ENTERPRISE POTENTIAL, ENTREPRENEURIAL
INTENTIONS AND ENVY

Terek, E., Nikoli¢, M., Cockalo, D., Bozi¢, S., Nastasic, A.

This paper presents the results of research about the impact of envy on enterprise potential and
entrepreneurial intentions. The research was conducted in Serbia and the respondents were
students from 5 faculties, from the first to the fifth year of study. The results were gained by statistical
analysis of the gathered information (380 completed questionnaires). Descriptive, correlation and
regression analysis are the methods of statistical analysis that were used. From the dimensions
of enterprise potential, the highest average value has the dimension Creativity, while from the
dimensions of entrepreneurial intentions, the highest average value has the dimension Subjective
norm. Of all the observed dimensions, the lowest value has the Envy dimension. Between envy
and dimensions of enterprise potential and dimensions of entrepreneurial intentions, there are
a number of statistically significant negative correlations. This is more prevalent at the dimension
of entrepreneurial intentions. Feelings of inferiority in relation to other people and the perception
of having a boring or a bad life have an especially negative impact on entrepreneurial potential
and intentions. Envy, which occurs due to the desire for more entertainment, travel, and due to
the perception of the lack of fortune, also has a negative impact on entrepreneurial potential and
intentions, but the influence is considerably weaker. There is a statistically significant predictive
effect of certain items of envy on enterprise potential dimensions and entrepreneurial intentions
dimensions. But thisfactis not so strongly expressed. Some results suggest the possibility (however
small) that envy, in some circumstances, can mildly encourage entrepreneurial intention.
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1. Introduction

There are numerous references pointing to the importance of entrepreneurship. For
example, according to Mortan, Ripoll, Carvalho, & Bernal (2014), entrepreneurship
contributes to job creation, economic growth, productivity growth, competitiveness and
innovation, and self-employment is an important form of professional development.
Entrepreneurship is of great importance for socio-economic prosperity (Brandstitter,
2011). The reference (Gurrieri, 2013) indicates the social significance of entrepreneur-
ship, as well as its strategic role in creating chances and new social knowledge. Accord-
ing to (Muzychenko (2008), in Europe, small and medium-sized enterprises, as well as
entrepreneurs, have significant roles in the economy. Entrepreneurs and their innovations
make a huge contribution to total national wealth (Miller, 2015). Similarly, Paul and Shri-
vatava (2016) indicate that entrepreneurship creates wealth and reduces unemployment.

An earlier version of this paper has been presented at the 5th International Conference Innovation
Management, Entrepreneurship and Sustainability (IMES 2017) at the Faculty of Business
Administration, University of Economics, Prague.
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Entrepreneurship, therefore, contributes to self-employment and employment, redu-
cing unemployment, increasing economic growth, productivity, competitiveness and
increasing people’s standards. Therefore, entrepreneurship, undoubtedly, is of great
importance for every society. As carriers of these processes, entrepreneurs are needed by
society and it is necessary to provide them with support and encourage people to become
entrepreneurs.

However, according to Miller (2015), entrepreneurs, in addition to their positive
qualities, such as energy, self-confidence, need for achievement, independence, and
others, have some negative personal characteristics, which are often neglected. So entre-
preneurs can sometimes manifest traits such as: aggressiveness, narcissism, ruthlessness
and irresponsibility. For example, entrepreneurs usually, rightly, are associated with risk
aversion. The entrepreneurs who feel anger and happiness are precisely those who are
more prone to risk (Foo, 2011).

In any case, there are many different influencing factors on entrepreneurial inten-
tions, as indicated by the reference (Geldhof et al., 2014). Due to wider national signifi-
cance, it is important to examine the various impacts on the occurrence of entrepreneurial
intentions and launching new business venturing. One of the negative personality traits,
which may have significance on entrepreneurial intentions, is envy.

Envy is not so explored in the context of entrepreneurship. According to Mui (1995),
envy can have a significant role in economic behavior. Indeed, one can raise the question
of whether and how envy influenced entrepreneurial intention? On one hand, envy can
inhibit entrepreneurial intentions and entrepreneurial behavior, but on the other hand,
envy can also be an incentive for self-employment. The aim of this paper is to deter-
mine the direction and strength of the relationship between envy and enterprise poten-
tial, as well as the relation between envy and entrepreneurial intentions. The survey was
conducted on the case of students in Serbia.

2. Theoretical Background and Hypotheses
2.1 Envy

Smith and Kim (2007) define envy as “an unpleasant, often painful emotion characterized
by feelings of inferiority, hostility and resentment caused by a consciousness of a desired
attribute by another person or group of persons.” According to Habimana et al. (2000), envy
is associated with “interpersonal conflicts, low self-esteem, depression, aggressiveness and
criminal behavior such as vandalism and even murder”. Similarly, Smith et al. (2007) indi-
cate that envy is “negatively correlated with self-esteem and various measures of life satis-
faction and is positively correlated with depression, neuroticism, hostility, and resentment”.

According to Biniari (2012), the emergence of envy is an indication of the low level
of emotional and social embeddedness. Changes and development of emotional compe-
tences, such as self-management, social awareness and relationship management have
a positive impact on entrepreneurial orientation, especially on innovation and easier
risk-taking (Meléndez, Fernandez-Gamez, & Goémez, 2014). This later leads to increased
entrepreneurial intentions. Thus, improvement and higher levels of emotional compe-
tences have a positive impact on entrepreneurial intentions. Envy is certainly not an indi-
cation of a high level of emotional competence, so indirectly it can be concluded that the
existence of envy has a negative impact on entrepreneurial intention.
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Compared to other groups, entrepreneurs, worry much less about negative facts
(counterfactual thinking) and complain less about past events (Baron, 2000). At the same
time, thinking about negative facts generates negative affective states (regret, resent-
ment, envy). With these feelings, it is more difficult to enter into new ventures. Given
that entrepreneurs think less about negative facts, these negative affective states are less
pronounced, and therefore they easier opt for new ventures (Baron, 2000). What is of
importance for this paper is that it can be concluded that entrepreneurs are less envious,
compared to other people. Any envy is an indicator of negative affective states, which
adversely affects entrepreneurial intentions.

Perhaps envy hampers entrepreneurship but entrepreneurship can cause envy (Choi,
1993). For example, between leadership and envy there is a correlation (Stein, 1997).
Leadership is associated with attributes such as power, authority and prestige. These
attributes can cause envy of colleagues and employees, as well with some friends and
colleagues outside the organization where the leader works. At the same time, the leaders
themselves may feel envious of their colleagues that they believe are a threat to their
leadership position. No matter from which side they come, these feelings certainly have
a negative effect on leadership, collaboration, and the business outcomes of an organiza-
tion (Stein, 1997).

A high degree of envy among employees in organizations easily leads to interper-
sonal counterproductive work behavior (Cohen-Charash & Mueller, 2007). Likewise,
envy causes excessive rivalry among managers, which brings a number of negative
consequences (Lehmann, 2001). Accordingly, the feelings of envy are always adversely
affected by any form of business: leadership, cooperation, entrepreneurship.

2.2 Enterprise Potential

Enterprise potential refers to a latent tendency for a person to become an entrepreneur.
That still does not mean that this person wants and has the firm intention to become an
entrepreneur, but that he/she possess qualities and attitudes that are conducive to launch-
ing entrepreneurial ventures. Measuring enterprise potential is significant and a frequently
researched topic in the field of entrepreneurship (Athayde, 2009). Caird (1991) devel-
oped the General Enterprise Tendency Test, which measured five entrepreneurial traits:
risk talking, creativity, need for achievement, need for autonomy and internal locus of
control. Here, there was a problem of staticity of personality traits, without taking into
account specific situational factors (Eisen & Fishbein, 1977; Athayde, 2009). Similarly,
according to Gibb (1993), personality traits that foster entrepreneurship can be learned
and developed over time, hence, they are not unchangeable. Later, there was development
of a concept that included attitudes and which is considerably more dynamic than the
concept that includes traits (Athayde, 2009). The concept of attitudes takes into account
external factors and their changes, and not just personality traits that are assumed to be
static and difficult to change.

Robinson, Stimpson, Huefner, and Hunt (1991) developed the EAO Scale (Entre-
preneurial Attitude Orientation Scale) for measuring attitudes toward enterprise. This
model consists of four dimensions: achievement in business, self-esteem in business,
personal control of business outcomes and innovation in business. Furthermore, Peterman
and Kennedy (2003) state that attitudes towards entrepreneurship are defined by three
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influential factors: perceived desirability, perceived feasibility and the propensity to act.
In this paper, enterprise potential is observed and measured by a model that is based on
a number of previous studies, developed by Athayde (2009). This model was originally
comprised of the following five dimensions for assessing attitudes towards entrepreneur-
ship: leadership, creativity, achievement, personal control and intuition. Later, during the
formation and testing of the model, the dimension intuition was omitted.

2.3 Entrepreneurial Intentions

The decision to become an entrepreneur, as well as entrepreneurship, requires certain
time, that is, represents a process that takes place over a specified period (Gartner, Shaver,
Gatewood, & Katz 1994). The first step of this process is the existence of entrepreneurial
intention (Lee & Wong, 2004). Similarly, Hisrich et al. (2013) believe that entrepreneur-
ship is a complex process, consisting of several different stages, of which the formation
of entrepreneurial intent is one of the most important.

According to Lifian & Chen (2009), entrepreneurial intention has a very important
role when deciding to start a business venturing, as evidenced by a significant number
of scientific papers dealing with this issue. In order for a person to become an entrepre-
neur, he/she must first show a certain degree of entrepreneurial intent (Bird, 1988). The
existence of entrepreneurial intention is a reliable predictor of entrepreneurial behavior
and entrepreneurship (Koe, 2016). At the same time, the existence of a sufficient level of
entrepreneurial intentions is not only an indication of future entrepreneurial behavior, but
is also necessary for launching an entrepreneurial venture (Koe, 2016). On the necessity
of entrepreneurial intention to achieve entrepreneurial behavior, there are many refer-
ences, for example Eisen (1991), Fayolle et al. (2006) and Kolvereid (1996).

It is clear that understanding and knowledge of entrepreneurial intent is of great
importance. In this way, preconditions for the development and the emergence of a larger
number of entrepreneurs are created, because entrepreneurs are created and not born
(Mellor et al., 2009). So, the number of entrepreneurs in different countries can be influ-
enced by the development of entrepreneurial intentions at individuals. This will certainly
have a positive impact on society. It is therefore important to study entrepreneurial
intentions. In this paper, entrepreneurial intentions are measured by the entrepreneurial
intention questionnaire (EIQ) (Lifidn & Chen, 2009). This questionnaire has four dimen-
sions: personal attitude, subjective norm, perceived behavioral control and entrepreneur-
ial intention. The first three dimensions represent motivational factors, antecedents that
influence on entrepreneurial behavior (Ajzen, 1991; Linan, 2004; Lifidn & Chen, 2009).

On the basis of previous exposure, the following hypotheses were set:

H1: There is a negative relationship between envy (items and dimension) and dimensions
of enterprise potential.

H2: There is a negative relationship between envy (items and dimension) and dimensions
of entrepreneurial intentions.

H3: There is a predictive effect of envy items (independent variable) on the dimensions
of enterprise potential and dimensions of entrepreneurial intentions (dependent
variable).
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3. Data and Methods

3.1 Survey Instruments

Envy. For the measurement of envy, the questionnaire Scale of Facebook envy was used
(Tandoc, Ferrucci, & Duffy, 2015). The questionnaire contains eight items, which consti-
tute one dimension. Respondents classify each item ranging from 1 to 5. Items are the
following: 1. I feel inferior in comparison with other people (EN1); 2. It’s frustrating
to watch other people always having a good time (EN2); 3. It is not fair that only some
people are having fun (EN3); 4. I’d like to be able to travel as much as some of my friends
do (EN4); 5. Many of my friends have a better life than me (EN5); 6. Many of my friends
are happier than me (EN6); 7. My life is not as funny as the life of my friends (EN7);
8. Life is cruel and unjust (ENS).

Enterprise potential. For the measurement of enterprise potential the questionnaire
that was used is the Attitude Toward Enterprise (ATE) Test (Athayde, 2009). The ques-
tionnaire has 18 items distributed in 4 dimensions. The respondents evaluated each item
ranging from 1 to 7. The dimensions are as follows: 1. Leadership (LEA); 2. Creativity
(CRE); 3. Achievement (ACH); 4. Personal control (PC).

Entrepreneurial intentions. To measure entrepreneurial intentions the entrepreneur-
ial intention questionnaire (EIQ) was used (Lifian and Chen, 2009). The questionnaire
has 20 items distributed in 4 dimensions. The respondents evaluated each item ranging
from 1 to 5. In this study, we used the following three aspects: 1. Subjective norm (SN);
2. Perceived behavioral control (PBC); 3. Entrepreneurial intention (EI).

3.2 Participants and Data Collection

The survey was conducted on a sample consisting of students of five faculties in Serbia.
The biggest number of respondents were students of technical faculties and economics.
In the sample, there were present about equally students from the first to the fifth year
of study. The surveyed students do not have previous entrepreneurial experience. The
survey was conducted during classes and questionnaires were anonymous. The survey
was conducted from November 2016 till February 2017. A total of 380 valid question-
naires was collected. The age group that was interviewed ranged from 18 to 27 years. In
the sample there were 237 female students and 143 male students.

4, Results

4.1 Descriptive statistics

Table 1 presents the results of descriptive statistics for the observed dimensions: Subjec-
tive norm, Perceived behavioral control, Entrepreneurial intention, Leadership, Creativ-
ity, Achievement, Personal control and Envy. In the table you can see the short name for
each dimension that was used in further representation of results, number of correspond-
ents, mean values of dimensions and standard deviation.
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Table 1 | Descriptive statistics

e N Min Max Mean Sk
name Deviation
Leadership LEA 380 1.00 7.00 4.250 1.207
Creativity CRE 380 2.25 7.00 5.802 1.038
Achievement ACH 380 1.00 7.00 4,528 1.172
Personal control PC 380 1.00 7.00 4,292 1.312
Subjective norm SN 380 1.00 5.00 3.937 .882
Perceived
. PBC 380 1.00 5.00 3.502 .701
behavioral control
Entrepreneurial El 380 1.00 5.00 3.522 839
intention
Envy EN 380 1.00 475 2.265 736
Valid N (list wise) 380

4.2 Correlation Analysis

Correlation analysis was performed between envy items (respectively) and envy dimen-
sions on the one hand, and enterprise potential dimensions and entrepreneurial intentions
dimension on the other hand. Pearson Correlation was used. The results of the correlation
analysis are given in Table 2.

Table 2 | Pearson coefficients of correlation between envy (items and dimension) and
dimensions of enterprise potential and dimensions of entrepreneurial intentions

LEI CRE ACH PC SN PBC El

EN1 —-.215%* -.038 —2771%% -.103* -.091 —197%* -.124*
EN2 -.096 .018 —147%* -.034 -.178** -.120* -.103*
EN3 -.0Mm .053 -.019 -.036 .043 .009 .048
EN4 -.042 187%% -.035 -.005 -.125% -.074 -.065
EN5 -.024 .055 -.063 -.059 —-.253%* -.181** —-.199%*
EN6 -.033 .032 -.089 -.001 —.199%* -.130*% -.114*
EN7 —-.140** -.013 -.156%* -.048 -.146** -173%* -179%*
EN8 -.093 .003 -.085 -.042 -.086 -.130*% -.051
EN -.114* .060 —-.148%* -.058 -.184%* —-.175%% -136%*

Note: * - correlations significant at the level 0.01, ** - correlation significant at the level 0.05.
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4.3 Regression analysis

Predictive effect of envy on the dimensions of enterprise potential and dimension of
entrepreneurial intentions is determined via Multiple Regression Analysis. Whereas the
envy (items and dimension) are independent variables, while dimensions of enterprise
potential and dimensions of entrepreneurial intentions are dependent variables. Table 3
shows the results of the regression analysis.

Table 3 | Regression analysis (Independent Variable: envy - items and dimension, Dependent
Variable: dimensions of enterprise potential and dimensions of entrepreneurial intentions)

Independent Variable

3::" EN1 | EN2 | EN3 | EN4 | EN5 | EN6 | EN7 | EN8 | R? F Sig.
B
LEA | -.220"|-020 | .097 |-031 | .085 | 158 | -185°| =103 | 079 |3.962 | .000

CRE -.059 |-.010 .030 | .206™ .002 .056 | -.083 | -.051 .044 | 2126 .003

ACH | -.256" | -.070 .106 |-.002 .073 0.81 | -.130 | -.072 .092 | 4.722 .000
PC -114 .026 -.023 | .042 -123 166 | -.051 | -.036 .022 | 1.061 |0.390
SN .043 | -.198"| .213"(-.037 =212 | =012 | -0N .001 103 | 5.308 .000
PBC -.138" | -.050 139" | .008 -.148 142 | =129 | -.091 .076 | 3.794 .000
El -.047 |-.076 169 014 | -.242"| .193"|-.189"| .007 .080 | 4.059 .000

Note: * - B coefficients significant at the level 0.01, ** - B coefficients significant at the level 0.05.

5. Discussion

The results of the descriptive statistics (Table 1) show that, with the dimensions of enter-
prise potential, the highest average value has the Creativity dimension. It is obvious that
students highly value creativity and consider themselves as creative. It is possible that in
this dimension there is a certain degree of subjectivity, since most students consider them-
selves to be creative. The other three dimensions of enterprise potential have mean values
slightly above average, so it can be concluded that there is a balance between the distri-
butions of these features in students. When it comes to the dimensions of entrepreneurial
intentions, the highest average value has the dimension of the Subjective norm. This can
be considered expected because students believe that an entrepreneur’s job brings numer-
ous benefits. However, it is easier to want to become an entrepreneur than really have
a strong desire to achieve it. That is why the other two dimensions have lower average
values, but they are above average, and this is what gives some optimism.

The Envy dimension has a low average value and, in general, can be considered as
a good result. This value is lower than that obtained in some other studies (Tandoc et
al., 2015; Wohn et al., 2014). The explanation for this situation should be sought in the
fact that young people are healthy, ambitious, smart and positive. In addition, this result
is very likely contributed to by the collectivist national culture in Serbia (Vukonjanski,
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Nikoli¢, Hadzi¢, Terek, & Nedeljkovi¢, 2012), which encourages communion and soli-
darity, which again reduce envy.

Table 2 shows the results of the correlation analysis. It can be seen that dominant are
the negative correlations, and there is a bigger number of statistically significant negative
correlations. This is especially true for the dimension of entrepreneurial intentions. Based on
these results, we can say that hypotheses H1 and H2 are verified, especially hypothesis H2.

From the envy items, the strongest negative correlation has the item ENI1 - I feel
inferior in relation to other people, then items EN7 - My life is not as fun as the lives of
my friends and EN5 - Many of my friends have a better life than me. Indeed, it 1s diffi-
cult to imagine in the role of entrepreneur, especially a successful entrepreneur, people
who have a sense of inferiority in relation to other people. This feeling is definitely not
conducive to entrepreneurship. The situation is similar with people who see their lives
as boring and as worse than some other people have. It may be expected that the percep-
tion of a bad life may seem motivating, but this does not happen. It should be noted that
the dimension envy has fairly high negative correlations that are in accordance with the
results of envy items. From envy items at least negative correlations have the item EN3 -
It’s not fair that only some people are having fun (This item has actually positive, but not
statistically significant correlations), then items EN4 - I’d love to travel as much as some
of my friends and ENS - Life is harsh and unfair. These three items can describe people
who are less fortunate, do not have rich parents, need to work harder and similar things.
These people still should not be dismissed as future entrepreneurs, in fact, they should be
encouraged and given a chance to start their own business.

From enterprise potential dimensions and entrepreneurial intentions dimensions, the
strongest negative correlations occur at dimensions SN - Subjective norm and at dimen-
sions PBC - Perceived behavioral control and ACH - Achievement. Apparently the lack
of support from family, friends and colleagues leads to increased envy. It is possible that
increased envy causes little support by the environment. Also, the lack of confidence in
their own abilities and energy to achieve goals foster envy. It is interesting to note thet
in Table 2 there is a statistically significant but positive correlation. This occurs between
the item EN4 - I’d love to be able to travel as much as some of my friends and dimen-
sion CRE - Creativity. The desire to travel does not have to be necessarily viewed as an
indicator of envy, but as a positive tendency to learn about different countries, cultures,
people, traditions, food, to experience different adventures. Therefore, it is logical that
these desires are associated with creativity.

The results of regression analysis (Table 3) show that there is a statistically signifi-
cant predictive effect of certain items of envy on the enterprise potential dimensions and
entrepreneurial intentions dimensions. However, this fact is not so strongly expressed.
Accordingly, the value of the corrected index determination R? is quite low and ranges
between 0.022 and 0.103. It can be concluded that hypothesis H3 is partially confirmed.

The results of regression analysis are generally consistent with the results of correla-
tion analysis. However, there is one interesting exception: a statistically significant posi-
tive predictive effect of item EN6 - Many of my friends are happier than me to the dimen-
sion of EI - Entrepreneurial intention. Here we can see a slight hint that envy in some
complex relationships and in a broader context can contribute to the development of
entrepreneurial intentions. Thus, it should be borne in mind that envy, in some situations
and circumstances, can mildly encourage entrepreneurial intention.
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6. Conclusion

From the dimensions of enterprise potential, the highest average value has the dimen-
sion of Creativity, while from the dimensions of entrepreneurial intentions, the highest
average value has the dimension of the Subjective norm. Of all the dimensions observed,
the lowest value has the dimension Envy.

Between envy (items and dimension) and dimensions of enterprise potential and
dimensions of entrepreneurial intentions, there is a bigger number of statistically signif-
icant negative correlation. This is more prevalent at the dimension of entrepreneurial
intentions. Feelings of inferiority in relation to other people as well as the perception of
boring and bad of life have an especially negative impact on entrepreneurial potential
and intentions. From the standpoint of entrepreneurial potential and intentions, envy is
aggravated due to poor support from family, friends and colleagues, as well as a lack of
confidence and vigor.

On the other hand, envy, which occurs due to the desire for more entertainment,
travel, and due to the perception of the lack of fortune, also has a negative impact on the
entrepreneurial potential and intentions, but this influence is much weaker. At the same
time, the results of the regression analysis indicate a low possibility that envy, in some
circumstances, can slightly encourage people towards entrepreneurial intention. Based on
these results, it 1s recommended that people should not, from the very beginning, write
off all the envious people as not suitable for entrepreneurship. There should be identified
those in whom envy is not strong and where there is a possibility that such envy could be
turned into motivation. With adequate support and understanding, these people may be
a potential future entrepreneurs.
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