Developing an entrepreneurial activity that fits one’s self-concept ge-
nerates positive emotions which reinforces the intention of Darwi-
nians (who are very self-centered) to engage in the entrepreneurial
process (Brandle et al., 2018).

Hypothesis 2a: Darwinian social identity influences positively entre-
preneurial intention.

Entrepreneurs with a communitarian social identity are less moti-
vated by the financial aspects of entrepreneurship and more by pro-
viding value to their community. Communitarians who are unsatis-
fied with existing market offerings are likely to adapt products and/
or services to satisfy their needs and the needs of people like them.
Communitarians start selling to friends and see their firms as oppor-
tunities to impact positively their community. They see their entre-
preneurial activities as important for the development of the commu-
nity (Fauchart & Gruber, 2011). They intend to give to a group they
toughly identify with and define success as delivering value to their
community (Ko & Kim, 2020). Communitarians enact their identity
by creating an entrepreneurial venture as they realize the products,
they had designed for themselves are of interest to fellow community
members (Daskalopoulou & Skandalis, 2019). Consequently, we hy-
pothesize the following:

Hypothesis 2b: Communitarian social identity influences positively
entrepreneurial intention.

Missionaries are individuals that prioritize social aims. Searching
for a way to impact society and enact their identity as both entrepre-
neurs and change-makers they develop an entrepreneurial intention
and use their ventures as vehicles for change (Fauchart & Gruber,
2011). To enact their identity as change-makers, missionaries create a
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venture to address social problems (Wry & York, 2017). Join in en-
trepreneurial activities according to with roles that are meaningful to
individuals to the missionary identity result in positive feelings that
affect missionaries’ decision to become entrepreneurs. Furthermore,
developing a social entrepreneurial project which motivates missio-
nary identity has been proved fruitful to influence students’ intention
to become entrepreneurs (Ko & Kim, 2020; Smith & Woodworth,
2012). Therefore, the following hypothesis is stated:

Hypothesis 2¢: Missionary social identity influences positively entre-
preneurial intention.

2.3. Entrepreneurial social identities, self-efficacy and intention.

Identity activation and expression are particularly important in the vo-
cational area because vocational behavior is a major channel through
which people can enact their self-concept (Super, 1963). People feel
internally accountable to live out their identities because doing so
produces feelings of legitimacy and self-worth. Consequently, develo-
ping an entrepreneurial activity that fits one’s self-concept allows for
enduring self-verification generating positive emotions (Wry & York,
2017). When deciding to engage in entrepreneurship, individuals will
consider jointly whether they have the abilities demanded by the task
(entrepreneurial self-efficacy) and whether performing the task mat-
ches their identity. However, personal factors as self-efficacy may be
affected when one’s identity as a group member is more or less salient
than one’s identity as a unique person (Terry & Hogg, 1996). While
Individuals are drawn toward tasks about which they have high self-
efficacy and thus are more likely to choose occupations where they
feel efficacious, people have a strong motivation to avoid a misfit bet-
ween social identity and behavior (Super, 1963). Thus, if one percei-
ves a low level of fit with entrepreneurship or no fit, the entrepreneu-
rial intention will be low, regardless of entrepreneurial self-efficacy.

Darwinian entrepreneurs consider themselves as natural firm foun-
ders (Gruber & MacMillan, 2017), and have usually greater entre-
preneurial education than other entrepreneurs (Brindle et al, 2018).
Besides, Darwinians consider their identity deeply entangled with
entrepreneurial behaviors (Sieger et al.,, 2016). Theory of identity
predicts that self-identity tied to a behavior becomes a more salient
aspect of an individual’s overall self-concept (Charng, 1988). Therefo-
re, their identity to increase their entrepreneurial intentions is more
suitable by the perception of whom they consider themselves to be
(natural firm founders) and less by the perception of their abilities.
In this regard, the effect of entrepreneurial self-efficacy on entrepre-
neurial intention should loom weaker when individuals have a salient
Darwinian social identity. Even when entrepreneurial self-efficacy is
low, Darwinians still engage in entrepreneurial behavior.

Hypothesis 3a: When identification with Darwinian social identity is
high, the positive relationship between entrepreneurial self-efficacy
and entrepreneurial intention is weaker.

Communitarians consider themselves as entrepreneurs as long as they
receive positive feedback and support form their fellow community
members (Gruber & MacMillan, 2017) Daskalopoulou & Skandalis
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(2019) state that the relationship between consumer membership in
a field and, the skills, competences, and community an entrepreneur
has influence how communitarian entrepreneurs convert forms of
non-material and material capital to create businesses. Communita-
rians identify with the worldview of their community and engage in con-
sumption activities in the process of gaining entrepreneurial legitimation
within a specific field. Furthermore, they value the support they receive
from fellow community members (Gruber & MacMillan, 2017).

Communitarians’ relationship with entrepreneurship is almost ac-
cidental at first as they usually create their entrepreneurial product
for themselves. After receiving positive feedback from the commu-
nity towards which they identify and recognizing the value their
community members assign to their product, the communitarian
founder takes the next step and engages in entrepreneurship. When
group identification is salient, self-categorization theory predicts that
individuals separate from their individuality and become less self-
conscious (Hogg & Hains, 1998) thus, it should be their identity as
group members and not so much the perception of their abilities that
motivates Communitarians to engage in entrepreneurship.

Self-efficacy is a personal factor that may be expected to have a weaker
influence when one’s identity as a group member is more salient than
on€’s identity as a unique person (Terry & Hogg, 1996). Thus, when
an individual’s Communitarian identity is salient, we expect the effect
of entrepreneurial self-efficacy on entrepreneurial intention to loom
weaker. This would mean that even when Communitarians find they
might not have enough capacities to fulfill entrepreneurial tasks, they
may still engage in entrepreneurship if they receive constant feedback
from their fellow community members indicating they value their
entrepreneurial product. As their behavior fits whom they consider
themselves to be (engaged members of a community) communita-
rians may rely more on the intention generated through the identifi-
cation with their community and less on the effect their entrepreneu-
rial self-efficacy may have.

Hypothesis 3b: When identification with Communitarian social
identity is high, the positive relationship between entrepreneurial
self-efficacy and entrepreneurial intention is weaker.

Finally, people who identify with a missionary social identity do not
consider themselves as natural firm founders (as Darwinians) neither
have had previous experience with a product for which they have
received positive feedback and motivated them to become entre-
preneurs (as Communitarians) but rather find entrepreneurship as
a way to fulfill what they perceive as their mission, to contribute to
the world (Brandle et al., 2018). Missionaries will undertake entrepre-
neurship only if they anticipate success in fulfilling their main task,
impact society positively (Brandle et al., 2018).

Missionaries’ main goal is to help society as a whole and consider
financial revenue as a way to support their main objective. As they
aim for a bigger objective than developing the firm on itself, their self-
imposed responsibility may lead to anxiety if they anticipate failing
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to meet that aspiration by having a low entrepreneurial self-efficacy
(Brindle et al.,2018). Previous work on missionary identity links the
pursuit of social and financial aims to conflicting logics and internal
tensions for missionary entrepreneurs (Wry & York, 2017). We then
expect missionaries to give forethought to their ability to accomplish
the tasks involved in their entrepreneurship venture to avoid failing
in their primary mission and to elude the negative feelings associated.
Accordingly, we expect the link from entrepreneurial self-efficacy to
entrepreneurial intention to strengthen when identification with a
missionary social identity is salient.

Hypothesis 3c: When identification with Missionary social identity is
high, the positive relationship between entrepreneurial self-efficacy
and entrepreneurial intention is stronger.

3. Methodology.

3.1. Data and Sample.

The proposed research will rely on data collected through the Global
University Entrepreneurial Spirit Students Survey (GUESSS) in its
2016 version. GUESSS is an international research project investi-
gating the entrepreneurial intentions and activities of a global popu-
lation of university students. The student samples represent a homo-
geneous population in terms of age and qualification (Lifian & Chen,
2009) and are widely used in entrepreneurship research. Additionally,
student samples are commonly used in such research because acade-
mics defend the idea of studying individuals at the earliest possible
stage of entrepreneurial activities, which is applied to university stu-
dents who have not yet decided on their first job. This allows a true
prospective view without retrospective bias (Carter et al. 2003) and
allows a clearer idea of the formation of entrepreneurial intentions.

The sample consists of 696 students in Colombian higher-education
institutions. Colombia is a developing middle-income economy with
a favorable environment for entrepreneurship. Colombian legislation
specifically requires educational institutions, including universities,
to promote an “entrepreneurial spirit” and, the Global Entrepreneurs-
hip Monitor (GEM) generally reports very high levels of socio-cultu-
ral acceptance of entrepreneurship. Additionally, levels of early-stage
entrepreneurial activity in Latin American, including in Colombia,
are high, as indicated in GEM surveys. According to the latest GEM
report, the country’s 2019 total entrepreneurial activity rate is 22.3 %
(ranking sixth in latinoamerica), and it is expected to grow over the
next four years due to government support policies and programs.

3.2. Measuremens of variables.

All variables have been assessed with scales chosen by the
GUESSS proyect around the world and using 7-point Likert scales
(1=strongly disagree, 7=strongly agree). The dependent variable
of our model, Entrepreneurial Intention (EI) is measured by the
6-item scale proposed by Lifian & Chen (2009). The independent va-
riable, Entrepreneurial Self-Efficacy (ESE) is measured following pre-
vious studies (Lifian, 2008;). For the founders’ social identities, we use
the scale developed by Sieger et al. (2016).
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Confirmatory factor analysis (CFA) was realized to evaluate the
reliability, unidimensionality, and validity of the scales. The theo-
retical model shows a reasonable setting according to the fit indi-
cators (see Table I). All indicators have significant loadings on the
assigned factor, indicating convergent validity (Bagozzi & Yi, 1988).
The reliability of the constructs is confirmed, as the structural com-
posite reliability values for the five constructs range from 0.83 to
0.89 (Bagozzi & Yi, 1988). All constructs comply with the 0.5 level
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with respect to average variance extracted (AVE) (Fornell & Larc-
ker, 1981). The most stringent test to assess discriminant validity is
confirmed according to Fornell & Larcker (1981), as for every pair
of constructs, its squared correlation is never higher than every in-
volved construct’s AVE. Moreover, none of the correlation estimates
of every pair of constructs include the value 1 in its 99 percent con-
fidence interval (+ 3 standard errors of the phi coefficients) (Ander-
son & Gerbing, 1988).

Table I. Constructs measurements summary: confirmatory factor analysis and scale reliability.

. Reliabili
Item description Stalndactlnzdlzed t-value (SCR)aty
oading (AVE)
Entrepreneurial Intention
I am ready to do anything to be an entrepreneur.* SCR=.897
My professional goal is to become an entrepreneur. 0,70 18.36 AVE=.637
I will make every effort to start and run my own business. 0,75 17.74
I am determined to create a business in the future. 0,88 13.34
I have very seriously thought of starting a business. 0,83 15.68
I have the strong intention to start a business someday. 0,83 15.85
Entrepreneurial Self Efficacy ¢
Identifying new business opportunities. 0,72 17.79
Creating new products and services. 0,74 17.45 SCR=.892
Managing innovation within a firm. 0,78 16.74 AVE=.543
Being a leader and communicator. 0,65 18.58
Building up a professional network. 0,74 17.45
Commercializing a new idea or development. 0,80 16.11
Successfully managing a business. 0,72 17.87
Darwinian *
I will create my firm in order... to make money and become rich. *
I will create my firm in order... to advance my career in the business world. 0,52 19.17 SCR=.838
As a firm founder, it will be very important to me... to operate my firm on the basis of solid management practices. 0,75 16.53 )
I . . . AVE=513
As a firm founder, it will be very important to me... to have thoroughly analyzed the financial prospects of my business. 0,79 15.33
When managing my firm, it will be very important to me... to have a strong focus on what my firm can achieve vis-a-
vis the competition. 0,78 15.70
When managing my firm, it will be very important to me... to establish a strong competitive advantage and significantly
outperform other firms in my domain. 0,71 17.32
Communitarian ¢
I will create my firm in order... to solve a specific problem for a group of people that I strongly identify with. *
I will create my firm in order... to play a proactive role in shaping the activities of a group of people that I strongly
identify with. 0,54 19.21
As a firm founder, it will be very important to me...... to provide a product/service that is useful to a group of people SCR=.840
that I strongly identify with. 0,72 17.46 AVE= 522
As a firm founder, it will be very important to me... to be able to express to my customers that I fundamentally share ’
their views, interests and values. 0,58 18.97
When managing my firm, it will be very important to me... to have a strong focus on a group of people that I strongly
identify with. 0,83 14.46
When managing my firm, it will be very important to me... to support and advance a group of people that I strongly
identify with. 0,88 11.83
Missionary ¢
T will create my firm in order... to solve a societal problem that private businesses usually fail to address (e.g., social
injustice, environmental protection)..*
I will create my firm in order... to play a proactive role in changing how the world operates. 0,55 19.23 B
As a firm founder, it will be very important to me... to be a highly responsible citizen of our world. 0,83 15.13 SCR=863
N . « » AVE=.563
As a firm founder, it will be very important to me... to make the world a “better place” 0,82 15.56
When managing my firm, it will be very important to me... to have a strong focus on what the firm is able to achieve
for society-at-large. 0,82 15.66
When managing my firm, it will be very important to me... to convince others that private firms are indeed able to
address the type of societal challenges that my firm addresses. 0,69 18.19

Note(s): This Table shows the standardized loading and T-value for each items of the variables. For each variable the table shows the scale composite reliability index and average variance

extracted index. Fit statistics for measurement model of 31 indicators for 5 constructs: x*,

= 1873.57; GFI= 0.85; RMSEA= 0.078; SRMR= 0.058; CFI=0.96; TLI (NNFI)= 0.95. * Scale

composite reliability: (p =(Z\,)? var (§)/[(EN)? var (§) + 26, ]; (Bagozzi y Yi, 1998)). *average variance extracted “scale anchor: 1= strongly disagree; 7= strongly agree. (*) Item deleted during

the scale-validation process.
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4. Results.

The empirical analysis of the theoretical framework which includes
direct and moderating effects is performed using a hierarchical OLS
regression as proposed by Baron & Kenny (1986) and as has been used
in related studies (Brandle et al., 2018). Starting from a baseline mo-
del, we successively enrich the model with different bundles of influen-
cing factors that might explain the dependent variable, entrepreneurial
intention. We included, as control variables in our regression model,
the gender (0O=female, 1= male), its age, education (1=undergraduate,

Table II. Matrix of correlation and descriptive statistics.

J. Technol. Manag. Innov. 2021. Volume 16, Issue 4

2= graduate), the family business background (0=family members were
not self-employed, 1= if they were) and the entrepreneurial prior ex-
perience (0=if yes 1=if no). These are variables commonly used in the
entrepreneurial intention literature (e.g. Obschonka et al., 2012).

Table II presents the descriptive statistics and the correlations bet-
ween all the variables. To eliminate multicollinearity that could result
from including the theoretical variables and their interactions in the
same equation, we applied the mean-centering method recommen-
ded by Jaccard et al. (1990).

Variable Mean Standard deviation 1 2 3 4 5 6 7 8 9 10
1. Gender 0,52 0,5 1,00

2. Age 23,29 4,58 0,03 1,00

3. Education Level 1,06 0,23 0,00 0,38** 1,00

4. Entrepreneurial experience 0,56 0,35 0,09** 0,20 0,05 1,00

5. Family Business Background 0,15 0,49 -0,04 -0,03  -0,01 -0,02 1,00

6. Entrepreneurial Intention 6,52 0,72 0,00 0,03 -0,37 0,04 0,05 1,00

7. Entrepreneurial Self efficacy 5,64 0,94 0,00 0,01 -0,04 0,06 0,08  0,40** 1,00

8. Darwinian Identity 6,11 0,82 0,01 0,01 -0,04 0,04 0,04 046"  0,44** 1,00

9. Communitarian Identity 5,88 0,94 -0,01 -0,04  -0,03 0,04 0,00 029 036" 050 1,00

10. Missionary Identity 6,16 0,89 0,00 0,03 0,02 0,00 0,04 0,37** 0,44**  0,56** 0,60** 1,00

Note(s): This table shows the means, standard deviation and correlations between variables N=696 *p<0.05 (2 tailed); ** p<0.01 (2-tailed)

Hypotheses were tested using a three-step hierarchical regression
analysis, adding variables in each step. An initial regression was per-
formed with the control variables. In a second step, the direct effects
of entrepreneurial self-efficacy (ESE), Darwinian Identity (DAR),

Table III. Regression analysis results

Communitarian Identity (COM) and Missional identity (MIS) on
entrepreneurial intention (EI) were added. Finally, interaction terms
were included. The results presented in Table III confirm, first, that
the control variables have no impact on EI (Model 1).

Dependent variable: Model 1 Model 2 Model 3
Entrepreneurial Intention (EI) B t-value B t-value B t-value
Constant -0.05 -0.30 -0.04 -0.26 -0.04 -0.29
Control variables

Gender 0.00 0.13 0.00 0.01 -0.00 -0.06
Age 0.00 1.18 0.00 0.83 0.00 0.99
Education -0.17 -1.37 -0.08 -0.77 -0.08 -0.79
Family business background 0.08 1.52 0.02 0.55 0.02 0.55
Entrepreneurial prior experience 0.07 0.89 0.02 0.27 0.01 0.24
Independent variables

Entrepreneurial Self efficacy (ESE) 0.17 5.80%** 0.17 5.82%%*
Darwinian social identity (DAR) 0.27 7.34%%% 0.23 5.81+%*
Communitarian social identity (COM) -0.01 -0.33 -0.00 -0.21
Missionary social identity (MIS) 0.09 2.45%% 0.10 2.73%*
Interaction terms

ESExDAR -0.08 -2.35%*
ESExCOM -0.04 -1.29
ESExMIS 0.09 2.29%*
R’ 0.008 0.27 0.28

R? Ajusted 0,001 0.26 0.27

Change in R* 0.01 ** 0.01**

Note(s): This table shows the coefficient estimates for each model and sgnificances. Significance levels on a two-tailed test **p<.01; **p<.05; *p<.1
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The addition of the direct effect terms (Model 2) yielded a signifi-
cant increase in R* (AR?=0.26 p < 0.05). Finally, the complete model,
including the interactions terms (Model 3), presented a significant
increase in explanatory power (AR?=0.01 p < 0.05). Therefore, Model
3 was selected for our analysis. This model shows a significant and
positive impacts of the direct effect terms, excepted by communita-
rian social identity term (B= 0.17 p < 0.01 for ESE, p= 0.23 p < 0.01
for DAR and, B=0.10 p < 0.05 for MIS). H2a, H2b and H2c predicted
positive relationships between founders’ social identities and entre-
preneurial intention. Darwinian and missionary identity received
strong empirical support, while communitarian identity did not. The
positive relationship between ESE and EI was supported by the results
confirming findings in previous studies (H1).

Additionally, moderation analysis showed that the positive rela-
tion between ESE and EI is negatively moderated by entrepreneurs’
Darwinian social identity (f= -0.08 p < 0.05) confirming H3a. Em-
pirical results also found support for the positive moderating effect
of missionary identity on the positive relationship between ESE and
entrepreneurial intention, laid out on H3c (f= 0.09 p < 0.05). Finally,
H3b stipulated a negative moderation effect of Communitarian social
identity on the positive relationship between ESE and EI did not find
empirical support.

5. Discussion and conclusions

Our results show that for Darwinian and Missionary entrepreneurs
both self-perception of entrepreneurship-related capacities and
perceived identity influence positively and directly the entrepreneu-
rial intention. Darwinians and Missionaries are similar in terms of
targeting for an a priori defined goal, even if greatly different. Darwi-
nian entrepreneurs enact their identity as money-oriented entrepre-
neurs by developing their businesses while missionaries enact theirs
as world-changers by creating businesses that align with their societal
goals. This is not the first study in which these different identities are
found to share similarities. Darwinians and missionaries have been
found to engage predominantly on causal behavior while communi-
tarians make greater use of effectual reasoning (Alsos et al., 2016).

These findings contribute to filing the gap in the literature which
mentioned that the relationship between entrepreneurs’ social identi-
ty and entrepreneurial intention had not been sufficiently studied and
heterogeneity in social identities had often been despised. Adopting
a multiple identity lens allows us to understand the effects that diffe-
rences in basic social motivation, basis of self-evaluation and frame of
reference of entrepreneurs have. Furthermore, this research responds
to call recently made by Levfebre et al. (2021) to explore entrepreneu-
rial identity in emerging economies to broad the understanding in
different cultural contexts.

Having a Communitarian social identity does not seem to influence
entrepreneurial intention meaning that being a Communitarian does
not have a significant influence on the development of entrepreneu-
rial intention. This could be explained by the fact that communita-
rians usually engage in entrepreneurship almost accidentally while
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developing a product/service for themselves which under adequate
conditions is recognized as valuable by their group members who
give positive feedback encouraging communitarians to develop bu-
siness (Oo et al., 2019). Culture might also be another reason for the
non-significance of the relationship between Communitarian iden-
tity and entrepreneurial intention. Cultural factors as uncertainty
avoidance and individualism/collectivism have proven to influence
communitarian founders (Estrada Cruz et al., 2019).

We also found that entrepreneurial self-efficacy and an entrepreneur’s
social identity interact for the development of entrepreneurial inten-
tion in a dissimilar way. Darwinian entrepreneurs consider themsel-
ves natural firm founders and thus, creating a business is for them a
natural path. They do not question themselves, neither their abilities.
On the other hand, missionaries use entrepreneurship as a way to
fulfill their societal goals and auto-impose a great responsibility to
“change the world” which can lead to anxiety for not having enough
entrepreneurship-related abilities. Furthermore, according to entre-
preneurial self-efficacy (ESE) literature and recent research agenda
proposed by Newman et al. (2019) and related with limited attention
placed on situations where ESE is less or more potent, our findings
allow us to understand why some individuals with low entrepreneu-
rial self-efficacy exhibit strong entrepreneurial intention. Individuals
who exhibit a low entrepreneurial self-efficacy but whose Darwinian
identity is salient will still engage in entrepreneurial intention despite
their entrepreneurial self-efficacy as they rely more on their perceived
identity and less on their perceived abilities when deciding to enga-
ge in entrepreneurship. For communitarians, the interaction effect
of entrepreneurial self-efficacy and identity was not significant. This
result is unexpected as group membership had previously been found
to interact with entrepreneurial self-efficacy in the formation of in-
tentions (Terry & Hogg, 1996).

Only a handful of entrepreneurship studies had considered both
perceived ability and perceived identity simultaneously. Our results
confirm the importance of analyzing both perceived abilities and
perceived identity together and to consider social identity as a mul-
tidimensional concept. Entrepreneurs are not all just entrepreneurs.
They are either money-oriented, community-oriented or society
-oriented and thus they strongly identify with themselves, their pro-
ximal others or society as a whole, and this identification has a diffe-
rentiated effect on their entrepreneurial intention and on the relation-
ship between their perceived abilities and their intention to become
entrepreneurs.

Despite the growing interest in self-perception in the current entre-
preneurship literature, this is one of the first studies to analyze together
both self-efficacy and self-identity. In particular, this study proposes
an explanation of including action in entrepreneurial cognition re-
search infusing into social-situation-based theorizing, the notion that
the mind is much more than a sum of parts and the interdependence
between individual beliefs and his or her immediate social context
may be the key to further explaining what leads to the formation of
entrepreneurial behaviors (Randolf-Seng et al., 2015). Moreover, we
move away from the consideration of entrepreneurial identity as a
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unitary concept and we use the multiple social identities proposed by
Fauchart & Gruber (2011). Using a social and self-identity focus, this
research shows that having a Darwinian or Missionary social identity
influences the generation of entrepreneurial intentions, additionally,
it shows that these identities interact with entrepreneurial self-effi-
cacy in opposing ways. This opens up the opportunity to extend this
study by evaluating how Fauchart and Gruber’s social identities inte-
ract with other Theory of Planned Behavior’s determinants.

These results yield implications with potential for use in both theory
and practice. In general terms, our findings confirm that identity
theory serves as a fruitful perspective from which to expand unders-
tanding of entrepreneurship. This approach includes the different
meanings that founders associate with the creation of a new firm and
confirms these connotations impact entrepreneurial intention. Entre-
preneurial training programs focus mostly on assisting entrepreneurs
to develop their business ideas and related business plans. However,
because the entrepreneurial identity is such a key element in the en-
trepreneurship process, the programs would benefit from placing fo-
cus also on assisting the potential entrepreneurs in entrepreneurial
identity work (Smith & Woodworth, 2012). Moreover, in the growing
field of entrepreneurial identity research, contributions are being
made to the importance of innovation. Innovation is essential to the
entrepreneurship process to the implementation of creative ideas for
business ventures. Identity formation is a constant social process of
searching for information that shapes entrepreneurial behavior. It
also makes it possible to help individuals harvest innovations related
to their passions and emotions (Zhou et al., 2020). Thus, there is a po-
tential vein to fill the gap that scholars recently have called to research
the relationship between innovation, and entrepreneurship.

Our study has some limitations that suggest further research. First,
our results may be context-specific, and further research may contri-
bute by considering such issues. Second, the data based on the per-
ceptions of individual respondents is inevitably subjective in nature.
Additionally, the cross-sectional nature of our study brings some
limitations. The development of one’s social identity is typically a
long-term process. Longitudinal research projects would be useful in
clarifying the causal relationships between the concepts in this study.
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