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Abstract: Nascent entrepreneurs have more alternatives nowadays to start or 
expand their business since the growing years of e-marketplace. Determinants 
of the use of e-marketplaces by nascent entrepreneurs for the purpose of 
business start-up were constructed as hypothetical model. Factors concerned 
with self-efficacy, personality traits and intention to adopt technology were 
included and the model was verified and modified using survey from a sample 
of 378 Indonesian nascent entrepreneurs. The results from the final model 
confirmed some relationships that previously been published in previous 
studies such as entrepreneurial self-efficacy, openness to experience and 
conscientiousness. Furthermore, there were several new findings of causal 
effects on intention to adopt due to self-efficacy and personality traits. Despite 
the theoretical contribution of the findings, practical interpretations are offered 
as norms of increasing the adoption level of e-marketplaces by nascent 
entrepreneurs for the purpose of business start-up. 
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1 Introduction 

Since 1990s, the development of the internet and the World Wide Web has been a tool to 
accommodate global sharing information that has created the opportunity for new variety 
of business services and activities, namely e-shopping, e-CRM, e-procurement, crowd  
sourcing, e-marketplaces and online payment gateways. The internet utilisation has 
become a medium for information exchange where businesses ranging from new ventures 
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and small medium businesses to well-established organisations seek benefits out of the 
increase in number of internet users. 

Traditional marketplaces have existed been long before the online trading places or  
e-marketplaces take place in the 21st century. Substituting goods and services in 
exchange for other goods or money has been the core concept of human communication. 
By the arrival of electronic environment, the principles of markets and trading 
marketplace has not changed significantly, while it only changed the way which society 
interacts in trading activities. In other words, the technology provides facility to business 
in the marketplace; however, it is not the basis for market existence. For an online market 
to succeed, it must offer advantages over traditional markets in order to encourage 
nascent entrepreneurs to overcome problems in utilising technology. Thus, an online 
market must provide features be as rich, complex and complete as traditional market. 
Moreover, it must create additional value for its users. 

The e-marketplace as major trading platforms supported by the internet technology 
has made a significant contribution to the use of internet by nascent entrepreneurs who 
seek to utilise the benefits of internet technology as the medium for efficient information 
exchange and trading activities. With high level of competition in the marketplace in 
general, many nascent entrepreneurs and business owners enter the electronic 
environment and reach new markets through online selling activities that eventually 
increase sales revenue. Additionally, internet technologies can help greatly to generate 
sales leads, announce calls for tender, and to offer products for sale either through 
personal websites or e-marketplace sites. Exploring for products and services online will 
certainly save time and money which allow people to find the best prices online 
anywhere and anytime. On the other hand, the internet is also very useful in finding new 
suppliers, post buying requests or search for products and services. Doing so makes 
selling done through online more effective, and provides benefits include decrease of 
costs associated with choosing suppliers, determining prices, procuring and settling 
transactions. The development of the use of internet for business purposes has led  
the development of e-marketplaces alongside, for this cause the definition of an  
e-marketplace always continue to grow in order to take account of the changes in the 
online environment. 

McElroy et al. (2007) studied the effects of human personality and cognitive style on 
the use of internet. The result supports the use of personality, but not cognitive style,  
as antecedent for internet use. Next, after controlling several variables such as computer 
anxiety, self-efficacy, and gender, including the Big Five personality factors derived from 
Costa and McCrae (1992), the analysis significantly added the prediction of internet use, 
but still did not include cognitive style. The outcome of the research suggested several 
more specific opinions about the role of personality. Neuroticism (NE) was suggested as 
strong predictor of online selling behaviour. Seeking information, socialising and selling 
goods online may free neurotic people from the anxiety of face-to-face interaction. 
Openness to experience (OE) played a small but significant, role in measuring internet 
use. Curious and open-minded people are more likely to use the internet to seek 
information, and join online forum and bulletin boards. In addition, studies that measure 
the relationship among entrepreneurship and internet adoption in e-marketplace are 
indeed expected to be done. 

This study seeks to propose, test and develop a theoretical cause and effect model 
incorporating factors and their relationships derived from previous studies that influence 
nascent entrepreneurs to start-up their business using an e-marketplace system.  



   

 

   

   
 

   

   

 

   

    Nascent entrepreneurs in e-marketplace 165    
 

    
 
 

   

   
 

   

   

 

   

       
 

2 Related literature 

Basic terminology definition used in the study are examined first and followed by listing 
overview of the nature of recent studies. These previous studies were instrumental in 
determining the variables and their relationships which are discussed and form the basis 
for the formulation of the proposed theoretical model in Section 4.  

2.1 Basic terminology 

Entrepreneurship: The concepts such as entrepreneur, entrepreneurship, and 
entrepreneurial all remain under dynamic discussion (Mitchelmore and Rowley, 2010). 
The definition of an entrepreneur has been provided by various entrepreneurship studies 
over 200 years. According to the Schumpeter economic-outcome-based concept,  
“an entrepreneur creates value by carrying out new combinations causing discontinuity is 
the most widely used and embodied in many of the definitions offered within the last  
50 years” (Schumpeter, 1934, 1942). Subsequently, Bull and Willard (1993) defines an 
entrepreneur as “A person who will carry out a new combination, causing discontinuity, 
under conditions of task-related motivation, expertise, expectation of personal gain, and a 
supportive environment”. 

Additionally, entrepreneurial self-efficacy (ESE) is referred to an individual’s 
strength coming from his or her belief of capability to successfully perform the roles and 
tasks of an entrepreneur (Boyd and Vozikis, 1994). Nascent entrepreneur, another 
terminology, is defined as an individual who is doing activities that will result a feasible 
start-up business (McGee et al., 2009).  

E-commerce and e-marketplace: There are various meanings of e-commerce to different 
people, which the wide variety of the definitions and concepts cover many issues, 
applications and business models. Zwass (1996) described e-commerce as the sharing of 
business information, maintaining relationships and conducting transactions by means  
of electronic telecommunications networks. In addition, an e-commerce website  
allows companies to capture and present information regarding customers and business 
decision-making that allow them to market product online and provide a range of services 
that allow customers to independently perform themselves. 

E-marketplace is categorised as a subset of e-commerce which uses electronic media 
for buyers and sellers where they may conduct transactions to benefit both parties 
(Sahney, 2008). The existence of an e-marketplace system was made available due to the 
advances of hardware and software system with the intention to facilitate buyer and seller 
interactions. These amenities range from a simple product catalogues to sophisticated 
transactions with secured payment gateways.  

Personality factors: Personality is best described as a set of tendencies or characteristics 
which determine people’s thoughts, feelings and actions similarities and differences. 
Personality theorists and factor analysts have tried to bring order to factoring personality 
scales; however, results have brought further confusion. In 1980s, researchers were led to 
settle that people’s personality may be classified into five fundamental dimensions. The 
five factor (Big Five) model of personality can be grouped into five basic dimensions, 
namely openness to experience, conscientiousness, extraversion (EX), agreeableness 
(AG) and neuroticism (McCrae and John, 1992). 
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Each big five personality factor represents a collection of unique personality traits. 
Extraversion represents sociability, cheerfulness and optimism. Extraverts try to find new 
opportunities and excitement. Agreeableness represents the propensity to be pleasant, 
cooperative and forgiving. Highly agreeable people help others and expect help in return. 
Conscientiousness represents the inclination towards self-disciplined, determined, 
thoughtful and reliable. Conscientious (CO) people energetically organise and carry out 
tasks. Neuroticism represents a deficiency of psychological adjustment and emotional 
stability. People with high neurotic level tend to be fearful, unhappy, embarrassed, 
distrustful and difficult to manage stress (McElroy et al., 2007). Finally, openness to 
experience characterises one’s interest and willingness to explore new ideas. Open 
individuals tend to devise innovation, embrace alternative values and willing to question 
authority (McCrae and John, 1992). Together, the Big Five model depicts the substance 
of one’s personality. 

2.2 Overview of previous studies 

Table 1 presents an overview of recent studies related to entrepreneurship, the five factors 
model of personality, computer self-efficacy (CSE), e-commerce and technology 
adoption in order to identify factors that contribute to e-marketplace entrepreneurship 
success. 

Previous studies in Table 1 shows that despite the large number of related studies  
in: Entrepreneurship, CSE, personality, e-commerce and technology adoption, a 
comprehensive theoretical causal model to explain combination factors that measure  
the intention of nascent entrepreneurs to start business in the e-marketplace still need to 
be done. 

2.3 Important variables and relationships 

Ten important variables, derived from previous studies, are predicted affecting nascent 
entrepreneurs’ decision in starting-up a business in an e-marketplace. Those variables  
are arranged into three big dimensions: self-efficacy (two variables); personality  
(five variables) and technology adoption (three variables). 

2.3.1 Self-efficacy 

Self-efficacy dimension has two variables, such as ESE and CSE. These two variables 
describe the degree to which people believe in their capability of performing specific 
tasks. 

Entrepreneurial self-efficacy refers to the extent to which individuals have confidence 
in performing the tasks associated with new-venture creation (Boyd and Vozikis, 1994; 
Chen et al., 1998; Forbes, 2005; McGee et al., 2009; Drnovsek et al., 2010). People with 
high ESE are mostly associated to challenging situations with compensations such as 
profit, recognition from community, and mental fulfilment, on the other hand someone 
with low ESE is likely imaginings failures, such as bankruptcy, humiliation and 
psychological stress. For these reasons, individuals who possess high ESE have higher 
intention to take part in the entrepreneurial environment compared with those who have 
low self-efficacy. Chen et al. (1998) concluded that people with higher level of ESE also 
expressed higher intention to start business of their own. ESE measurement scale was 
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earlier developed by Chen et al. (1998), and later modified by Forbes (2005) to adjust 
with new ventures in a dynamic environment such as the internet area. High ESE will be 
positively associated to the adoption intention of e-marketplace system. 

Table 1 Overview of previous studies 

Research focus References 
Entrepreneurial self-efficacy Chen et al. (1998) 
Entrepreneurial self-efficacy and business start-up Drnovsek et al. (2010) 
Factors influencing nascent entrepreneurs in e-marketplace Wiradinata (2013) 
Strategic decision making on entrepreneurial self-efficacy Forbes (2005) 
Entrepreneurial opportunity identification and development Ardichvili et al. (2003) 
Competency factors affecting e-business success Eikebrokk and Olsen (2007) 
Market information processing and new venture performance Song et al. (2010) 
Computer self-efficacy Compeau and Higgins (1995) 
Key components and implications of entrepreneurship Ma and Tan (2006) 
The effects of self-efficacy on computer usage and TAM Igbaria and Iivari (1995) 
Classification of online retailers Vliet and Pota (2001) 
Electronic commerce acceptance with the TAM McCloskey (2004) 
Electronic commerce adoption in SME US businesses Grandon and Pearson (2004) 
Critical success factors in online retail Sahney (2008) 
The Big Five and venture survival Ciavarella et al. (2004) 
Dispositional factors in internet use: personality vs. cognitive style McElroy et al. (2007) 
Five factor (Big Five) model of personality  McCrae and John (1992) 
The big five personality dimensions and entrepreneurial status Zhao and Seibert (2006) 
Technology adoption behaviour of internet technologies in small 
business 

Lee (2004) 

E-commerce technology adoption by Malaysian SME Kurnia et al. (2013) 
Technology acceptance model comparison Davis et al. (1989) 
Perceived usefulness, perceived ease of use, and user acceptance  
of IT 

Davis (1989) 

Technology adoption in SMEs Badrinarayanan and West 
(2010) 

B2C e-commerce success Brown and Jayakody (2008) 
Determinants of cloud computing adoption Gangwar et al. (2015) 
Mixed methods approach to technology acceptance  Wu (2012) 
Unified theory of acceptance and use of technology Venkatesh et al. (2003) 

The unit of analysis in all of the studies is an individual with the exception of the studies 
by Grandon and Pearson (2004), Badrinarayanan and West (2010), Kurnia et al. (2013) 
and Gangwar et al. (2015) where the unit of analysis is a firm. 

Computer self-efficacy signifies the level to which people consider they have the 
capability to perform well with the computer systems. Compeau and Higgins (1995) 
learned that individuals with high CSE derived more enjoyment from their use, and 
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experienced less anxiety. Another study by Igbaria and Iivari (1995) concluded that CSE 
had significant effects on technology use, demonstrating its prominence in the decision to 
use computer technology. 

2.3.2 Personality 

The big five model of personality is a hierarchical organisation of personality traits in 
form of five basic variables: openness to experience, Conscientiousness, extraversion, 
agreeableness and neuroticism (McCrae and John, 1992). 

Openness to experience indicates characteristics of someone who is curious and tends 
to investigate novelty ideas. Individuals with high openness to experience are considered 
as creative, innovative, imaginative, reflective and untraditional. In contrast, individuals 
with openness to experience are considered as conventional, narrow in interests, and  
un-analytical. Openness to experience is positively correlated with intelligence, 
especially aspects of intelligence related to creativity, such as divergent thinking (Costa 
and McCrae, 1992; Zhao and Seibert, 2006). Openness to experience of entrepreneur will 
be positively related to the behavioural intention (BI) in using e-marketplace system. 

Conscientiousness point to people’s degree of persistence, hard work and motivation 
in the pursuit of goal accomplishment. Some scholars have viewed this construct as a 
variable of volition or the ability to work hard (Barrick and Mount, 1991). Through 
conscientiousness, job performance across all types of work and occupations can be 
predicted through an individual’s personalities (Barrick et al., 2001). Conscientiousness 
is a broad personality dimension which is made up of two primary aspects, namely 
achievement motivation and dependability. Achievement motivation has been broadly 
studied in the context of entrepreneurship (Shaver, 1995), however, the aspects’ 
dependability is viewed not accurate. Zhao and Seibert (2006) suggested 
Conscientiousness to be examined as a unitary construct and the two primary facets of 
Conscientiousness separately. Conscientiousness of the entrepreneur will be positively 
related to the behavioural intention in using e-marketplace system. 

Extraversion explains the level to which people are assertive, dominant, energetic, 
active, talkative and enthusiastic (Costa and McCrae, 1992). Highly extraverted people 
tend to be cheerful, fond of people and large groups, and look for excitement. Low 
extraverted people on the other hand, prefer to have more alone time and are considered 
as reserved, quiet and independent. In addition, entrepreneur’s extraversion will be 
positively related to one’s behavioural intention to use the e-marketplace system. 

Agreeableness measures an individual’s interpersonal orientation. Individuals with 
high agreeableness can be portrayed as trusting, forgiving, caring, altruistic and innocent 
(Zhao and Seibert, 2006). The high end of agreeableness means one has cooperative 
values and prefers positive interpersonal relationships, while the low end of 
agreeableness means one is considered to be manipulative, self-centred, suspicious and 
ruthless (Costa and McCrae, 1992; Digman, 1990). Although agreeableness may lead one 
to be seen as trustworthy and may help one form positive, cooperative working 
relationships, high levels of agreeableness may inhibit one’s willingness to drive hard  
bargains, look out for one’s own self-interest, and influence or manipulate others for 
one’s own advantage. Agreeableness of the entrepreneur will be positively related to the 
behavioural intention in using e-marketplace system. 
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Neuroticism refers to the differences of an individual’s adjustment and emotional 
stability. Individuals with high neuroticism tend to experience a plenty of negative 
emotions such as fear, sadness, embarrassment, distrust, anxiety, hostility, depression, 
self-consciousness, impulsiveness and vulnerability. Individuals with low neuroticism are 
considered as self-confident, calm, even-tempered and relaxed (Costa and McCrae, 1992; 
Zhao and Seibert, 2006). Neuroticism of the entrepreneur will be negatively related to the 
behavioural intention in using e-marketplace system.  

2.3.3 Technology adoption 

This category includes single variable (BI) that originated from the theory of reasoned 
action (Ajzen and Fishbein, 1980) and were consequently confirmed in the technology 
acceptance model or TAM in short (Davis, 1989; Davis et al., 1989; Venkatesh et al., 
2003; Gangwar et al., 2015; Ghobakhloo and Tang, 2015). The TAM was specifically 
developed to measure the determinants of computer usage. The model states that both 
perceived usefulness (PU) and perceived ease of use (PEOU) impact behavioural 
intention, which in turn impacts Actual Use.  

TAM as explained by Davis has three important variables namely perceived 
usefulness is the degree to which someone thinks a particular technology is useful to 
accomplish certain tasks. PEOU is the degree of people’s perception that a particular 
technology is not difficult to use. Behavioural intention is explained as the extent to 
which an individual intends to adopt use technology (e-marketplace systems) for the 
purpose of starting a new business (as cited in Ghobakhloo and Tang, 2015)  

3 Research design and methodology 

The study target population was Indonesian entrepreneurs who experienced in the 
business start-up cycle using an e-marketplace system. The research is cross-sectional in 
time and employs structural equation modelling (SEM) techniques for the analysis and 
development of a theoretical model that was derived from numerous existing theory and 
previous studies as listed in Table 1. Those studies cover various topics from technology 
acceptance, entrepreneurship, personality, until electronic commerce. 

A questionnaire form was constructed to measure the variables in the theoretical 
model and other variables describing personal characteristics of the respondents. The size 
of the target population in Indonesia is not precisely known but likely to exceed 100,000. 
Using a level of precision of 0.05, and a 95% confidence interval the sample size was 
expected to be 400 participants (as suggested in http://edis.ifas.ufl.edu/pd006 accessed on 
18 April 2016). 

Sampling frames was not possible to be determined, hence a purposive (judgemental) 
non-probability method was used and this is appropriate in cases where individuals  
with particular experience are required (Neuman, 2006). Sampling process was done 
progressively mainly by contacting participants through access provided by social media 
groups and the researcher’s personal contacts.  
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4 Theoretical model 

Theoretical model in Figure 1 was developed based on the previous studies. Seven 
research hypotheses associated with the cause and effect relationships in Figure 1 are 
further explained in Table 2 together with references to studies that identified these 
relationships. 

Figure 1 Theoretical model (see online version for colours) 

 

Table 2 Research hypotheses associated with the theoretical model 

Research hypothesis References 
H1: Entrepreneurial self-efficacy has a significant 
positive direct effect on perceived usefulness 

Forbes (2005), McGee et al. (2009), 
Drnovsek et al. (2010) and Moghavvemi  
et al. (2013) 

H2: Entrepreneurial self-efficacy has a significant 
positive direct effect on perceived ease of use 

Forbes (2005), McGee et al. (2009), 
Drnovsek et al. (2010) and Moghavvemi  
et al. (2013) 

H3: Computer self-efficacy has a significant positive 
direct effect on perceived ease of use 

Compeau and Higgins (1995), Venkatesh 
et al. (1996) and Lee (2004) 

H4: Perceived ease of use has a significant positive 
direct effect on perceived usefulness 

Davis as cited in Gangwar et al. (2015) 

H5: Perceived ease of use has a significant positive 
direct effect on perceived usefulness 

Davis as cited in Gangwar et al. (2015) 

H6: Perceived ease of use has a significant positive 
direct effect on perceived usefulness 

Davis as cited in Gangwar et al. (2015) 

H7: Openness to experience has a significant positive 
direct effect on behavioural intention to use 

Costa and McCrae (1992) and McElroy 
et al. (2007) 

H8: Conscientiousness has a significant positive direct 
effect on behavioural intention to use 

Costa and McCrae (1992) and McElroy 
et al. (2007) 

H9: Extraversion has a significant positive direct effect 
on behavioural intention to use 

Costa and McCrae (1992) and McElroy 
et al. (2007) 

H10: Agreeableness has a significant positive direct 
effect on behavioural intention to use 

Costa and McCrae (1992) and McElroy 
et al. (2007) 

H11: Neuroticism has a significant negative direct effect 
on behavioural intention to use 

Costa and McCrae (1992) and McElroy 
et al. (2007) 

Significant effects are statistically significant at a level of 0.05 or less. 
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Model variables listed in Figure 1 are latent variables which will be measured using 
indicators shown in Table 3. Each indicator is measured on a five-point Likert scale and 
the measures are regarded as interval scale measures in analyses.  

Table 3 Indicators and measuring instruments for latent variables 

Variable (Label) Type of measure Measuring instrument 
Entrepreneurial  
self-efficacy (ESE) 

15 indicators: ese1, ese2, ese3, ese4, 
ese5, ese6, ese7, ese8, ese9, ese10, 
ese11, ese12, ese13, ese14, ese15 

Forbes (2005) 

Computer self-efficacy (CSE) 4 indicators: cse1, cse2, cse3, cse4 Compeau and Higgins 
(1995), Lee (2004) and 
Venkatesh et al. (2003) 

Perceived usefulness (PU) 4 indicators: pu1, pu2, pu3, pu4 Davis as cited in Gangwar  
et al. (2015) 

Perceived ease of use 
(PEOU) 

4 indicators: peou1, peou2, peou3, 
peou4 

Davis as cited in Gangwar  
et al. (2015) 

Openness to experience (OE) 5 indicators: oe1, oe2, oe3, oe4, oe5 Costa and McCrae (1992) 
Conscientiousness (CO) 5 indicators: co1, co2, co3, co4, co5  
Extraversion (EX) 5 indicators: ex1, ex2, ex3, ex4, ex5  
Agreeableness (AG) 5 indicators: ag1, ag2, ag3, ag4, ag5  
Neuroticism (NE) 5 indicators: ne1, ne2, ne3, ne4, ne5  
Behavioural intention to use 
(BI) 

3 indicators: bi1, bi2, bi3 Davis (1989), Ghobakhloo 
and Tang (2015) 

5 Data preparation and preliminary analyses 

5.1 Data preparation 

The collected data of 400 respondents was tabulated into SPSS worksheet. Among them 
22 questionnaires were removed from the sample due to various error, hence the final 
sample size of 378 will be used which was considered satisfactory according to the 
determination of the sample size for the study. 

Principal component analysis was used as method to test the construct (discriminant 
and convergent) validity of the measures of the latent model variables. Each latent 
variable was measured by a set of indicators with factor loadings of magnitude at least 
0.4 and an associated eigenvalue of at least 1 (Straub et al., 2004). As a result of the 
factor analysis 11 out of 15 indicators were held as valid measures for ESE while the 
other four indicators ESE 1, 5, 6 and 13 were removed because they all had significant 
cross loadings on other factors and were not measuring only ESE.  

The internal consistency reliability of the sets of indicators that resulted from the 
factor analysis was assessed using Cronbach alpha coefficients (George and Mallery, 
2003). The reliability test showed all coefficients are all good (above 0.7) and for 
neuroticism the coefficient is excellent. 
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5.2 Preliminary analyses 

5.2.1 Profile of the respondents 

A profile of the respondents was developed from the final sample of 379 respondents 
there were 136 males (36%) and 243 females (64%). The largest proportion of the 
respondents (37%) was 21–27 years of age followed by 29% who were <20 years of age 
and among these age groups most were college/university students or others who still had 
not established a definite career. The majority respondent: 194 (51%) earned bachelor 
degrees followed by 158 (42%) high-school graduates and only 27 (7%) hold post 
graduate degrees. 

Fifty-four percent of the respondents portray themselves as self-employed. The other 
two groups worked for private organisations (44%) and government institutions (2%) and 
they also treated online selling as a side job in order to obtain another source of income 
or as a stepping stone to a better income. 

The majority of respondents (52%) have 3 years or less work experience while 31% 
have 4–6 years of work experience and this aligns with the 66% of respondents who were 
27 years of age or less. Only 64 respondents (17%) had more than 7 years of work 
experience, which may mean that the more work experience a person has the less  
likely they are to become nascent entrepreneurs who sell products or services in  
e-marketplaces. 

It is a frequent phenomenon for housewives not only to deal with domestic affairs, 
but also to do side jobs from home to increase their income without sacrificing their time 
with family by working full time in an organisation. In this case, a good alternative is to 
become an online seller. Thirty-one percent of respondents who were housewives 
numbered for close to half (49%) of all of the females in the sample. 

The entrepreneurial activities and experience of the respondents were categorised into 
six areas: 85% of respondents had experience in introducing new products; 84% had 
opened new markets; 29% had experience in restructuring an organisation; 33% had 
managerial experience; 54% had introduced new methods of business operation; and 77% 
had found new sources or materials for products or services. It is suggested that those 
with managerial experience may normally enjoy a higher salary than average and thus the 
urgency to have a side job selling products or services in e-marketplace was unnecessary.  

5.2.2 Preliminary descriptive analyses 

Descriptive statistics results for all of the indicators associated with each latent model 
variable shows values for skewness and kurtosis are within the acceptable limits of 3 and 
7, respectively, satisfies the use of maximum likelihood estimation in subsequent SEM 
analyses (Kline, 2005). Table 4 shows the correlations among model variables. It is seen 
that age, level of education and years of work experience are all significantly positively 
correlated. Older (younger) respondents are likely to have: high (low) levels of work 
experience and education; low (high) levels of neuroticism; high (low) conscientiousness; 
and high (low) ESE, Behavioural Intention to Use, and actual use. In addition, those with 
high (low) levels of education have highly (lowly) developed high (low) CSE. In 
particular, those respondents with high (low) levels of work experience display high 
(low) CSE. 
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Table 4 Correlations among model and profile variables 
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The shaded cells in Table 4 shows statistically significant correlations associated with 
several of the hypothesised causal effects in the proposed theoretical model. The 
correlation between ESE and perceived usefulness, CSE and PEOU, perceived usefulness 
and behavioural intention, also neuroticism and behavioural intention are shown not 
statistically significant which may mean that those hypothesised causal relationship in the 
theoretical model may not be significant. Furthermore, there are significant correlations 
among model variables that are not included in the theoretical model and these imply 
additional causal effects that may be included. 

6 Model analysis and development 

Figure 2 shows the results of the SEM analysis of the theoretical model.  

Figure 2 Direct effects in the theoretical model (see online version for colours) 

 

Figure 2 displays the effects of exogenous variable to endogenous variable applying the 
following notation: the unstandardised effect is presented first followed with the symbol 
*, ** or *** to indicate statistical significance at a level of 0.05, 0.01 or 0.001, 
respectively, and the absence of * symbol indicates that the effect is not significant at a 
level of 0.05. Inside parentheses the standardised effect is presented and classified as: 
small (S) if the magnitude is <0.1; medium (M) if the magnitude is ≥0.1 but <0.5; or 
large (L) if the magnitude is ≥0.5 (Cohen, 1988).  

The model fit statistics for the theoretical model in Figure 2 are displayed in Table 5.  
From Table 5, it can be seen that all fit statistics already have acceptable values an 

approach to increase fit statistics may be done by combining plausible causal effects 
suggested by statistically significant correlations and by removing insignificant 
correlation in Table 4. 

Table 5 Fit statistics for the theoretical model 

Model CMIN/DF RMR GFI AGFI NFI IFI CFI RMSEA 

Theoretical 
model 
(n = 378) 

1.045 0.005 0.99 0.97 0.977 0.999 0.999 0.011 

R2: Perceived usefulness (0.08), perceived ease of use (0.086), behavioural intention 
to use (0.14) 

R2 is the proportion of the variance of perceived usefulness (PU), perceived ease of use 
(PEOU), and behavioural intention to use (BI) variable explained by the variables 
affecting it. 
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The revised version of the theoretical model was made by removing perceived usefulness 
and neuroticism variable which showed no significant correlation and also  
by removing extraversion and agreeableness which showed small effects. Several 
relationships were added as determinant of ESE due to significant correlation with CSE, 
openness to experience and conscientious. This modification was analysed using the 
specification search facility in Amos 21 and following the advice from Kline (2005) the 
model with the smallest value for normed chi-square (NC) was chosen as the final model 
shown in Figure 3. 

Figure 3 Direct effects in the final model (see online version for colours) 

 

The fit statistics for the final model in Figure 3 are displayed in Table 6. 
From Table 6, it is seen that the fit statistics are not much improved compared with 

the proposed theoretical model (Table 5), however, variables with insignificant and small 
effects were removed with the exception of CSE on ESE. All remaining variables in the 
model now are statistically significant at a level of 0.05 or less and medium in magnitude.  

Table 7 displays summary analysis of all of the effects in the final model. 

Table 6 Fit statistics for the final model 

Model CMIN/DF RMR GFI AGFI NFI IFI CFI RMSEA 

Theoretical 
model 
(n = 378) 

1.525 0.006 0.99 0.97 0.98 0.99 0.99 0.037 
R2: Entrepreneurial self-efficacy (0.23), perceived ease of use (0.08), behavioural 
intention to use (0.14) 

R2 is the proportion of the variance of each endogenous variable that is explained by the 
variables affecting it. 

Table 7 Analysis of the final model 

Variable 

Endogen 
ESE PEOU BI 

Exogen CSE 0.07*(0.086S) Nil Nil 
OE 0.156***(0.187M) Nil 0.268***(0.241M) 
CO 0.292***(0.319M) Nil 0.175**(0.143M) 

Intervening ESE Nil 0.288***(0.288M) Nil 
PEOU Nil Nil 0.174**(0.131M) 
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From Table 7, it can be seen that: 

• all of the effects are positive and statistically significant at a level of 0.05 or less 

• there are several small effects which are statistically significant which highlights the 
importance of considering the magnitude of effects and not only their statistical 
significance.  

7 Discussion 

7.1 Interpretation of causal effects 

Table 8 which is derived from Table 7 will be used as a source of discussion and explains 
the nature of the effects in the modified model based on the total of effects among the 
variables. 

All of the effects in Table 8 are positive and statistically significant at a level of 0.05 
or less, even though one of them has small magnitude. 

Behavioural intention to use: All of the independent variables except for CSE have 
positive medium effects on behavioural intention to use. The leading effect is caused by 
openness of experience, followed in decreasing order by conscientiousness and PEOU. 

Table 8 Summary of total effects in the modified model 

Variable 

Endogen 
ESE PEOU BI 

Exogen CSE Positive, Small Nil Nil 
OE Positive, Medium Nil Positive, Medium 
CO Positive, Medium Nil Positive, Medium 

Intervening ESE Nil Positive, Medium Nil 
PEOU Nil Nil Positive, Medium 

Considering the influences of the exogenous independent variables separately it is  
seen that: 

Entrepreneurial self-efficacy which is the extent to which nascent entrepreneurs 
consider they are proficient of performing the tasks associated with business start-up and 
it has a medium effect on PEOUs and indirect effect to behavioural intention to use. 

Computer self-efficacy refers to the individual’s control beliefs regarding the use of 
computerised system. CSE had a small magnitude on ESE, despite the small magnitude, 
the effect was statistically significant. In this case, the small magnitude of this effect is 
the dominant feature and the conclusion is that the individual’s level of CSE has less 
importance as a determinant of the extent of behavioural intention to use. However, if this 
small effect is removed from the modified model, then the value of the fit statistic 
normed chi-square increases and this was not done because the final model was selected 
from the iteration result list with the smallest value for normed chi-square (Kline, 2005) 
as the selection criteria. 

Openness to experience is characterises someone who is curious and tends to explore 
new ideas. It has a significant medium effect on behavioural intention to use and ESE. 
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Conscientiousness is the extent to which an individual displays organisation, 
persistence, hard work and motivation in the pursuit of goals. It has a medium effect on 
behavioural intention to use and ESE.  

Perceived ease of use refers to the degree to which the perspective user expects the 
use of the target system to be free of effort. PEOU had a medium effect on behavioural 
intention to use. From the modified model, it can be noticed that the role of PEOU is as 
an intervening variable between ESE and behavioural intention to use.  

7.2 Comparison of the findings with results from previous studies 

Table 9 shows the decisions related to the research hypotheses in Table 2, which were 
derived from the findings of previous studies. Table 9 shows hypotheses that are 
supported by the study, Table 9 shows hypotheses for which significant direct causal 
effects were not found but there were significant correlations between the variables, and 
Table 10 shows hypotheses for which there was no support among the findings  
of the study. Throughout these tables ‘significance’ refers to statistical significance at a 
level of 0.05 or less. However, although an effect may be statistically significant it  
may have a small magnitude. In cases where the effect in the final model is statistically 
significant but small in magnitude the decision for the hypothesis is that it is not 
supported.  

Table 9 Comparison of hypotheses and research findings  

Research hypothesis Findings 
H1: Entrepreneurial self-efficacy has a significant positive 
direct effect on perceived usefulness 

Not supported 

H2: Entrepreneurial self-efficacy has a significant positive 
direct effect on perceived ease of use 

Supported 

H3: Computer self-efficacy has a significant positive direct 
effect on perceived ease of use 

Not supported 

H4: Perceived ease of use has a significant positive direct 
effect on perceived usefulness 

Partially supported 

H5: Perceived ease of use has a significant positive direct 
effect on perceived usefulness 

Not supported 

H6: Perceived ease of use has a significant positive direct 
effect on perceived usefulness 

Not supported 

H7: Openness to experience has a significant positive direct 
effect on behavioural intention to use  

Supported 

H8: Conscientiousness has a significant positive direct effect 
on behavioural intention to use  

Supported 

H9: Extraversion has a significant positive direct effect on 
behavioural intention to use  

Partially Supported 

H10: Agreeableness has a significant positive direct effect on 
behavioural intention to use  

Partially Supported 

H11: Neuroticism has a significant negative direct effect on 
behavioural intention to use  

Not supported 
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The hypotheses supported by the findings in Table 9 confirm the importance of the  
effect of:  

• entrepreneurial self-efficacy on perceived ease of use 

• conscientiousness and openness to experience on behavioural intention to use 

• perceived ease of use on behavioural intention to use which is a well-known piece  
of the technology acceptance model (Davis, 1989). 

These effects are supportive of important parts of the theoretical model which was 
derived for previous studies.  

Findings in Table 9 also display hypotheses with significant positive causal effects 
which are not supported in the final model, however, in each case there is a significant 
positive correlation between the two variables in each of the hypotheses. These 
hypotheses are carefully considered to provide partial support for the hypothesised effects 
and implies that further studies should re-examine these causal relationships. 

Table 10 Practical objectives and actions to increase the use of e-marketplace systems  
by nascent entrepreneurs 

Objectives Actions Model variable 
1 (Primary objective) 
Increasing the behavioural 
intention of nascent 
entrepreneurs to adopt  
e-marketplace system when 
starting-up business. 

1.1 Increase the ease of use  perception 
 among nascent entrepreneur about the 
 use of e-marketplace system  
 (See objective 2) 

Perceived ease of use 

 1.2 Accommodate and encourage a 
 conscientious personality trait among 
 nascent entrepreneurs 

Conscientiousness 

 1.3 Have room for the curiosity, 
 creativity, innovativeness, and 
 untraditionally traits among nascent 
 entrepreneurs 

Openness to 
experience 

2 Increase the ease  
 of use perception  
 about the use of  
 e-marketplace system 

2.1 Increase the entrepreneurial  
 self-efficacy among nascent  
 entrepreneur  
 (See objective 3) 

Entrepreneurial  
self-efficacy 

3 Increase the 
 entrepreneurial  
 self-efficacy among 
 nascent entrepreneur 

3.1 Increase the e-marketplace systems 
 empowerment among nascent 
 entrepreneurs by giving regular  
 training and 24 h online support 

Computer  
self-efficacy 

 3.2 Introduce reward programs such as best 
 sales revenue of the year to encourage 
 the conscientiousness 

Conscientiousness 

 3.3 Frequently establish local gatherings 
 among nascent entrepreneurs and 
 transfer creativity from successful  
 sellers to inspire others 

Openness to 
Experience 
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Results in Table 9, it also confirms that ESE has no significant effect on perceived 
usefulness, CSE has no significant effect on PEOU, PEOU has no significant effect on 
perceived usefulness, PEOU has no significant effect on perceived usefulness, and 
neuroticism has no significant effect on behavioural intention to use. This is 
complemented by the finding that the sample of entrepreneurial individuals in this study 
had a mean value for neuroticism that was significantly low.  

Considering the fully or partially supported hypotheses in Tables 9 there is a 
reasonable amount of full or partial support for the relationships between variables 
specified in the previous studies by Chen et al. (1998), Forbes (2005), McGee et al. 
(2009), Drnovsek et al. (2010), Moghavvemi et al. (2013), Gangwar et al. (2015),  
Costa and McCrae (1992), McElroy et al. (2007), Davis (1989), Venkatesh et al. (2003), 
Compeau and Higgins (1995), Lee (2004) and Limayem and Hirt (2003) which were the 
origin of the construction of the theoretical model used in this study.  

7.3 New results not reported in previous studies 

Table 11 presents new findings which have not been reported in previous studies. 

Table 11 New findings 

Computer self-efficacy has significant positive small effect on entrepreneurial self-efficacy 
Conscientiousness and openness to experience have significant positive medium effect on 
entrepreneurial self-efficacy 

From Table 11, it is seen that among these new findings the most important appear to be 
that nascent entrepreneurs who have the tendency to be self-disciplined, strong-willed, 
deliberate, reliable, creative, innovative, imaginative, reflective and untraditional will 
cause significant increase to their ESE. 

Even though these new findings appear to be intuitively correct and they are 
supported in the modified model they need to be further tested for the validity and 
reliability in further studies.  

7.4 Practical implications of the findings 

Practical objectives and associated actions which would lead to increasing the actual use 
of e-marketplace systems by nascent entrepreneurs are listed in Table 10 which displays 
the actions to be taken. In some cases, it is seen that an action may lead to a subsequent 
practical objective with associated actions.  

8 Conclusion 

This research has investigated the determinants of behavioural intention to use an  
e-marketplace by nascent entrepreneurs who want to start-up their business. Initial model 
was proposed and tested from previous studies that ESE, CSE, perceived usefulness, 
PEOU, personality factors (extraversion, agreeableness, conscientiousness, neuroticism 
and openness to experience) are the important antecedents for behavioural intention  
to use. 
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In the light of theory and empirical findings it can be seen that nascent entrepreneurs 
looking to start-up business in an e-marketplace systems face considerable challenges.  
In particular, nascent entrepreneurs do not have the same level of entrepreneurial  
and CSE related to how to innovate, designing marketing strategy, manage people, 
calculating risk and controlling financial performance in an online environment which 
may be very different from a conventional marketplace. Successful nascent entrepreneurs 
mostly exhibit a solid conscientious personality and openness to new methods in the 
pursuit of goals. It is recommended that e-marketplace system providers make an effort to 
capturing the needs of these types of nascent entrepreneurs. 

This study did not set specific distinction between a fully featured sophisticated  
e-marketplace system (with financial, marketing support and customer support modules) 
and a simple e-marketplace such as online trading post where transaction were done 
manually. These two types of e-marketplace systems may need to be studied separately. 
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