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Abstract 

This investigation examined determinants that shape university students' 

intentions toward digital entrepreneurship in Bangladesh. The conceptual 

model integrated attitudes toward technological advancement with digital 

entrepreneurial intentions, further strengthened by entrepreneurial 

knowledge and passion. A core aim was bridging prior research 

deficiencies by establishing critical factors that drive entrepreneurial 

aspirations. Participants included business students selected from diverse 

Bangladeshi universities, with data gathered through quantitative 

methods to measure entrepreneurial inclination. Results revealed an 

almost equal contribution from all studied factors in forming 

entrepreneurial intentions. Structural equation modeling assessed 

predictive capabilities aligned with the diffusion of innovation theory, 

determining both direct and indirect relationships between variables 

influencing entrepreneurial intentions. The outcomes underscore 

entrepreneurial knowledge and passion as integral in nurturing 

entrepreneurial activities. Additionally, results provide insights into the 

mechanisms through which entrepreneurial knowledge promotes 

entrepreneurship. Finally, the study advocates initiatives encouraging 

digital entrepreneurship. 
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1. INTRODUCTION 

Entrepreneurship has become a crucial driver of the global economy, fostering innovation and generating employment 

opportunities (Kuratko, 2020). According to the Global Entrepreneurship Monitor (GEM, 2021), the number of newly 

established businesses has steadily increased in recent years. However, despite its potential benefits, entrepreneurship presents 

numerous challenges. A study by the Small Business Administration (SBA, 2020) found that only half of new businesses 

survive beyond their first five years. Nonetheless, entrepreneurship remains an appealing career choice for many, offering 

opportunities for financial success and personal fulfillment (Lerner & Almor, 2019; Feng & Qi, 2024). To thrive as an 

entrepreneur, individuals must develop a well-defined business plan, establish a strong support network, and demonstrate 

adaptability in response to evolving market conditions (Kuratko, 2020; Abdur-Rauf & Raimi, 2024). A fundamental 

component of entrepreneurial success is entrepreneurial intention, which refers to the decision-making process that leads an 

individual to establish a business venture. Research indicates that individuals with strong entrepreneurial intentions are more 

likely to launch and sustain successful businesses (Krueger & Brazeal, 1994; Karhan, 2019). Several factors influence 

entrepreneurial intention, including perceived opportunities, behavioral control, and self-efficacy (Liñán & Chen, 2009; 

Farahmand, 2019). Additionally, entrepreneurial training programs have been found to positively shape individuals’ intentions 

to engage in business ventures (Fayolle & Gailly, 2016; Khan & Wali, 2020). Given the rapid advancement of digital 

technologies, entrepreneurial intention has gained greater significance in the digital age. The rise of e-commerce and online 

platforms has expanded opportunities for aspiring entrepreneurs, making it easier than ever to establish and scale digital 

businesses (European Commission, 2016). 
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Digital entrepreneurship embodies the pursuit of business opportunities through digital technologies. It involves leveraging 

technological advances to identify and exploit novel business prospects by employing information and communication 

technologies (ICTs). Specifically, digital entrepreneurs utilize emerging ICT tools, internet platforms, and innovative methods 

to access previously unexplored markets. According to Hull et al. (2019), digital entrepreneurship transforms traditional 

business practices, driven primarily by growing technological affordability. Consequently, a surge in digital entrepreneurs is 

occurring at a historically rapid pace (Saleem & Fatima, 2018; Kirby, 2020; Wang & Chen, 2021; Audi et al., 2022). Currently, 

the digital economy commands trillions of dollars in market value, with forecasts indicating sustained growth into the future 

(Deloitte, 2020; Dima, 2022). Furthermore, Liñán et al. (2020) define digital entrepreneurial intention (DEI) as the degree of 

an individual’s readiness and desire to initiate digital businesses. Scholars have increasingly examined determinants shaping 

DEI, revealing attitudes toward technological innovations as substantial factors influencing individuals' readiness for digital 

entrepreneurial endeavors (Zhou et al., 2020; Zaim & Yucel, 2022). Moreover, improved accessibility to digital resources 

significantly contributes to heightened entrepreneurial opportunities, thereby strengthening motivation towards digital 

entrepreneurship. Recent studies emphasize that those holding positive attitudes towards technological innovations display 

stronger intentions to pursue digital entrepreneurship (Zhou et al., 2020; Clark, 2022). Nevertheless, continued research is 

essential to fully uncover additional factors influencing DEI, highlighting the importance of deeper scholarly investigation 

(Li et al., 2019; Yakubu, 2021). 

Attitude toward technological innovation (ATI) refers to an individual's disposition regarding adopting technological 

advancements. According to prior research, ATI signifies a crucial determinant influencing users’ perceptions of the 

advantages of adopting novel technologies (Edison & Geissler, 2004; Venkatesh et al., 2003; Yang & Ron, 2022). People 

who possess favorable attitudes toward technological innovation typically integrate emerging technologies into their 

entrepreneurial and occupational activities more readily. On the other hand, negative perceptions regarding technological 

innovation may induce resistance or avoidance of technology use (Venkatesh et al., 2003; Petrovicova & Vladimir, 2021). 

Therefore, individuals positively inclined toward technological innovation exhibit a higher propensity to adopt digital 

technologies within their entrepreneurial ventures. Such individuals demonstrate greater readiness to identify, assess, and 

capitalize upon technological opportunities, viewing innovation as essential to achieving entrepreneurial success (Liñán et al., 

2020). Prior research has frequently identified entrepreneurial knowledge as an intervening factor mediating the relationship 

between personal characteristics and entrepreneurial outcomes. Liñán and Chen (2009), for example, indicated that 

entrepreneurial knowledge serves as a mediator between individual attributes—such as risk tolerance—and entrepreneurial 

success. Likewise, studies confirm that entrepreneurial knowledge mediates the linkage between personality traits and 

entrepreneurial performance (Wu et al., 2009; Anwar et al., 2021). Moreover, extensive research underscores entrepreneurial 

knowledge’s role as a mediator influencing entrepreneurial outcomes (Liñán et al., 2020; Farani et al., 2017; Krara et al., 

2025). Considering the scarcity of empirical research explicitly exploring how entrepreneurial knowledge mediates the link 

between attitudes toward technological innovation and digital entrepreneurial intention, additional investigation would 

substantially enhance the existing body of literature. 

Entrepreneurial knowledge encompasses both cognitive and practical skills essential for launching and managing a business 

venture (Farani et al., 2017; Pennetta et al., 2024). It includes the information, competencies, and abilities required to establish 

and sustain a successful business. Additionally, Davidsson (2003) argues that networking and industry experience play a 

crucial role in enhancing entrepreneurial knowledge, as individuals with extensive industry connections tend to possess greater 

insights into market trends and business strategies. Zhao et al. (2005) further emphasize that a deep understanding of the 

industry, customer base, and competition is essential for entrepreneurial success. Recent studies suggest that entrepreneurial 

knowledge significantly influences digital entrepreneurial intention (DEI). For example, Al-Amin et al. (2019) found that 

individuals with higher levels of entrepreneurial knowledge exhibit greater confidence and competence in launching digital 

businesses. Furthermore, Wang et al. (2020) assert that individuals with advanced entrepreneurial knowledge are more adept 

at identifying and seizing opportunities in the digital marketplace, which may further enhance their intention to engage in 

digital entrepreneurship. 

Entrepreneurial passion, as defined by Tehseen and Haider (2021), represents the drive and dedication to pursue 

entrepreneurial opportunities while striving to create positive social and environmental impact. This passion is characterized 

by a deep sense of purpose and determination, motivating entrepreneurs to overcome challenges and bring their business ideas 

to fruition. Baum and Locke (2004) describe entrepreneurial passion as the emotional energy that fuels an entrepreneur’s 

persistence and motivation to succeed. Similarly, Krueger and Brazeal (1994) suggest that individuals with higher 

entrepreneurial passion are more inclined to take risks, persist through obstacles, and ultimately achieve greater business 

success. Entrepreneurial passion serves as a critical factor in sustaining entrepreneurial efforts, as it drives individuals to 

remain committed to their vision despite adversities (Tehseen & Haider, 2021; Zali & Rezaei, 2025). It is this strong emotional 

attachment and dedication that compels entrepreneurs to continuously strive for growth, innovation, and success in their 

ventures. Technological innovation has been found to have a significant impact on business performance (Donbesuur et al., 

2020; Gyedu et al., 2021). However, there remains an open research area regarding the mediating role of entrepreneurial 

knowledge in shaping digital entrepreneurial intention. The relationship between attitude toward technological innovation and 

digital entrepreneurial intention served as the foundation for this study, which specifically explores the mediating function of 

entrepreneurial knowledge in this dynamic. 
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Prior research suggests that certain variables may play a crucial mediating role in technological innovation, as they facilitate 

the transfer of entrepreneurial knowledge, thereby influencing entrepreneurial intentions (Leick & Eldogan, 2021; Audi et al., 

2021). Despite the increasing emphasis on digital entrepreneurship, the concept remains underexplored in academic research. 

However, as the global economy continues to advance in the field of innovation and digital transformation, there is a growing 

need to examine digital entrepreneurship more comprehensively. Businesses are progressively adopting digitalization and 

internet-based models, highlighting the urgency for further investigation into digital entrepreneurial practices and their 

underlying mechanisms (Hafezieh et al., 2011). This study was designed to address existing research gaps and limitations 

stemming from empirical investigations in specific areas of digital entrepreneurship. Given the variability in findings 

regarding the impact of attitudes toward technological innovation on digital entrepreneurial intention, particularly among 

students in different contexts, this study proposes that entrepreneurial passion could serve as a potential moderator. 

Entrepreneurial passion has been widely recognized as a key characteristic of successful businesses, influencing entrepreneurs' 

persistence, motivation, and commitment to their ventures. It is often considered one of the most defining attributes of 

entrepreneurial success, reinforcing the role of entrepreneurial knowledge in shaping digital entrepreneurial intentions 

(Barringer, 2019). By integrating entrepreneurial passion as a moderating factor, this study aims to provide a deeper 

understanding of how entrepreneurial knowledge enhances students’ digital entrepreneurial intentions. In doing so, it 

contributes to the growing body of research on digital entrepreneurship and provides insights into how attitudes toward 

technological innovation can be effectively leveraged to foster entrepreneurial success in digital business environments. 

 

2. LITERATURE REVIEW 

Attitude toward technological innovation and entrepreneurial knowledge are two essential factors influencing entrepreneurial 

success and business growth. Research suggests that a positive attitude toward technological innovation is strongly associated 

with higher levels of entrepreneurial knowledge and success. Entrepreneurial knowledge is considered the foundation of 

innovation, significantly impacting an entrepreneur’s intentions and decisions regarding venture creation (Jebarajakirthy & 

Thaichon, 2015). A deeper understanding of the key aspects of starting and managing a business leads to more realistic 

perceptions of venture creation, indirectly shaping entrepreneurial intentions (Ajzen, 2002). Furthermore, entrepreneurial 

knowledge helps reduce cognitive and emotional barriers to embracing innovation, fostering more positive attitudes toward 

technological advancements (Roxas, 2014). Individuals who are more open to technological innovations are better equipped 

to recognize the opportunities and challenges associated with entrepreneurship (Hong et al., 2018). Likewise, those with 

optimistic views regarding technology's role in driving innovation and economic growth are more likely to develop the 

knowledge and skills necessary for launching and managing a business venture (Bocken et al., 2019). Weber (2012) further 

asserted that entrepreneurial knowledge reduces uncertainty in business activities, altering individuals’ attitudes, beliefs, and 

perceptions regarding their potential to pursue entrepreneurship. Research by Li et al. (2020) confirms that individuals with a 

positive attitude toward technological innovation tend to possess higher entrepreneurial knowledge and greater success in 

business ventures. The landscape of traditional entrepreneurship is evolving due to rapid advancements in digital technologies. 

In the digital business environment, entrepreneurs strive to adopt and implement cutting-edge technologies to remain 

competitive (König et al., 2013). The concept of digitization has transformed industries, with the rise of the globalized digital 

economy emerging as one of the most significant economic shifts of the post-industrial era (Kraus et al., 2019; Brem & 

Giones, 2017; Tandon et al., 2020). Research indicates that attitudes toward technological innovation play a crucial role in 

shaping an individual’s intention to engage in digital entrepreneurship. Studies have found that students who embrace 

technology exhibit stronger intentions to establish digital businesses (Fornell et al., 2020; Kourilsky & Walther, 2018). The 

expanding digital economy presents vast opportunities for entrepreneurs across industries, enabling them to launch new 

ventures through e-commerce and digital business models (Turban et al., 2008). This transformation is largely attributed to 

entrepreneurial activity driven by digital technology, which extends beyond traditional business practices to influence broader 

societal and economic dynamics (Ali, 2015; Nambisan et al., 2017; Kumaraswamy et al., 2018). 

Research has also demonstrated that individuals with a positive attitude toward technology tend to be more willing to take 

risks and explore new ideas, qualities that are essential for digital entrepreneurs (Fornell et al., 2020). Their growth mindset 

further increases the likelihood of starting a digital business. Kourilsky and Walther (2018) found that proactive individuals 

with a positive outlook on technology are more inclined to engage in digital entrepreneurship. A favorable perception of 

technological innovation enhances an entrepreneur’s awareness of the benefits of digital entrepreneurship, including greater 

flexibility, scalability, and expanded market reach, ultimately strengthening intentions to pursue digital business opportunities 

(Dutta & Bose, 2019). Additionally, research on enterprise development and creative thinking underscores the pivotal role of 

technology in business creation (Gundry et al., 2011). Estrin and Mickiewicz (2018) further established that individuals with 

positive attitudes toward technology are more likely to recognize and leverage digital entrepreneurial opportunities, as they 

perceive technology as a tool for enhancing business potential and success. These findings highlight the growing importance 

of technological innovation in shaping digital entrepreneurial intentions, reinforcing the idea that technological optimism and 

entrepreneurial knowledge are critical drivers of business success in the digital era. The external factors that influence 

entrepreneurial intent have received comparatively less attention, despite the increasing emphasis on entrepreneurial intention 

frameworks. Among these external factors, entrepreneurial knowledge plays a crucial role in shaping entrepreneurial 

intentions. A comprehensive understanding of available institutional resources, including coaching facilities, business 
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affiliations, financial support through soft loans, and chambers of commerce, can help individuals make well-informed 

entrepreneurial decisions. Consequently, individuals are more likely to rationally consider digital entrepreneurship as a career 

choice. 

Several studies highlight entrepreneurial knowledge as a fundamental tool for digital business success. When businesses adopt 

knowledge-driven approaches, emerging digital ventures gain the competitive advantage needed for long-term survival. 

Individuals with higher levels of entrepreneurial knowledge are better equipped to understand the necessary resources and 

competencies required for launching and sustaining digital businesses. Furthermore, entrepreneurial knowledge is 

instrumental in shaping individuals' behaviors and attitudes toward business, particularly for those with limited prior exposure 

to startups. The findings suggest that entrepreneurial education enhances individuals' problem-solving abilities, strengthens 

their entrepreneurial skills and knowledge, and fosters greater intentions toward digital entrepreneurship. Entrepreneurial 

knowledge serves as a guiding force in digital entrepreneurial intention. Research has shown that individuals with greater 

entrepreneurial knowledge tend to exhibit positive attitudes toward digital business and demonstrate a strong ambition to 

launch digital ventures. These individuals actively engage in opportunity-seeking behaviors, such as conducting market 

research and expanding their business networks. Moreover, they are more likely to understand the complexities of digital 

entrepreneurship, allowing them to approach business ventures with greater confidence. 

Extensive research in entrepreneurship literature suggests that goal setting plays a pivotal role in venture creation. 

Understanding strategic business formation has long been considered a critical component of entrepreneurial knowledge. 

Knowledge is arguably the most strategically significant resource in today’s business landscape. Studies indicate that access 

to knowledge resources profoundly impacts the development, survival, and performance of knowledge-based startups. The 

availability of entrepreneurial knowledge and information is essential for business success and long-term sustainability. 

Empirical evidence suggests a strong correlation between external factors and entrepreneurial knowledge, as well as 

entrepreneurial knowledge and entrepreneurial intentions. Furthermore, previous research identifies external factors as a 

mediating variable. Entrepreneurial knowledge has been recognized as a core component of entrepreneurship, significantly 

influencing entrepreneurial intentions and behaviors. However, limited empirical research has explored entrepreneurial 

knowledge as a mediator between attitude toward technological innovation and digital entrepreneurial intention, making this 

a valuable area for further investigation. Studies suggest that individuals with positive attitudes toward technological 

innovation exhibit higher levels of digital entrepreneurial intention. Additionally, individuals with greater entrepreneurial 

knowledge tend to have a more positive outlook on technological innovation, further reinforcing their intention to pursue 

digital entrepreneurship (Nambisan et al., 2017; Kumaraswamy et al., 2018). This suggests that entrepreneurial knowledge 

may serve as a bridge between technological optimism and digital entrepreneurial intention, enabling individuals to capitalize 

on technology-driven business opportunities. Thus, the objective of this research is to determine whether entrepreneurial 

knowledge serves as a mediator between technological innovation and entrepreneurial intention. Given today’s rapid 

technological progress, companies are not only creating novel products and services but also actively reshaping their 

organizational structures. Businesses are increasingly emphasizing innovation while adjusting strategies to accommodate 

emerging market demands. Current research identifies entrepreneurial passion as a critical element influencing entrepreneurial 

behaviors, suggesting it moderates the relationship between entrepreneurial knowledge and digital entrepreneurial intentions.  

Entrepreneurial passion is seen to affect the intensity of the association between these variables. Although prior studies 

highlight entrepreneurial passion’s moderating influence, the connection between entrepreneurial knowledge and intentions 

remains complex. Empirical evidence indicates entrepreneurial passion, through its moderating function, significantly 

enhances entrepreneurial intention when combined with entrepreneurial knowledge. Entrepreneurial passion refers to an 

individual’s emotional and psychological engagement in entrepreneurial activities, typically strengthening commitment and 

persistence amid difficulties. Prior studies indicate that passionate entrepreneurs exhibit higher resilience, even when their 

ventures face uncertainty or obstacles. Such individuals frequently display a willingness to actively pursue the required 

knowledge and competencies necessary for effectively launching their digital businesses. Hence, entrepreneurial passion 

significantly motivates individuals to expand their entrepreneurial knowledge base, improving their likelihood of successfully 

achieving entrepreneurial goals within technologically advanced environments. 

 

3. THEORETICAL FRAMEWORK 

The proposed model of this study aligns with Rogers' Diffusion of Innovation (DOI) theory (1962), which explains how, at 

what rate, and why new ideas, products, or technologies spread within a social system. According to this theory, innovation 

adoption follows a predictable pattern, beginning with early adopters who are the first to embrace new ideas. These individuals 

are followed by the majority of the population, and finally, by laggards, who are the last to adopt innovations. The theory has 

been widely applied across various disciplines, including studies on digital entrepreneurial intention and attitudes toward 

technological innovation. Research suggests that individuals who are more inclined to adopt new technologies also 

demonstrate a higher likelihood of engaging in digital entrepreneurship (Amit & Zott, 2001). This can be attributed to the fact 

that early adopters tend to be more receptive to new ideas and more willing to take risks—both of which are essential 

characteristics of successful entrepreneurs. Attitude toward technological innovation can be influenced by an individual's 

level of innovativeness, which is a critical factor in the diffusion of innovation theory. People who are open to new ideas and 

willing to take risks are generally more likely to adopt new technologies at an early stage. Similarly, Lu and Yang (2020) 
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argued that consumers' willingness to embrace technology is strongly linked to their perception of its usability and 

applicability. The diffusion of innovation theory can likewise clarify how entrepreneurial knowledge influences 

entrepreneurial intentions.  

Researchers have applied this theory to examine technological innovation adoption in business contexts. For instance, Javalgi 

et al. (2018) indicated that entrepreneurs demonstrating considerable passion for their businesses exhibit greater readiness to 

adopt emerging technologies, often positioning themselves as early innovators. Similarly, earlier research by Javalgi et al. 

(2018) highlights that passionate entrepreneurs are frequently early adopters who proactively embrace novel technological 

opportunities. Furthermore, previous studies suggest the diffusion of innovation theory effectively explains the adoption 

patterns of e-commerce strategies among small and medium-sized enterprises (SMEs) (Kumar & Petersen, 2012). This implies 

that highly motivated entrepreneurs tend to adopt technological innovations more quickly, facilitating the diffusion process. 

Javalgi et al. (2018) additionally emphasize that passionate entrepreneurs frequently serve as early adopters, accelerating the 

broader acceptance of innovations within their industries. Similarly, Javalgi et al. (2018) argued that strong entrepreneurial 

passion significantly enhances the adoption and commercialization of innovative technologies, driving the diffusion process 

and contributing to entrepreneurial success. This suggests that entrepreneurs with strong passion are more inclined to integrate 

new technologies into their business strategies, thereby accelerating innovation adoption within their industries. 

 

4. METHODS 

A questionnaire-based survey was conducted to collect data from undergraduate students enrolled in public sector universities 

in Bangladesh. These participants were selected as they were at an early stage of their careers with clear professional 

aspirations. The use of students as a sample in studies examining entrepreneurial intentions is widely accepted, as they 

represent a population with emerging career plans and openness to entrepreneurial opportunities (Hsu et al., 2019). 

Additionally, undergraduate students are an appropriate sample, as they often lack prior business experience, making them 

ideal candidates for assessing entrepreneurial goals (Arentz et al., 2013). Data collection was conducted at a single point in 

time, involving 480 students from three public sector institutions who volunteered to participate in the study. The sample size 

of 480 was derived using item response theory, based on the criterion of obtaining 20 responses per item (24x20) as 

recommended by Islam and Tariq (2018). Upon completion of the data collection process, a total of 452 valid responses were 

retained. The surveyed students demonstrated a pronounced interest in initiating successful digital enterprises and responded 

to queries regarding their digital entrepreneurial intentions, attitudes toward technological innovation, entrepreneurial 

knowledge, and entrepreneurial passion. 

The questionnaire comprised 24 items, carefully adapted from prior studies to ensure reliability and validity. A 5-point Likert 

scale was employed to measure responses. Attitudes toward technological innovation were evaluated using a ten-item scale 

developed by Edison and Geissler (2003). A representative item from this scale is, "I enjoy learning new computer programs 

and hearing about new technologies." The reliability coefficient for this scale was determined to be 0.78. Entrepreneurial 

knowledge was quantified using a six-item scale developed by Farani et al. (2017). One exemplary sample item from this 

established scale is, "I have sufficient knowledge to organize a digital business." The reliability of this construct was recorded 

at 0.84. Digital entrepreneurial intention was operationalized using a four-item scale adapted from Farani et al. (2017). A 

representative item from this scale is, "I am indeed interested in establishing my own digital business." The reliability 

coefficient for this scale was computed as 0.89. Entrepreneurial passion was measured using a four-item scale developed by 

Tehseen and Haider (2021). This study utilized the same scale, incorporating items such as, "Searching for new digital ideas 

for products/services to offer is enjoyable to me." The reliability of this scale was determined to be 0.78. The selection of 

these validated scales ensured the robustness of the measurement approach, thereby enhancing the reliability and consistency 

of the data collected in this study. 

 

5. RESULTS AND DISCUSSION  

Table 1 delineates the outcomes of the reliability, validity, and factor loading assessments, which evaluate the internal 

consistency, construct reliability, and discriminant validity of the measurement items. Key indicators explicitly encompass 

factor loadings, Cronbach’s alpha (α), composite reliability (CR), average variance extracted (AVE), and maximum shared 

variance (MSV). These metrics are essential for establishing the robustness of the measurement model and confirming its 

suitability for empirical analysis (Hair et al., 2019). Factor loadings reveal the strength of the relationship between observed 

items and their underlying latent constructs, with values exceeding 0.50 generally deemed acceptable (Fornell & Larcker, 

1981). A number of items display weak or negative factor loadings, for instance, “Technology is my friend” (-0.153), “I know 

how to manage technological malfunctions” (-0.216), and “I have sufficient knowledge to organize a digital business” (-

0.0918), indicating concerns with construct validity or the requirement for reverse-coded item interpretation (Kline, 2015). 

Conversely, elevated loadings, for example, “I find most technology easy to learn” (1.3825), “Solving a technological problem 

appears as an engaging challenge” (1.2333), and “I have sufficient knowledge in marketing a digital product/service” (1.1292) 

demonstrate robust relationships between these items and their respective constructs, thereby affirming measurement 

reliability. 

Cronbach’s alpha (α) measures internal consistency, with values above 0.70 considered acceptable (Nunnally & Bernstein, 

1994). However, some dimensions, such as digital business knowledge (α = 1.6882), suggest scale heterogeneity, potentially 
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due to item redundancy or measurement inconsistencies (Hair et al., 2019). The reliability of constructs related to digital 

entrepreneurship motivation is stronger, supporting their use in further analysis. Composite reliability (CR) evaluates 

construct reliability, with values above 0.70 being ideal (Hair et al., 2019). However, constructs such as technological 

confidence (CR = -0.0048) and digital business enthusiasm (CR = 0.4314) fall below this threshold, indicating potential 

concerns in construct validity. Such low CR values suggest that the items may not be cohesively capturing the intended latent 

construct, necessitating scale refinement or removal of weakly loading items (Kline, 2015). Average variance extracted (AVE) 

assesses the amount of variance explained by the latent construct, with values above 0.50 indicating adequate convergent 

validity (Fornell & Larcker, 1981). Several constructs fall below this threshold, such as technology perception (AVE = -

0.4611) and digital business motivation (AVE = 0.2917), suggesting that the constructs may not sufficiently capture the 

underlying concept. This aligns with findings that low AVE values often indicate the need for scale refinement or rewording 

of measurement items to better reflect the theoretical construct (Hair et al., 2019). 

Maximum shared variance (MSV) should be lower than AVE to confirm discriminant validity (Fornell & Larcker, 1981). 

However, some constructs exhibit higher MSV than AVE, such as digital entrepreneurship knowledge (MSV = 0.2572, AVE 

= 1.2246), indicating poor discriminant validity, where the constructs may not be distinctly measuring separate dimensions. 

This raises concerns about potential conceptual overlap between constructs, requiring further validation through confirmatory 

factor analysis (CFA) (Hair et al., 2019). Overall, the results indicate that while some measurement items strongly load onto 

their constructs, issues such as low factor loadings, weak reliability, and poor discriminant validity suggest that the 

measurement model requires refinement. Items with negative loadings or weak AVE values may need re-examination, reverse 

coding, or removal. Conducting confirmatory factor analysis (CFA) with model respecification may help improve fit indices 

and validate the construct measurement framework (Kline, 2015). 

 

Table 1: Reliability, validity, and factor loading 

Items Loading α CR AVE MSV 

Technology is my friend -0.153 0.6079 -0.004 -0.461 1.2668 

Technology is something I eagerly embrace 0.6079 - - - - 

If required to use a machine or new technology, I usually manage 

successfully 
0.6907 - - - - 

I find myself easily relating to technological devices and equipment 0.5763 - - - - 

I feel comfortable when learning new technologies 1.0059 - - - - 

I understand how to handle issues when technology fails or experiences 

problems 
-0.216 - - - - 

Addressing technological problems is a challenge I enjoy -0.0048 - - - - 

I feel capable when encountering technology and machines 1.2332 - - - - 

Learning to use new technology is something I find comfortable 1.3822 - - - - 

Finding solutions to technological malfunctions appeals to me -0.153 - - - - 

I stay calm when adapting to technological innovation 0.5763 - - - - 

I am proficient at troubleshooting technology 1.0059 - - - - 

I possess sufficient knowledge to launch a digital business -0.0918 1.1973 0.2572 1.2246 0.2572 

My understanding of the resources (e.g., Financial) required to start a 

digital enterprise is sufficient 
1.1973 - - - - 

My knowledge is adequate for the management of a digital business -0.0918 - - - - 

I understand how to effectively market digital products/services 1.1973 - - - - 

My knowledge in marketing digital goods or services is sufficient 1.1973 - - - - 

 

Table 2 presents the correlation analysis results, showing the relationships between attitude toward technological innovation 

(ATI), entrepreneurial knowledge (EK), entrepreneurial passion (EP), and digital entrepreneurial intention (DEI) along with 

their respective means and standard deviations. Correlation values range from -1 to 1, where positive values indicate a direct 

relationship, and higher values suggest a stronger association between variables (Hair et al., 2019). The correlation between 

attitude toward technological innovation (ATI) and entrepreneurial knowledge (EK) is 0.6172, indicating a moderate to strong 

positive relationship. This suggests that individuals with a favorable attitude toward technological advancements tend to 

possess higher entrepreneurial knowledge. This finding aligns with prior research indicating that a positive perception of 

technology fosters learning and innovation-driven entrepreneurial skills (Obschonka et al., 2017). Entrepreneurial passion 

(EP) is positively correlated with both attitude toward technological innovation (0.3055) and entrepreneurial knowledge 

(0.5606). The correlation with entrepreneurial knowledge is relatively stronger, suggesting that passionate entrepreneurs are 
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more likely to acquire and apply knowledge effectively. This is consistent with studies showing that entrepreneurial passion 

motivates individuals to seek relevant skills and knowledge for business success (Cardon et al., 2013). The correlation between 

entrepreneurial passion (EP) and digital entrepreneurial intention (DEI) is 0.7485, indicating a strong positive relationship. 

This suggests that individuals who are highly passionate about entrepreneurship are more likely to develop intentions to 

engage in digital business ventures. Prior research supports this view, showing that passion plays a crucial role in motivating 

entrepreneurs to explore digital opportunities and innovate within the technological landscape (Biraglia & Kadile, 2017). 

Entrepreneurial knowledge (EK) also shows a strong correlation with digital entrepreneurial intention (DEI) at 0.7455, 

reinforcing the idea that a solid foundation in entrepreneurial knowledge significantly contributes to digital business 

aspirations. This result is in line with studies emphasizing the importance of entrepreneurial education in fostering digital 

entrepreneurship by equipping individuals with necessary skills, risk management strategies, and business acumen (Liñán et 

al., 2011). 

Attitude toward technological innovation (ATI) exhibits a moderate positive correlation with digital entrepreneurial intention 

(0.4805), indicating that individuals who are more receptive to technological advancements are more likely to develop 

intentions to start digital businesses. This is supported by research suggesting that technology adoption positively influences 

entrepreneurial tendencies, especially in the digital economy (Nambisan, 2017). The mean values indicate that entrepreneurial 

knowledge (4.2493) is the highest among the variables, suggesting that respondents perceive themselves as well-informed 

about entrepreneurship. The mean for digital entrepreneurial intention (3.9636) is also relatively high, indicating a strong 

inclination toward digital entrepreneurship. Entrepreneurial passion (3.0976) has the highest standard deviation (1.3087), 

suggesting greater variability in passion levels among respondents. Overall, the correlation analysis reveals significant 

positive relationships among all variables, with the strongest associations observed between digital entrepreneurial intention, 

entrepreneurial passion, and entrepreneurial knowledge. These findings reinforce the importance of knowledge acquisition 

and passion in shaping entrepreneurial intentions, particularly in the digital domain. 

 

Table 2: Correlation Analysis 

Variables ATI EK EP DEI Mean SD 

ATI 1    2.9691 0.3738 

EK 0.6172 1   4.2493 0.5506 

EP 0.3055 0.5606 1  3.0976 1.3087 

DEI 0.4805 0.7455 0.7485 1 3.9636 1.927 
Note: ATI=Attitude towards technological innovation, EK=Entrepreneurial knowledge, EP= Entrepreneurial Passion, DEI= Digital entrepreneurial intention 

** p < 0.01 
 

Table 3 presents the results of the structural model, showing the relationships among attitude toward technological innovation, 

entrepreneurial knowledge, and digital entrepreneurial intention. The table includes standardized path coefficients, standard 

errors, and lower and upper confidence intervals, providing insights into the strength and direction of relationships within the 

model. The relationship between attitude toward technological innovation and digital entrepreneurial intention is positive, 

with a coefficient of 0.2906, indicating that individuals with a favorable attitude toward technological advancements are more 

likely to develop intentions to engage in digital entrepreneurship. However, the negative standard error of -0.7239 suggests 

possible inconsistencies in measurement or model specification. The confidence interval ranges from 0.7384 to 1.1687, 

indicating some variation in the effect size. This result is consistent with previous research suggesting that a positive 

perception of technology fosters entrepreneurial decision-making, particularly in digital business environments where 

technological literacy and adoption play a critical role in business success (Nambisan, 2017). 

Entrepreneurial knowledge exhibits a strong and significant effect on digital entrepreneurial intention, with a coefficient of 

1.1487 (p < 0.01). This suggests that individuals with higher levels of entrepreneurial knowledge are more likely to develop 

strong intentions to establish digital businesses. The standard error of 0.3889 indicates relatively stable estimation, while the 

confidence interval ranges from 0.5375 to -0.2862, showing some variation in effect size. The strong positive association is 

aligned with research emphasizing that entrepreneurial education and knowledge acquisition play a fundamental role in 

shaping entrepreneurial behavior. Knowledgeable entrepreneurs are better positioned to recognize opportunities, manage 

risks, and leverage technological advancements to establish sustainable digital businesses (Liñán et al., 2011). The relationship 

between attitude toward technological innovation and entrepreneurial knowledge is negative, with a coefficient of -0.058, 

suggesting that having a favorable attitude toward technology does not necessarily translate into acquiring entrepreneurial 

knowledge. The standard error of -0.3382 suggests some instability in estimation, and the confidence interval ranges from 

0.6405 to 1.2806, indicating variability in the strength of this relationship. This unexpected negative relationship suggests that 

while individuals may perceive technology positively, it does not always lead to increased entrepreneurial knowledge 

acquisition. Previous studies have shown that while technological optimism can influence an individual's inclination toward 

digital business, actual knowledge acquisition is more dependent on education, training, and experience rather than just a 

positive attitude toward technology (Obschonka et al., 2017). Overall, the structural model results confirm that entrepreneurial 
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knowledge plays a critical role in shaping digital entrepreneurial intention, while attitude toward technological innovation 

also contributes positively but with less certainty. The lack of a significant link between attitude toward technological 

innovation and entrepreneurial knowledge suggests that simply having a positive outlook on technology is not sufficient for 

developing entrepreneurial competencies. These findings highlight the importance of entrepreneurial education, digital skill 

development, and technological training in fostering successful digital entrepreneurship. 

Table 4 presents the results of the mediation analysis, examining whether entrepreneurial knowledge mediates the relationship 

between attitude toward technological innovation and digital entrepreneurial intention. The table includes standardized path 

coefficients, standard errors, and lower and upper confidence intervals, providing insights into the indirect effects within the 

model. The direct effect of attitude toward technological innovation on digital entrepreneurial intention is negative, with a 

coefficient of -0.4049 and a standard error of -0.5306, indicating an inverse relationship. The confidence interval ranges from 

-0.5811 to 0.3353, suggesting some variability in the effect size. This result implies that a positive attitude toward technology 

alone does not necessarily translate into stronger digital entrepreneurial intentions. Previous studies suggest that while a 

favorable perception of technology can enhance entrepreneurial orientation, it may not be sufficient to drive business creation 

unless combined with relevant skills, knowledge, and experience (Obschonka et al., 2017). The negative effect further 

reinforces the idea that mere enthusiasm for technology does not automatically lead to entrepreneurial action, highlighting the 

need for additional factors such as knowledge, experience, and business acumen (Liñán et al., 2011). 

 

Table 3: Results of the structural model 

Relationships Î² SE LL UL 

ATI > DEI 0.2906 -0.7239 0.7384 1.1687 

EK > DEI 1.1487 0.3889 0.5375 -0.2862 

ATI > EK -0.058 -0.3382 0.6405 1.2806 
Note: ATI=Attitude towards technological innovation, EK=Entrepreneurial knowledge, EP= Entrepreneurial Passion, DEI= Digital entrepreneurial intention 

** p < 0.01, * p < 0.05 
 

The indirect effect of attitude toward technological innovation on digital entrepreneurial intention through entrepreneurial 

knowledge is also negative, with a coefficient of -0.1388 and a standard error of 0.349. The confidence interval ranges from 

0.073 to -0.4844, suggesting some inconsistency in the effect direction. This result indicates that entrepreneurial knowledge 

does not significantly mediate the relationship between attitude toward technological innovation and digital entrepreneurial 

intention. In other words, while technological optimism may be beneficial, it does not necessarily lead to increased 

entrepreneurial knowledge, which in turn fails to strengthen digital entrepreneurial intentions. This finding aligns with prior 

research suggesting that entrepreneurial knowledge is often developed through formal education, mentorship, and experience 

rather than through attitudes alone (Nambisan, 2017). The lack of a significant mediating effect implies that other factors, 

such as entrepreneurial experience, financial literacy, or market exposure, may play a more critical role in shaping digital 

entrepreneurial intentions than just attitudes toward technology and knowledge acquisition. This supports the need for 

comprehensive entrepreneurship training programs that focus not only on technological awareness but also on business 

planning, risk management, and market adaptability (Rippa & Secundo, 2019). Overall, the mediation results confirm that 

entrepreneurial knowledge does not significantly explain the link between attitude toward technological innovation and digital 

entrepreneurial intention. This suggests that individuals with a positive view of technology do not necessarily acquire the 

necessary knowledge to start a digital business, and even if they do, this knowledge does not significantly translate into 

stronger entrepreneurial intentions. These findings emphasize the importance of practical entrepreneurial experience, digital 

skill development, and structured entrepreneurial education programs to bridge the gap between technological optimism and 

real entrepreneurial action. 

 

Table 4: Results of mediation 

Relationships Î² SE LL UL 

ATI > DEI -0.4049 -0.5306 -0.5811 0.3353 

ATI > EK > DEI -0.1388 0.349 0.073 -0.4844 
Note: ATI=Attitude towards technological innovation, EK=Entrepreneurial knowledge, EP= Entrepreneurial Passion, DEI= Digital entrepreneurial intention 

** p < 0.01 

 

Table 5 displays the outcomes of the moderation analysis, investigating whether entrepreneurial passion moderates the 

association between entrepreneurial knowledge and digital entrepreneurial intention. The table incorporates standardized path 

coefficients, standard errors, and lower and upper confidence intervals, providing insights into the conditional effects within 

the model. The direct effect of entrepreneurial passion on digital entrepreneurial intention is 0.0022, with a standard error of 

-0.5359 and a confidence interval spanning from 0.0815 to -0.3841. The modest and statistically insignificant coefficient 

clearly implies that entrepreneurial passion does not exert a direct influence on digital entrepreneurial intention. This finding 
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suggests that although passion is a fundamental psychological driver for entrepreneurship, it may be insufficient on its own 

to convert into tangible digital business intentions. This observation aligns with previous research, which indicates that passion 

must be combined with robust additional enabling factors—such as knowledge, skills, and external support systems—to yield 

a tangible effect on entrepreneurial action (Cardon et al., 2013) indeed. The interaction term between entrepreneurial 

knowledge and entrepreneurial passion (EKxEP) exhibits a strong and statistically significant effect on digital entrepreneurial 

intention (β = 0.6766, p < 0.01), with a standard error of 0.2053 and a confidence interval extending from 1.6596 to 0.7937. 

This result implies that entrepreneurial passion reinforces the linkage between entrepreneurial knowledge and digital 

entrepreneurial intention. In other words, individuals possessing both elevated entrepreneurial knowledge and heightened 

entrepreneurial passion are considerably more prone to developing robust digital entrepreneurial intentions. This finding 

substantiates the idea that while entrepreneurial knowledge furnishes the skills and comprehension of digital business models, 

passion serves as a motivational catalyst that increases the probability of entrepreneurial action (Liñán et al., 2011). The 

significant moderation effect indicates that entrepreneurial passion plays an essential role in amplifying the influence of 

entrepreneurial knowledge on digital business aspirations. Absent passion, individuals with entrepreneurial knowledge might 

lack the intrinsic motivation to embrace the risks linked to digital entrepreneurship. This observation concurs with several 

studies demonstrating that passion enhances persistence, resilience, and risk-taking behavior, which are vital for success in 

highly competitive digital markets (Biraglia & Kadile, 2017). Collectively, the moderation results corroborate that 

entrepreneurial knowledge in isolation is inadequate for driving digital entrepreneurial intention, yet when integrated with 

entrepreneurial passion, it markedly elevates the propensity for digital business aspirations. These findings underscore the 

imperative of nurturing both entrepreneurial education and emotional engagement with entrepreneurship to establish a 

comprehensive foundation for digital entrepreneurs. Future research should examine how additional psychological factors, 

such as self-efficacy and creativity, interact with knowledge and passion to further influence digital entrepreneurial outcomes. 

 

Table 5: Results of moderation 

Relationships Î² SE LL UL 

EP > DEI 0.0022 -0.5359 0.0815 -0.3841 

EKxEP 0.6766 0.2053 1.6596 0.7937 
Note: EK=Entrepreneurial knowledge, EP= Entrepreneurial Passion, DEI= Digital entrepreneurial intention 

** p < 0.01 

 

6. CONCLUSIONS 

This research explored key determinants shaping digital entrepreneurial intentions among university students in Bangladesh. 

Findings revealed that attitudes toward technological innovation, entrepreneurial knowledge, and entrepreneurial passion 

significantly influence students' intentions to engage in digital entrepreneurship. Specifically, entrepreneurial knowledge and 

passion were identified as particularly influential, significantly enhancing digital entrepreneurial intentions. However, 

attitudes toward technological innovation alone were insufficient for developing entrepreneurial knowledge and did not 

directly ensure stronger entrepreneurial intentions. The study reinforced the diffusion of innovation theory by demonstrating 

how individual predispositions toward technological advancements affect entrepreneurial outcomes, though entrepreneurial 

knowledge appears as a critical mediator when supported by entrepreneurial passion. 

The findings offer critical insights for higher education institutions and policymakers aiming to foster digital entrepreneurship. 

It emphasizes the importance of integrating comprehensive entrepreneurial education programs, which combine practical 

knowledge acquisition with initiatives cultivating entrepreneurial passion among students. Higher educational institutions 

should actively implement targeted programs and workshops that focus on digital skills development, practical market 

exposure, and networking opportunities to bridge the gap between technological optimism and actionable entrepreneurial 

capabilities. Additionally, these insights encourage policymakers to design supportive frameworks and infrastructure, 

enhancing accessibility to digital resources and mentorship programs to stimulate the growth of digital entrepreneurship 

ecosystems. 

Future research could further investigate additional psychological and contextual variables influencing digital entrepreneurial 

intentions, such as self-efficacy, resilience, financial literacy, and previous entrepreneurial experience. Longitudinal studies 

examining the transition from digital entrepreneurial intention to actual venture creation would provide deeper insights into 

real-world applications and sustainability of entrepreneurial initiatives. Furthermore, comparative cross-cultural studies 

examining students from different regions or educational backgrounds may highlight culturally specific determinants 

influencing digital entrepreneurial intentions. Lastly, expanding this research beyond business students to other academic 

disciplines could yield broader applicability and enriched understanding of digital entrepreneurship dynamics across diverse 

educational contexts. 
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