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Abstract. This study investigates the influence of Big Five personality traits on the
entrepreneurial attitudes of freshman-year students, aiming to understand how inherent
characteristics shape early-stage entrepreneurial inclinations considering the moderation role
of family background. Utilizing the Five-Factor Model (FFM) of personality (openness,
conscientiousness, extraversion, agreeableness, and neuroticism), we surveyed a diverse
cohort of 383 freshman-year university students with the moderating role of family
background. The research used both descriptive and inferential analyses on the self-
administered questionnaires with closed-ended statements using multiple regression and
ANOVA. Agreeableness and neuroticism negatively influenced entrepreneurial attitudes,
while conscientiousness and openness to experience had positive effects. Extraversion showed
no significant impact. Family background moderated only the relationship between openness
to experience and entrepreneurial attitudes. Cross-sectional design is the major limitation of
the study. Besides, the research is limited to the Business Management students. No efforts
have been made to compare the diverse backgrounds of the respondents except for the family
profession. The findings contribute to a nuanced understanding of how personality traits shape
early entrepreneurial inclinations in a developing economy context. This investigation
followed both Personality Trait Theory and Social Learning Theory, with theoretical
implications in a new framework of more homogeneous respondents. Moreover, the study's
findings contribute to designing an entrepreneurial support curriculum so that the outcome
supports the social and economic upliftment of the nation. This study is among the first to
examine the personality-entrepreneurship relationship among Nepalese freshman students,
offering insights into the early formation of entrepreneurial attitudes in this unique cultural
context.
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1. Introduction

Entrepreneurship has emerged as a crucial catalyst for economic growth and innovation (Al-Mamary et
al., 2020; Gautam & Gautam, 2023; Gautam & Pandey, 2023) in the contemporary world. As societies
increasingly recognize the value of entrepreneurial activities, there is a growing interest in
understanding the factors influencing entrepreneurial attitudes, particularly among young adults. In this
context, universities play a pivotal role in fostering entrepreneurial skills and mindsets (Cacija et al.,
2023). Therefore, exploring how personality traits impact entrepreneurial attitudes among students at
the onset of their academic journey becomes essential, a topic that this research addresses.

Entrepreneurship refers to identifying, creating, and pursuing opportunities to establish and grow a
business venture, which involves risk-taking, innovating, and mobilizing resources to bring about
economic and social value (Baron & Shane, 2007). It is an outcome of intentional behavior (Bird, 1988;
Gautam & Pandey, 2023). Successful entrepreneurship benefits are not limited only to the entrepreneurs
themselves but also have broader societal implications, such as economic growth, job creation, and
innovation within a society (Riswanto, 2016). Entrepreneurship is characterized by various activities,
including identifying market gaps or opportunities, developing innovative products or services, securing
funding, managing resources, building a network of contacts, and navigating the challenges and
uncertainties inherent in starting and running a business (Scaringella & Radziwon, 2018). Also,
entrepreneurship has been recognized as the fourth factor of production, contributing to exploring
uncharted territories and fostering overall economic expansion (Harper, 1991; Leff, 1979).
Entrepreneurs possess unique personality traits such as high motivation, determination, creativity,
problem-solving skills, resilience, and a willingness to take calculated risks (Baciu et al., 2020; Gautam
& Khadka, 2022). Such features enable entrepreneurs to flourish in the dynamic and competitive
business environment. These traits often include. A vision drives them, and they can turn ideas into
actionable plans, leading to job creation, wealth generation, and the development of industries and
sectors (Shane & Venkataraman, 2000).

Personality traits can significantly impact an entrepreneur's journey, influencing their choices,
strategies, and outcomes (Fatma et al., 2021). Recognizing one's strengths and weaknesses can help
entrepreneurs develop skills and succeed in their ventures. It is significant as entrepreneurs can create
opportunities by establishing new businesses and sustaining existing ones (Evans, 1942; Leibenstein,
1968). Moreover, it is considered a valuable resource that developing countries should harness to
compete in an increasingly globalized market economy (Kanungo, 1998). In recent years, there has
been a growing interest in understanding the role of individual characteristics, particularly personality
traits, in shaping entrepreneurial attitudes and behaviors. An individual's decision to engage in
entrepreneurial activities is influenced by various factors, including personal characteristics, thoughts,
and societal circumstances (Carter et al., 2003). Fiske (1949) has developed the Big Five model, which
includes dimensions of agreeableness, conscientiousness, extraversion, neuroticism (emotional
stability), and openness to experience, and has emerged as a widely accepted framework for studying
personality traits. The Big-Five component model is widely used to describe the arrangement of human
qualities (Roccas et al., 2002). Each dimension of personality encompasses a range of psychological
attributes comprising various specialized and limited traits.

The Big Five component model, the Five-Factor Model (FFM), integrates over four decades of
research on an individual's motivational, emotional, interpersonal, experiential, and affective patterns.
Hill et al. (2005) have yielded one of the most comprehensive operationalizations of the Big Five Model
for the entrepreneurial attitude.

Career choices, whether to be an entrepreneur or a professional, should be made early in life;
however, there are no unanimous arguments regarding the best time to be an entrepreneur. Fresh-year
students are the right persons to whom we can investigate whether they have brought entrepreneurial
attitudes or whether the business management courses developed their attitudes. This study provides
evidence of the effectiveness of existing university courses in developing entrepreneurship, formulating
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government policies, and other support programs. Among the various factors (e.g., personal and
environmental), personal factors such as values dominate personal choice (Karimi & Makreet,
2020). Thus, understanding the entrepreneurial attitude of freshman students is most important
(Fitzsimmons & Douglas, 2011; Karimi & Makreet, 2020). This study aims to bridge the gap in the
existing literature by examining the relationship between personality traits and entrepreneurial attitudes
in freshman-year students. By focusing on this demographic, we seek to identify key personality
characteristics that may predict an inclination toward entrepreneurship early in the educational
experience. This research is particularly pertinent given the increasing emphasis on entrepreneurship
education in universities, where fostering an entrepreneurial mindset can significantly enhance students'
potential to innovate and create new ventures. Further, Nepalese family structures and dynamics may
play a crucial role in shaping entrepreneurial attitudes, potentially amplifying or mitigating the influence
of personality traits. Understanding these dynamics can offer nuanced insights into the interplay
between individual traits and environmental factors.

We can better predict their inclination toward initiating entrepreneurial careers by comprehending
young individuals' entrepreneurial aspirations. Investigating the impact of FFM on entrepreneurship
attitude is relevant as it can provide valuable insights into the relationship between individual
characteristics and entrepreneurial inclinations. Among various control variables, this study also
examines the role of family structure in shaping an individual's attitude toward entrepreneurship
(Aldrich & Jennings, 2003; Kuratko & Hodgetts, 2001), as the family shapes their values, beliefs, and
aspirations navigating uncertainties and overcoming obstacles (Arenius & Minniti, 2005; Fayolle &
Gailly, 2008; Kim et al., 2022; Paniagua et al., 2022). The primary objective of this research was to
gain a detailed understanding of how the Big Five Model's personality traits and family background
interact to influence the entrepreneurial attitudes of first-year undergraduate students, i.e., freshman-
year students who are at the beginning of a transformative educational journey, and their experiences
during this time can shape their future academic and career paths. By analyzing the relationship between
specific personality traits and entrepreneurial attitudes, the study offers valuable insights into the
determinants of the entrepreneurial mindset among these people. Thus, this study's findings and
outcomes hold significant potential for informing strategies to nurture entrepreneurship among the
youth and add to the broader literature on the universality of the Big Five model in relation to
entrepreneurial attitudes and address research questions such as whether personality traits of freshman
students influence entrepreneurial attitude. The findings of this study are expected to contribute to a
deeper understanding of the psychological underpinnings of entrepreneurial behavior and provide
practical implications for enhancing entrepreneurship education programs.

2. Literature survey
2.1 Theoretical perspective

The study is based on two theoretical perspectives regarding the influence of personality traits on
entrepreneurial attitudes: Personality Traits Theory and Social Learning Theory. The personality traits
theory explains the diverse patterns of human personality that shape behavior, thoughts, and emotions
across different contexts. Allport (1937) pioneered personality analysis, suggesting that upbringing,
experiences, and current surroundings influence personality. Helson (1980) describes personality traits
as consistent characteristics individuals exhibit in most situations. People inherently possess attributes
conducive to entrepreneurship, highlighting the role of innate qualities in entrepreneurial endeavors
(Simpeh, 2011). Different scholars (e.g., Gautam & Gautam, 2023; Gautam & Pandey, 2023) report
that entrepreneurs exhibit various personality traits, including a strong drive to pursue their vision,
willingness to take risks, resilience in the face of failure, creativity, proactiveness, and leadership skills.
Among personality theories, the Five-Factor Model (FFM) is a prominent one that categorizes
personality traits into five dimensions: openness to experience, conscientiousness, extraversion,
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agreeableness, and neuroticism (also known as emotional stability), associating various aspects of
human personality and entrepreneurial characteristics.

Social Learning Theory (Bandura & Walters, 1963) offers insights into how family background
influences children’s career choices and career-related behaviors, including entrepreneurial pursuits.
This theory suggests that individuals learn from observing and modeling the behavior of others,
particularly within their social environment, such as family, peers, and role models (Khushk et al., 2022).
Through social learning, individuals acquire knowledge, skills, attitudes, and beliefs that shape their
approach to various endeavors, including entrepreneurship. This theoretical framework highlights the
importance of socialization experiences in shaping individuals' attitudes and behaviors, underscoring
the role of familial influences in fostering or inhibiting entrepreneurial orientations (Khushk et al., 2022).
By investigating these two theoretical perspectives, the study aimed to comprehensively understand the
complex interplay between personality traits influenced by intrinsic and extrinsic factors and
entrepreneurial attitudes among Kathmandu's first-year bachelor's students.

2.2 Empirical findings and gap

Adetayo (2006) studied youth attitudes toward entrepreneurship in southern Nigeria among 210 final-
year university students and identified innovativeness and industriousness as the highest-rated
entrepreneurial traits. The study found a linear relationship between entrepreneurial traits, learning, and
overall attitude. Social factors moderately influenced attitudes. Goel et al. (2007) explored social
support's impact on entrepreneurship in India and China, focusing on attitudes influenced by familial
background. Data from over 5,000 students showed a significant influence of parental employment on
attitudes in both countries. Indians generally exhibited more optimism, particularly in the East, while
in China, youth from poorer regions showed more positive attitudes toward entrepreneurship. Likewise,
Harris and Gibson (2008) reported that most of the students scored higher in personal control and
innovation with family business involvement demonstrated stronger entrepreneurial attitudes. Chen and
Lai (2010) examined the relationship between personality traits and attitudes toward entrepreneurship
among Taiwanese business students. Using survey questionnaires from 792 legitimate respondents out
of 881 returned, they found that personality traits influenced students' attitudes toward entrepreneurship.

Adebayo and Kavoos (2016) investigated African youths' perceptions of entrepreneurship,
engaging 204 participants explored attitudes toward entrepreneurship through quantitative and
qualitative methods. Despite recruitment challenges, the research revealed optimistic attitudes among
African youths, with a strong motivation for entrepreneurship and a willingness to take risks for self-
sufficiency. Varalakshmi et al. (2019) examined young people's perceptions of entrepreneurship,
surveying 100 respondents from diverse backgrounds through stratified random sampling. The study
reported that personality traits have a positive influence on entrepreneurial attitude. Similarly, Soomro
et al. (2020) conducted a study in Thailand using the Entrepreneurial Attitude Orientation (EAO) model
to predict students' attitudes toward entrepreneurship, reporting that productivity, personal control, and
creativity significantly influenced attitudes toward entrepreneurship, while self-esteem had a lesser
effect. Wardana et al. (2020) explored factors influencing young people's readiness for entrepreneurship
in Indonesia. They investigated variables like the need for achievement, risk perception, and locus of
control that significantly affect attitudes and intentions toward entrepreneurship. Likewise, Hintikka et
al. (2022) investigated Finnish adolescents’ attitudes toward entrepreneurship, surveying 1,497 students
aged 15 to 24 in Northern Ostrobothnia. They found a generally positive outlook on entrepreneurship.
Sharma (2022) examined the relationship between Entrepreneurial Attitude Orientation and Big Five
Personality traits among college students and found a positive correlation between entrepreneurial
attitude orientation and extraversion, openness to experience, and conscientiousness. These findings
offer insights into how personality traits may influence entrepreneurial attitudes and individual
performance outcomes, with implications for organizational behavior research. Previous researchers,
e.g., Adetayo (2006), Pathirana and Liyanage (2022), and Sharma (2022) emphasized the need for
studies focusing on students with similar factors influencing their entrepreneurial interests and mindset.
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The disparities between the current study's results and previous research on personality traits, as
highlighted by Chen and Lai (2010), might be clarified through Bandura’s social learning theory
(Bandura & Walters, 1963). This theory proposes that personality development and the influence of
family backgrounds are shaped through continuous reciprocal interactions among cognitive, behavioral,
and environmental determinants.

The Big Five Factor model claims to contain all key components defining human qualities
(Goldberg, 2008). Table 1 lists relevant studies on the Big Five personality traits where the proposed
variables were introduced and observed.

Table 1. Sources of variables

Variable Studies

Agreeableness, Conscientiousness, Extraversion, Adetayo (2006); Chen and Lai
Neuroticism, and Openness to experience (2010); Sharma (2022)

Family background Chen and Lai (2010); Goel, Vohra,

Zhang, and Arora (2007)

2.3 Conceptual framework and hypotheses formulation

Based on the review, we developed a research framework (Figure 1) to explain the effects of personality
traits on young people’s attitudes toward entrepreneurship across different family backgrounds.

Family background

Agreeableness

Conscientiousness

Extraversion

— Entrepreneurial
Neuroticism J Attitude

Openness to
experience

Fig. 1: Conceptual framework

2.4 Entrepreneurial attitude

In entrepreneurship, attitude refers to one's overall evaluation and feelings toward engaging in
entrepreneurial activities. Robinson et al. (1991) introduced the Entrepreneurial Attitude Orientation
(EAO) dimension, which assesses attitudes based on achievement, innovation, personal control, and
self-esteem. The study utilized five items from Linan and Chen (2009) and Tuan et al. (2019) to measure
entrepreneurial attitude.

2.5 Agreeableness and entrepreneurial attitude

Agreeableness encompasses traits like trustworthiness, benevolence, and friendliness. Individuals high
in agreeableness tend to be cooperative and empathetic, valuing harmonious relationships. Conversely,
those low in agreeableness may be more aggressive and competitive. Research suggests that
agreeableness is linked to reliance on others and conformity, which can challenge entrepreneurs who
need to make independent decisions and embrace innovation (Costa & McCrae, 1992; Zhao & Seibert,
2006; Sharma, 2022). Based on the empirical evidence, the study proposes the following hypotheses:
Hi: Agreeableness significantly positively influence entrepreneurial attitudes among young people.
Hz: The impact of agreeableness on entrepreneurial attitudes varies across different family backgrounds.
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2.6 Conscientiousness and entrepreneurial attitude

Conscientiousness is marked by solid organization, impulse control, and goal-oriented behavior.
Individuals high in conscientiousness are disciplined, reliable, and detail-oriented, while those lower in
this trait may be more spontaneous and less focused on planning. Research by Barrick and Mount (1991),
Barrick et al. (2001), Zhao and Seibert (2006), Damoah (2020), and Sharma (2022) consistently links
conscientiousness to job performance and competence across various professions. Moreover,
conscientiousness is positively associated with entrepreneurial success, emphasizing its importance in
entrepreneurial endeavors. Based on this evidence, the study proposes the following hypotheses:

Hs:  Conscientiousness has a positive impact on entrepreneurial attitudes among young people.

Hs:  The impact of conscientiousness on entrepreneurial attitudes varies across different family

backgrounds.
2.7 Extraversion and entrepreneurial attitude

Extraversion is marked by enthusiasm, assertiveness, and sociability, with extroverts thriving in social

settings. Introverts, on the other hand, are more reserved and may find social interactions draining.

Costa et al. (1984) and Costa and McCrae (1992) identify extraversion traits like affability and

enthusiasm. Given the reliance on social support in entrepreneurial endeavors, these traits benefit

entrepreneurs, as highlighted by Sharma (2022) and Chandler and Jansen (1992). Hence, the study

proposes the following hypotheses:

Hs:  Extraversion has a positive impact on entrepreneurial attitudes among young people.

He: The impact of extraversion on entrepreneurship attitudes varies across different family
backgrounds.

2.8 Neuroticism and entrepreneurial attitude

Neuroticism encompasses traits like sadness, moodiness, and emotional instability, with high
neuroticism individuals experiencing mood fluctuations and anxiety. This trait also relates to locus of
control, where internal locus individuals believe in personal control, while external locus individuals
attribute events to external factors. Research indicates that neurotic individuals may resist societal
improvement efforts and struggle with independent decision-making (Cable & Judge, 1997; Wiggins,
1996). Traits opposite to neuroticism, such as optimism, decisiveness, and determination, are associated
with entrepreneurial success (Zhao & Seibert, 2006; Al-Ghazali et al. 2022; Sharma, 2022). Successful
entrepreneurs typically lack neurotic tendencies and possess positive traits. Based on the empirical
evidence, the study proposes the following hypotheses:

H7:  Neuroticism significantly negatively impacts entrepreneurial attitudes among young people.

Hg:  The impact of neuroticism on entrepreneurial attitudes varies across family backgrounds.

2.9 Openness to experience and entrepreneurial attitude

Openness reflects a person's receptivity to new ideas and experiences, and highly open individuals are
imaginative and daring. Conversely, low-openness individuals tend to be more traditional and skeptical
of unconventional ideas. Openness influences cognitive flexibility, adaptability, and the willingness to
explore new possibilities, which are crucial for entrepreneurs (Zhao & Seibert, 2006; Sharma, 2022).
Hence, the study proposes the following hypotheses:
Ho: Openness to experience positively significant impacts on entrepreneurial attitudes among young
eople.
Hio: 'Fl)'hep impact of openness to experience on entrepreneurial attitudes varies across family
backgrounds.

3. Methodology

This study is based on a causal-comparative research design and a quantitative approach using
descriptive statistics, inferential statistics, and advanced modelling technigques. During the study period,
the total number of students who have completed higher school education was 174,598 (Edu Sanjal,
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2022). Considering the 40% migration rate of students studying abroad and quitting higher education,
the estimated current population of students is approximately 104,759 who joined the graduate program
in Nepal. As suggested by Qualtrics (2023), a sample size of 383 was estimated and requested to
participate in the survey, adhering to the 95 per cent confidence level guidelines and a 5 per cent margin
of error (Cochran, 1977). The sampling approach included a judgmental method to achieve the desired
sample size. Respondents were taken proportionally from the colleges based on the admission number.
The survey used a self-administered questionnaire. To ensure theoretical validity, we developed a
guestionnaire with items created by Goldberg (1993), John and Srivastava (1999), Linan and Chen
(2009), and Tuan et al. (2019)). Then, we contextualised the items so the concepts and understanding
became more accessible for the respondents.

4. Results and Analysis

Table 2 presents survey data encompassing various aspects of entrepreneurship and respondents'
perspectives across different attributes. The data is categorized based on several factors. Regarding
gender, 208 respondents identified as female, 171 as male, and four as belonging to other gender
identities. Regarding family background, 137 participants were associated with the business sector, 118
with agriculture, and 128 with services. Family types were represented by 121 respondents in joint
families and 262 in nuclear families. Faculty distribution showed 97 respondents from Science and
Technology, 246 from Business Management, and 40 from the Humanities and Social Sciences.

A majority, comprising 383 respondents, believed that being an entrepreneur fosters various skills,
while a smaller group of 9 disagreed. Concerning financial risk, 348 respondents acknowledged the
high level associated with entrepreneurship, with 35 opposing views. Opinions varied on whether
flexible schedules in entrepreneurship lead to good family lives, with 181 in agreement and 202 in
disagreement. Additionally, 347 respondents favored starting one's business over working for others,
while 36 disagreed. A minority of 48 respondents believed an enterprise could succeed without personal
networking and support, contrasting with 335 who disagreed. Finally, 358 participants affirmed that
entrepreneurs can build careers aligning with their beliefs, whereas 25 disagreed.

Table 2. Demographic profile of the respondents

N CF

Female 208 208

Gender Male 171 379
Others 4 383

Business 137 137

Family background Agriculture 118 255
Services 128 383

Family Type Joint 121 121
Nuclear 262 383

Science 97 97

Faculty Management 246 343
Humanities 40 383

. . Yes 374 374
Skill development through entrepreneurship No 9 383
. N . . . Yes 348 348
Financial risk associated with being an entrepreneur No 35 383
. . Yes 181 181
Flexible schedules of business people No 202 383
Advantageous of own business than working for Yes 347 347
others No 36 383
Success without personal networking and support Yes 48 48
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No 335 383
Alignment of entrepreneurial career with personal Yes 358 358
beliefs No 25 383

The study calculated Cronbach's alpha coefficients for various constructs, with agreeableness
(0=0.739), conscientiousness (0=0.765), extraversion (a=0.708), neuroticism (a=0.704), openness to
experience (0=0.745), and entrepreneurial attitude (0=0.865) exceeding the conventional threshold of
(0=0.7).

Table 3. Test of internal consistency for all variables

Variables Cronbach's Alpha  One-Sample Kolmogorov-Smirnov test
Test Statistic Asymp. Sig. (2-tailed)®
Agreeableness 0.739 0.063 <0.001
Contentiousness 0.765 0.058 0.004
Extraversion 0.708 0.141 <0.001
Neuroticism 0.704 0.066 <0.001
Openness to experience 0.745 0.064 <0.001
Entrepreneurial attitude 0.865 0.143 <0.001

These values indicate a significant level of internal consistency among the items assessing each
construct. The higher alpha values, ranging from 0.739 to 0.865, suggest strong consistency among the
items measuring these constructs. This consistency ensures that the set of items designed to evaluate
each construct consistently measures the intended aspects among the study participants.

Latent variables are inferred from observed variables since they cannot be directly observed. The
study utilized six latent variables, measured using the Likert scale, and treated as interval scale variables
during evaluation. The normality of these variables was assessed using the Kolmogorov-Smirnov (K-
S) test, chosen over the Shapiro-Wilk test due to the sample size exceeding 50. The K-S test results
indicated a normal distribution for the variables, with detailed values provided in Table 3.

Table 4. Summary statistics for all the latent variables

Variables/Statistics Mean Median Variance SD Skewness Kurtosis
Agreeableness 4.051 4,111 0.31 0.556 -0.147 -0.54
Conscientiousness 3.915 3.888 0.368 0.607 -0.242 -0.282
Extraversion 4.110 4.25 0.326 0.570 -0.53 -0.518
Neuroticism 2.794 2.714 0.513 0.716 0.212 0.325
Openness to experience 3.894 3.9 0.257 0.506 -0.172 0.007
Entrepreneurial attitude 4.255 4.4 0.473 0.687 -1.022 0.804

Table 4 presents summary statistics for several latent variables, each variable represents a different
aspect of personality or attitude, as measured by mean, median, variance, standard deviation (SD),
skewness, and kurtosis. Agreeableness demonstrates a moderate mean of 4.051, with a median close to
the mean of 4.111, indicating a relatively balanced distribution. The variance and standard deviation of
0.310 and 0.556 suggest moderate variability around the mean. The slight negative skewness (-0.147)
indicates a minor tendency toward lower agreeableness scores, while the negative kurtosis (-0.540)
signifies a slightly flatter distribution.

Conscientiousness exhibits a mean of 3.915 and a median of 3.888, indicating a relatively consistent
central tendency. The variance and standard deviation of 0.368 and 0.607 reflect moderate variability
around the mean. The negative skewness (-0.242) implies a slight shift toward lower scores, while the
negative kurtosis (-0.282) suggests a relatively less peaked distribution. On the other hand, extraversion
reveals a mean of 4.110 and a median of 4.250, with a moderate variance and standard deviation of
0.326 and 0.570, respectively. The negative skewness (-0.530) indicates a slight tendency toward lower
scores, and the negative kurtosis (-0.518) signifies a flatter distribution with fewer extreme values.
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Similarly, neuroticism displays a mean of 2.794 and a median of 2.714, indicating a moderate level,
with a variance and standard deviation of 0.513 and 0.716, suggesting considerable variability. The
positive skewness (0.212) indicates a slight tendency toward higher scores, while the positive kurtosis
(0.325) suggests a slightly peaked distribution.

Openness to experience showcases a mean of 3.894 and a median of 3.9, indicating a moderate
level with variance and standard deviation of 0.257 and 0.506, respectively. The negative skewness (-
0.172) suggests a minor tendency toward lower scores, while the near-zero kurtosis (0.007) indicates a
distribution close to normal. Additionally, attitude toward entrepreneurship presents a relatively higher
mean of 4.255 and a median of 4.4, signifying a favorable attitude overall, with a higher variance and
standard deviation of 0.473 and 0.687, respectively. The negative skewness (-1.022) suggests an
inclination toward lower scores, while the positive Kurtosis (0.804) indicates a distribution with a more
pronounced peak.

Table 5. Correlation analysis

Variables AGR CON EXT NEU OPE EA
AGR 1

CON .568** 1

EXT 277 .288** 1

NEU -.188** -.235** -.185** 1

OPE 420%* 400** 244> -.109* 1

EA 413** .393** 245%* -.207** .363** 1

** Correlation is significant at the 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed). Here, AGR- Agreeableness, CON-

Conscientiousness, EXT- Extraversion, NEU- Neuroticism, OPE- Openness to Experience

and EA- Entrepreneurial Attitude

The study showcases the correlation coefficients between different variables, explicitly focusing on
the relationship between entrepreneurial attitude and the Big Five personality traits (Table 5). There is
a moderate positive correlation between entrepreneurial attitude and agreeableness (r = 0.413**),
conscientiousness (r = 0.393**), and openness to experience (r = 0.363**), suggesting that individuals
exhibiting higher levels of entrepreneurial attitude might also tend to have greater openness to
experience. On the other hand, extraversion shows a weaker positive correlation (r = 0.245**), and
neuroticism exhibits a negative correlation (r = -0.207**), demonstrating a negative association.
Table 6. Regression model summary

R R Square Adjusted R Square  Std. Error of the Durbin-
Estimate Watson
.503? 0.253 0.243 0.598 1.709

a. Predictors: (Constant), Agreeableness, Conscientiousness, Extraversion, Neuroticism,
Openness to experience
b. Dependent Variable: Entrepreneurial Attitude
Table 6 revealed a moderate positive relationship between the combination of these personality
traits and the entrepreneurial attitude. The R Square value (0.253) represents the proportion of variance
in the entrepreneurial attitude that can be explained by the predictors included in the model. Here,
approximately 25.3% of the variability in the entrepreneurial attitude is accounted for by the combined
effects of agreeableness, conscientiousness, extraversion, neuroticism, and openness to experience.
Furthermore, the Adjusted R Square (0.243) adjusts the R Square value for the number of predictors
in the model, providing a more accurate estimate of the variance explained. This adjusted value suggests
that the included predictors specifically explain around 24.3% of the variability in the entrepreneurial
attitude after considering the model's complexity. The Standard Error of the Estimate (0.598) indicates
the average deviation or error of the predicted entrepreneurial attitude values from the actual observed
values. It represents the degree of accuracy of the model's predictions. A lower standard error value
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signifies that the model's predictions are closer to the actual values. Additionally, the Durbin-Watson
statistic value of 1.709 is used to detect the presence of autocorrelation in the residuals (errors). This
statistic ranges from 0 to 4, with a value around 2 indicating no significant autocorrelation.

Table 7. ANOVA model

Sum of df Mean Square F Sig.
Squares
Regression 45.728 5 9.146 25.533 .000°
Residual 135.036 377 0.358
Total 180.764 382

a. Predictors: (Constant), Agreeableness, Conscientiousness, Extraversion,
Neuroticism, Openness to experience
b. Dependent Variable: Entrepreneurial Attitude

The ANOVA (Analysis of Variance) model in Table 7 summarizes variance distribution among
different components within a regression analysis. In this instance, the Regression component stands at
45.728, with 5 degrees of freedom (df) and a Mean Square of 9.146. This indicates that the predictors
collectively account for a significant portion of the variability in entrepreneurial attitude, as evidenced
by the high F-value of 25.533, which is associated with a very low p-value of 0.000 (beyond the typical
threshold of .05). The low p-value implies that the regression model is statistically significant.

The Residual component, representing unexplained variability or error, stands at 135.036 with 377
degrees of freedom. It depicts the variability not accounted for by the predictors in the model. The Total
sum of squares (180.764) represents the overall variability in the dependent variable without
considering any predictors. In this case, the statistically significant F-value suggests that the combined
influence of agreeableness, conscientiousness, extraversion, neuroticism, and openness to experience
significantly impacts entrepreneurial attitude. This model's effectiveness is underscored by the
significant predictive power attributed to these predictors, thereby instilling confidence in the research's
conclusions and contributing to a better understanding of how these personality traits relate to
entrepreneurial attitude within the scope of this analysis.

Table 8. Structural evaluation model

Unstandardized Standardized t Sig. Collinearity Statistics
B Std. Beta Tolerance VIF
Error

Constant 1421 0.369 3.854  <0.001

AGR 0.255 0.07 0.207 3.665 <0.001 0.623 1.604
CON 0.177 0.064 0.156 2.767 0.006 0.621 1.610
EXT 0.097 0.057 0.08 1.683 0.093 0.874 1.145
NEU -0.093 0.044 -0.097 -2.089  0.037 0.927 1.078
OPE 0.249 0.069 0.183 3.627 <0.001 0.774 1.291

a. Dependent Variable: Entrepreneurial Attitude. Here, AGR- Agreeableness, CON-
Conscientiousness, EXT- Extraversion, NEU- Neuroticism, OPE- Openness to experience
The structural model of the study illustrates how variables influence each other, with unstandardized
beta coefficients representing the change in the dependent variable for a one-unit change in the
independent variable, holding other variables constant. Here, agreeableness positively impacts
entrepreneurial attitude, with each unit increase in agreeableness associated with an average 0.255
increase in entrepreneurial attitude. Similarly, conscientiousness positively influences entrepreneurial
attitude, though to a lesser extent, with each unit increase associated with a 0.177 increase. Extraversion
has a smaller positive effect on entrepreneurial attitude than agreeableness and conscientiousness.
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Neuroticism negatively impacts entrepreneurial attitude, with each unit increase associated with a 0.093
decrease.

Openness to experience also positively influences entrepreneurial attitude. The analysis reveals
distinct associations between personality traits and entrepreneurial attitude. Agreeableness and
openness to experience display strong relationships, while Conscientiousness shows a moderate yet
significant association. Extraversion lacks statistical significance, and neuroticism demonstrates a
moderate association, affecting entrepreneurial attitude. Furthermore, the structural model of this study
was also evaluated by assessing the collinearity issues of a model that were observed based on the VIF
(Variation Inflation Factor). The VIF values indicate the amount of inflation in the variances of the
estimated regression coefficients due to multicollinearity.

Generally, a VIF value below three typically suggests no significant collinearity, while values
between 3 and 5 are considered satisfactory in less stringent analyses, as Hair et al. (2022) indicated.
Looking at Table 8, the assessment of collinearity issues via VIF values indicates no significant
multicollinearity among predictor variables. VIF values ranging from 1.078 to 1.61 suggest relatively
low intercorrelation among agreeableness, conscientiousness, extraversion, neuroticism, and openness
to experience. Therefore, the regression model for predicting attitudes towards entrepreneurship is
deemed reliable, with variables reasonably independent in their contributions to the dependent variable.

Table 9. ANOVA test for equality of means across family backgrounds

Variables Sum of df Mean F Sig.
Squares Square
Between
Groups 0.075 2 0.037 0.12 0.887
Agreeableness Within Groups ~ 118.409 380  0.312
Total 118.484 382
Between
— Groups 1.409 2 0.705 1.922 0.148
Conscientiousness Within Groups 139,355 380 0.367
Total 140.764 382
Between
. Groups 0.651 2 0.326 0.999 0.369
Extraversion Within Groups ~ 123.844 380  0.326
Total 124.496 382
Between
.. Groups 0.292 2 0.146 0.283 0.754
Neuroticism Within Groups 195715 380  0.515
Total 196.006 382
Between
Openness to Groups 3.202 2 1.601 6.407 0.002
experience Within Groups 94.954 380 0.25
Total 98.156 382

Family background was introduced as a moderator between personality traits and entrepreneurial
attitude. Table 9 illustrates the results of an Analysis of Variance (ANOVA) test to assess the equality
of means across various family backgrounds concerning different personality traits. For agreeableness,
the ANOVA indicates no statistically significant difference among the means across the different family
backgrounds (F =0.12, p =0.887). Similar findings were observed for Conscientiousness, extraversion,
and neuroticism. In these cases, the F-values (1.922, 0.999, and 0.283, respectively) were relatively low,
and the associated p-values (0.148, 0.369, and 0.754, respectively) exceeded the conventional
significance threshold of 0.05. Consequently, these results suggest no significant difference in mean
scores across family backgrounds for these personality traits.
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However, the ANOVA test revealed a significant difference in mean scores across family
backgrounds (F = 6.407, p = 0.002). The higher F-value and the statistically significant p-value indicate
that the differences observed in openness to experience scores among the family backgrounds represent
actual distinctions in this personality trait based on family backgrounds. This suggests that family
background has a meaningful influence on openness to experience in individuals.

Table 10. Multiple comparison LSD for all variables

Variables Family Family Mean Std. Sig.  95% Confidence
Backgroun Background Difference  Error Interval
dl J (1-J) Lower  Upper

Bound Bound
Agriculture 0.034 0.070 0.624 -0.103 0.172

BUSINESS o vices 0016 0068 0815 -0118 0.151
U Aariculiure BUSITESS 0034 0070 0624 -0172 0.103
grecaieness AT services 0018 0071 0798 -0158 0.21
. Business 0016 0068 0815 -0151 0118

Services )
Agriculture 0018 0071 0798 -0121 0.158
Busi Agriculture 0.101 0.076  0.183 -0.048 0.251
USINESS ™ services 0047 0074 0526 -0193  0.099
Conscientious . Business -0.101 0.076 0.183 -0.251 0.048

Agriculture .
ness Services -0.148 0.077 0.055 -0.300 0.003
serv Business 0047 0074 0526 -0.099 0.193
CVICES  Agriculture 0148 0077 0055 -0.003  0.300
BUS Agriculture 0.097 0.071 0.176 -0.043 0.238
USINESS services 0019 0070 0776 -0118 0.157
Ext . Agricult Business -0.097 0.071 0.176  -0.238 0.043
XUraversion — AgCUiure oo vices 0077 0072 0290 -0220 0.066
. Business 0019 0070 0776 -0157 0118

Services )
Agriculture 0077 0072 0290 -0.066 0.220
Busi Agriculture -0.040 0.090 0.657 -0.217 0.137
IS services 0065 0088 0457 -0239 0.107
N tici Agricult Business 0.040 0.090 0.657 -0.137 0.217
edroticism - AGHEUTIE - gervices 0025 0091 0780 -0205 0.154
serv Business 0065 0088 0457 -0107 0.239
OIVICES  agriculture 0025 0091 0780 -0.154  0.205
_ Agricultore 217 0.062 0001 0094 0341

Business .
Services 0053 0061 0389 -0.067 0.173
Openness to _ Business -.217" 0.062 0.001 -0.341 -0.094

. Agriculture . *
experience Services -.164 0.063 0.010 -0.290 -0.039
. Business 0053 0061 0389 -0173 0.067
Services ] *

Agricultore 164" 0.063 0010 0039  0.290

* The mean difference is significant at the 0.05 level.

Table 10 summarizes the results of multiple comparisons using the LSD (Least Significant
Difference) method across different levels of family backgrounds and their association with personality
traits. The p-values for these comparisons ranged from 0.624 to 0.815, indicating no statistically
significant differences in agreeableness between the different family backgrounds. Similarly,
comparisons between family backgrounds did not show statistically significant differences in
conscientiousness and extraversion in most cases, as evidenced by the p-values ranging from 0.055 to
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0.776. Neuroticism also exhibited non-significant differences across the various family backgrounds,
with p-values ranging between 0.457 and 0.78. However, the analysis of openness to experience showed
a distinct pattern. Significant differences were observed between individuals from business and
agricultural backgrounds (p = 0.001).

The comparisons between business and services and agriculture and services also displayed
significant differences (p = 0.389 and p = 0.01, respectively). In summary, the majority of comparisons
across different family backgrounds for agreeableness, conscientiousness, extraversion, and
neuroticism did not show statistically significant differences. However, there were distinguished
exceptions in openness to experience, where individuals from business backgrounds showed
significantly different scores than those from agriculture or services backgrounds. These findings
suggest that in the context of openness to experience, family background plays a role in influencing this
particular personality trait.

Table 11. Summary of hypothesis
S.N.  Hypothesis P value Results
H1 Agreeablene_ss significantly positively influences
entrepreneurial attitudes among young people
The impact of agreeableness on entrepreneurial attitudes
H2 . : ;
varies across different family backgrounds.
Hs: Conscientiousness has a positive impact on entrepreneurial
attitudes among young people.
Ha: The impact of conscientiousness on entrepreneurial
attitudes varies across different family backgrounds.
Hs: Extraversion has a positive impact on entrepreneurial Significant
. 0.093
attitudes among young people. at 10%
He: The impact of extraversion on entrepreneurship attitudes -
varies a?:ross different family backg?ounds P 0369 Insignificant
Neuroticism significantly negatively impacts

<0.001  Significant
0.887 Insignificant
0.006 Significant

0.148 Insignificant

H7 ; . 0.037 Significant
entrepreneurial attitudes among young people.

Hs The_ impact of neuroticism on entrepreneurship attitudes 0.754  Insignificant
varies across different family backgrounds.

Ho9 Openness to experience positively significant impacts on <0001  Significant
entrepreneurial attitudes among young people.

H10 The impact of openness to experience on entrepreneurship 0.002 Significant

attitudes varies across family backgrounds.

Table 11 summarizes the hypotheses and their respective outcomes regarding their impact on
entrepreneurship attitudes among young individuals, focusing on personality traits across different
family backgrounds. Starting with Agreeableness (H1), it was hypothesized to have a negative impact
on entrepreneurship attitudes. The p-value of less than 0.001 indicates a significant impact, suggesting
that higher agreeableness tends to affect entrepreneurial attitudes in young people negatively. H2
suggested that the impact of agreeableness on entrepreneurship attitudes varies across different family
backgrounds. However, the p-value of 0.887 results in this hypothesis being insignificant, indicating
that the influence of agreeableness on entrepreneurial attitudes does not significantly differ based on
various family backgrounds. Moving to Conscientiousness (H3), it was hypothesized to impact
entrepreneurship attitudes positively. The p-value of 0.006 is statistically significant, supporting the
hypothesis that higher conscientiousness positively affects attitudes toward entrepreneurship among
young individuals.

Contrarily, the impact of conscientiousness on entrepreneurship attitudes across different family
backgrounds (H4) was observed as insignificant, with a p-value of 0.148, suggesting no substantial
variation in the effect of conscientiousness on entrepreneurial attitudes concerning different family
backgrounds. Regarding extraversion (H5), the hypothesis suggested a positive impact on
entrepreneurship attitudes. However, the p-value of 0.093 proved this relationship statistically
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significant at 10%, implying that higher extraversion might positively affect attitudes toward
entrepreneurship in young individuals. Similarly, the variation in the impact of extraversion on
entrepreneurship attitudes across different family backgrounds (H6) was also statistically insignificant,
with a p-value of 0.369, indicating no significant differences in this impact across diverse family
backgrounds. Regarding neuroticism (H7), the hypothesis anticipated a negative impact on
entrepreneurship attitudes, supported by the statistically significant p-value of 0.037. This indicates that
higher neuroticism levels tend to affect young individuals' attitudes toward entrepreneurship negatively.

However, the impact of neuroticism on entrepreneurship attitudes across various family
backgrounds (H8) was statistically insignificant, with a p-value of 0.754, suggesting no significant
variation in this impact concerning different family backgrounds. Finally, openness to experience (H9)
was hypothesized to positively impact entrepreneurship attitudes, which was supported by a highly
significant p-value of less than 0.001, signifying that higher openness to experience is associated with
positive attitudes toward entrepreneurship in young individuals. Moreover, the impact of openness to
experience on entrepreneurship attitudes across different family backgrounds (H10) was also
statistically significant, with a p-value of 0.002, suggesting significant variations in the impact of
openness to experience on entrepreneurial attitudes based on different family backgrounds.

5. Discussion

Entrepreneurship, as defined by the Global Entrepreneurship Monitor (1999), encompasses initiating a
new business, efforts to do so, expanding an existing venture, establishing new business structures, or
further developing established businesses. The study's main aim was to analyze how the Big Five Model
of personality traits influences the entrepreneurial attitudes of first-year university students. The
findings revealed that five personality factors, i.e., extraversion, neuroticism, conscientiousness,
agreeableness, and openness, play a significant role in influencing entrepreneurial attitudes.

Elaborately, it was found that agreeableness, characterized by traits such as trust, empathy, and
cooperativeness, significantly positively impacted entrepreneurial attitudes, meaning that the more
agreeable person tends to have a positive attitude towards entrepreneurship. Others (e.g., family
members, friends, and social influencers) can easily convince an amiable person and tend to be more
flexible in their goals, which may be diverted for less risky means of living. They tend to rely on others
and conformity to make independent decisions and embrace innovation, as suggested by (Costa &
McCrae, 1992; Zhao & Seibert, 2006; Sharma, 2022). This result suggests that social leaders like
university professors, business personalities, and family members can boost the entrepreneurial attitude
of early university students towards entrepreneurship. This trend remained consistent regardless of
varying family backgrounds. Conversely, conscientiousness, followed by discipline, reliability, and
goal-oriented behavior, positively affected entrepreneurial attitudes, with no substantial differences
detected across diverse family backgrounds, arguing that we can enhance the entrepreneurial attitude
of agreeable students irrespective of family background. Further, the findings of the study support the
arguments of Barrick and Mount (1991), Barrick et al. (2001), Zhao and Seibert (2006), Damoah (2020),
and Sharma (2022) that the person who shows higher consciousness tends to have their enterprise. This
result stresses the generalization that people who are goal-oriented, reliable, and self-disciplined in
achieving their meaning in life tend to be more positive towards entrepreneurship because of their detail-
oriented personality. Early-year university students should get assistance in setting business goals,
personality development, and career development training to enhance their conscientiousness and
become favorable toward establishing enterprises.

Extraversion, characterized by sociability and assertiveness, did not significantly influence
entrepreneurial attitude, and this lack of impact was consistent across various family backgrounds. As
the extroverts focus on the gratification from others and excitement seeking and they seek strong
network which results in confidence in business success. Findings of the study are similar to the findings
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of previous studies (e.g., Costa et al., 1984; Costa & McCrae, 1992; Sharma, 2022; Chandler & Jansen,
1992).

Neuroticism represents emotional instability and mood swings, displaying a consistently negative
impact on entrepreneurial attitudes across different family backgrounds, showing no considerable
variation. High neuroticism indicates one’s negative emotional state comprising anxiety, fear,
frustration, guilt, pessimism, and depressed mood, which can be detrimental to entrepreneurial attitude,
supporting the findings of Al-Ghazali et al. (2022) and Sharma (2022). However, the role of professors
and academic leaders can improve neuroticism, which may improve positivity and entrepreneurial
attitude.

Finally, openness to experience reflects curiosity, creativity, and receptiveness to new ideas and
positively affects entrepreneurial attitudes. Interestingly, this impact varied significantly across diverse
family backgrounds. Overall, while certain personality traits showed consistent effects on
entrepreneurial attitudes irrespective of family backgrounds, openness to experience appeared to be
particularly sensitive to variations in these backgrounds among the fresh-year students. This study
proposed multiple personality traits of future entrepreneurs, as suggested by Rauch and Frese (2007),
Obschonka et al. (2013), Saleh et al. (2021), and Zhao and Seibert (2006) as successful business owners,
have more than one personality trait, like being responsible, open to new experiences, and willing to
take risks. This study explicitly states that family background does not influence entrepreneurial
personality traits except the student's openness to experience. Family background, especially their
professional and economic background, helps shape their child's personality. Family culture and
professional values and norms influence exposure to opportunity. Cultures that value exploration,
curiosity, and intellectual pursuits are likely to foster higher levels of openness, which leads to higher
tendencies for entrepreneurial careers. Results revealed that students from business family backgrounds
tend to have openness to experience and a higher level of entrepreneurial attitude compared to the
agriculture and service sector family background.

6. Conclusion and Contributions

This study highlights the significant influence of specific personality traits (agreeableness,
conscientiousness, neuroticism, and openness to experience) on the entrepreneurial attitudes of first-
year undergraduate students; extraversion was an exception. Furthermore, the study revealed that family
background only moderates the relationship between openness to experience and entrepreneurial
attitudes, with no significant moderating effects observed for other personality traits. These findings
suggest a more nuanced understanding of the role of personality traits in shaping entrepreneurial
attitudes with the most important social factor, i.e., family background, particularly in the context of
emerging economies.

These efforts are crucial for generalizing the findings and thoroughly comprehending the diverse
factors influencing entrepreneurial attitudes in social contexts. Ultimately, this research establishes a
foundational theoretical link between students' personality traits and entrepreneurial inclinations,
offering valuable insights for educators, policymakers, and future researchers in entrepreneurship.
These findings may be a guideline for improving entrepreneurial support programs by enhancing the
entrepreneurial attitude of freshman students.

7. Limitations and Recommendations

The study acknowledges its contributions but suggests several areas for future research. It highlights
the limitation of focusing only on first-year undergraduate students in Kathmandu Valley,
recommending broader sampling across Nepal for better generalizability. The reliance on self-reported
questionnaires may introduce social desirability and common method biases, suggesting the use of
multiple data collection methods or longitudinal studies for more accurate insights. The study also notes
the complexity of human behavior, which may involve unmeasured variables influencing the
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relationship between personality traits and entrepreneurial attitudes. A cross-sectional design limits the
ability to establish causality, so longitudinal studies are recommended. Additionally, the research did
not account for cultural factors affecting personality traits and entrepreneurial attitudes, which should
be explored in future studies. Despite these limitations, the study provides a foundation for
understanding the psychological aspects of entrepreneurship in Nepal. It emphasizes the need to
consider individual and contextual factors in promoting entrepreneurial success.
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