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MARKETING | RESEARCH ARTICLE

Understanding the startup’s intention of digital 
marketing’s learners: An application of the theory 
of planned behavior (TPB) and technology 
acceptance method (TAM)
Pham Thi Phuong Dung1, Ho Minh An1, Pham Quoc Huy1 and Nguyen Le Dinh Quy2*

Abstract:  Due to its low entry barrier, minimal overhead, and high return on invest
ment, digital marketing has become more popular among startups, small and med
ium-sized enterprises as well as all businesses. There is a high need for workers skilled 
in Digital Marketing, so it is no surprise that schools are vying for students with an 
interest in this area. In this study, we will look at how students of digital marketing feel 
about the goals of startups, using data from recent studies to help us draw conclusions. 
The findings indicate that there is a strong positive relationship between startups’ 
propensity to use digital marketing tools and their intended behavior, which has 
a positive effect on their intention to launch a business. The results also support the 
theoretical hypotheses of the Technology Acceptance Model (TAM), as entrepreneurs’ 
propensity to use digital marketing tools has a direct impact on their intention to 
launch a business. Consistent with recent research, these findings indicate that the 
level of adoption of technological innovations can predict people’s intent to act in 
particular ways. This study offers insights for entrepreneurs and policymakers seeking 
to promote entrepreneurship by maximizing the potential of digital marketing tools. 
Based on theory of planned behavior (TPB) and the technology acceptance model 
(TAM), this research has also helped bring to light the role of normative influence and 
behavioral control in shaping entrepreneurs’ intention.
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1. Introduction
The importance of entrepreneurship in fostering national growth and wealth has only become 
apparent recently (Ferreira et al., 2023; Mohammadali & Abdulkhaliq, 2019; Radukić & Petrović,  
2019). Many nations’ plans for economic growth and employment creation center on supporting 
their local small and medium-sized businesses (Ngota et al., 2019; Gobey & Matikonis, 2021). 
Incorporating a push for entrepreneurship within that plan is crucial. Since then, encouraging 
entrepreneurship has been often considered the most pressing issue in business and economics 
(Ahlstrom et al., 2019; Kenneth-Southworth et al., 2018; Khan, 2019).

According to the newly published Emerging Giants in Asia Pacific report, Vietnam boasts one of the 
newest and most vibrant start-up scenes in Asia, and it has emerged as a hub for start-ups. The 
research, released by HSBC and KPMG, quoted start-up data platform Tracxn as indicating that 
Vietnam was home to 1,600 start-ups at the beginning of the COVID-19 pandemic, but that number 
has now increased to over 3,000, including four unicorns. However, many businesses are unable to sell 
their products and services effectively due to a lack of capital. Digital marketing is a potential option 
for these firms, since it can be executed both organically and inorganically with optimal expenditure.

We uncovered a significant vacuum in the literature when we discovered no big studies had been 
conducted on the topic of digital marketing adoption by startups and these adopters were students of 
digital marketing courses. Specifically, the introduction of digital technologies has provided entrepre
neurs with new opportunities to reach their target audience and compete in the market. Digital 
marketing tools are now an integral part of the marketing strategies of startups, allowing them to 
reach a larger audience, increase consumer engagement, and reduce marketing expenses. However, 
the extent to which the propensity of startups to employ digital marketing tools influences their 
planned behavior and intention to launch a business has not been thoroughly studied.

This study seeks to fill this void by examining the connection between startups’ propensity to use 
digital marketing tools, their planned behavior, and their intent to start a business. Using the 
Technology Acceptance Model (TAM), which postulates that the level of acceptance of technolo
gical innovations predicts people’s behavior, this study investigates the extent to which startups’ 
willingness to use digital marketing tools influences their planned behavior and entrepreneurial 
intent. The findings offer policymakers and entrepreneurs who seek to promote entrepreneurship 
by maximizing the potential of digital marketing tools with valuable insights.

This article consists of four parts: literature review, methodology, discussion of results, and 
conclusion.

2. Literature review

2.1. Theoretical background and hypotheses development

2.1.1. Startups’ use of digital marketing 
Kotler (2010) defines digital marketing as “a sort of direct marketing that uses interactive tech
nologies such as electronic mail, websites, online forums and newsgroups, interactive television, 
and mobile communications to bring together buyers and sellers’’. Search engine optimization 
(SEO) and search engine marketing (SEM), both of which are services provided by Google, were the 
earlier iteration of digital marketing. In addition, social media marketing (SMM) was carried out by 
utilizing various platforms such as Facebook, Instagram, Twitter, YouTube, and LinkedIn. Email 
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marketing, smartphone marketing, and affiliate marketing were some of the other techniques that 
were used in the first wave of digital marketing (Sharma et al., 2021).

Then came the era of Digital Marketing 2.0, in which marketers made use of techniques such as 
Growth Hacking, Online Reputation Management (ORM), Content Marketing, and Social Listening. 
Now that we are in the era of Digital Marketing 3.0, the technologies that are utilized for marketing 
and promotions include Chatbots, Cookies, Automated Responders, Artificial Intelligence and 
Machine Learning (AIML), and Internet-of-Things (IoT) (Chahal and Chakraborty, 2018). 
Companies are now tracing their customers’ digital footprints in order to use this information for 
retargeting (Arya et al., 2019).

Scholars have done a lot of research on how companies use digital marketing. According to 
research by Emini and Merovci (2021), SMEs are not reaping the benefits of digital marketing since 
they are not aware of them. According to Lee et al. (2021) or Chakraborti et al. (2022), the major 
drivers of digital marketing adoption by startups include variables like top management engage
ment, support, and trust, perceived value, and simplicity of use. In the research on how small 
businesses use digital marketing, Emini and Merovci (2021) found that the “degree of perception of 
ease of use” and the “degree of control” are statistically significant and have a positive effect on 
how SMEs use digital marketing.

Also, the results of this study gave businesses and managers some information about how the 
process of adopting digital technology works. It shows how small and medium-sized businesses 
(SMEs) in Kosovo use digital marketing, why they do it, and what happens as a result.

This notwithstanding, we propose:  

H1: The willingness to use digital marketing tools will have a positive effect on startups’ intentions 
(A will have a positive effect on C).

2.1.2. Technology acceptance model (TAM) 
TAM is based on the theory of reasoned action (TRA) (Fishbein & Ajzen, 1975), which proposes that 
an individual’s conduct is motivated by his or her behavioral intention to carry out a certain 
activity. In turn, an individual’s behavioral intention is influenced by his or her attitude and 
subjective norms towards the conduct in issue (Fishbein & Ajzen, 1975). According to the TRA, 
the desire to act directly impacts behavior since, in general, individuals act in accordance with their 
intentions.

TAM is founded on two important behavioral beliefs that influence behavioral intentions: per
ceived ease of use (PEOU) and perceived usefulness (PU). Davis (1989) defines PEOU as “the extent 
to which a person feels that utilizing a specific system would be effortless” (p. 320). That is, the 
notion that a system or program is user-friendly (Davis, 1989). PU is defined as “the extent to 
which an individual feels that employing a certain system will improve his or her job performance” 
(Davis, 1989, p. 320).

Numerous studies utilizing TAM have demonstrated that both PEOU and PU are important 
acceptability and use determinants. Students’ Perceived Ease of Use and Perceived Usefulness of 
an e-portfolio system, as well as their Behavioral Intention to use the system for learning, are 
examined to determine the impact of Self-Efficacy, Subjective Norm, Enjoyment, Computer 
Anxiety, and Experience (Abdullah et al., 2016).

The Theory Acceptance Model (TAM) was used by Taufik and Hanafiah (2019) to determine that 
passengers’ perceptions of the technology’s ease of use and perceived usefulness have a major 
impact on whether or not they choose to use it and how they behave while using it in airports. In 
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contrast, a number of studies have found that perceived usefulness has no effect or a little effect 
on an individual’s attitude or intention (Tahar et al., 2020).

Therefore, this research, drawing from a number of previous TAM studies, proposes the following 
further hypotheses:

H2: The willingness to use digital marketing tools will have a positive effect on startups’ planned 
behavior (A will have a positive effect on B).

2.1.3. Theory of planned behavior (TPB) 
According to the Theory of Planned Behavior (TPB), three factors—attitude toward behavior, 
subjective norms, and perceived behavioral control—determine an individual’s behavior intentions 
(Ajzen, 1991a). An individual’s attitude toward behavior refers to how they feel about engaging in 
the behavior under consideration (negative or positive). When we talk about subjective norms, we 
are talking about how people feel that the people who matter to them should behave. The term 
“perceived behavior control” refers to an individual’s estimation of how challenging or simple it is 
to carry out a specific behavior.

The theory of planned behavior (TPB) has been used in many fields, including technology, 
medicine, and politics, and it has provided a compelling explanation of how people embrace 
new ideas and practices (Barnard-Brak et al., 2010; Conner & Armitage, 1998; Davis, 1989; Taylor 
& Todd, 1995).

Although there is a recently large body of literature in support of the Theory of Planned Behavior 
(Pan & Liu, 2022; Shanka & Gebremariam Kotecho, 2023; Wang et al., 2022), the focus of the 
present study is on the predictive power of the TPB construct in predicting learners’ behavioral 
intentions toward entrepreneurship/startup.

2.1.4. Students’ attitude toward business startups 
According to Agarwal et al. (2020), those under the age of 30 are more likely to pursue entrepre
neurial endeavors. These positive views among young people are further supported by research 
conducted by Mat et al. (2015); Nowiński and Haddoud (2019); Ayu et al. (2021) among young 
students in many context.

Startups’ rising profile as engines of economic expansion and innovation has captured the interest 
of academics and policymakers alike. Students are the future generation of business owners, thus 
learning about their perspectives on starting new companies is important. The purpose of this 
literature review is to analyze the current state of knowledge about students’ views about business 
beginnings, focusing on the factors that shape these views and their potential consequences. Here 
are a few things that may affect how students feel about starting their own businesses:

Entrepreneurial Education and Knowledge: knowledge and training in entrepreneurship students’ 
perspectives on new venture creation might be significantly influenced by exposure to entrepre
neurship education programs. Mykolenko et al. (2022) discovered that compared to their peers, 
students who had been exposed to entrepreneurship education had more favorable views of 
startups. Similarly, Mukhtar et al. (2021) found that students’ views and intentions for startup 
activities were positively influenced by their levels of entrepreneurial expertise.

Social Persuasion and Role Models: Students’ perspectives on new venture creation are shaped in 
large part by the examples set by their role models and the people they associate with. Students’ 
views and intentions toward startups were found to improve when they were exposed to success
ful entrepreneurs as role models, according to research by Otache et al. (2021). A more optimistic 
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outlook toward new ventures has also been linked to being surrounded by entrepreneurial friends 
and acquaintances (Bignotti & le Roux, 2020).

Risk Aversion and Defeat Anxiety: Students’ perceptions of risk and their aversion to failure have 
a significant impact on their opinions of new businesses. Students who saw startups as more 
precarious were more likely to have negative sentiments toward them, according to research by 
Peng and Walid (2022). Similarly, Turulja et al. (2020) found that students’ apprehension of failure 
was a major factor in determining their perspectives and plans about new ventures.

Job Stability and Economic Conditions: Students’ opinions regarding startups have been proven to 
be influenced by economic circumstances and students’ beliefs of job security. Students who felt 
they had few options for future work were more likely to have a favorable view of startups, 
according to research by Suratno Narmaditya and Wibowo (2021). In addition, the students’ 
optimistic outlook was influenced by their faith in startups’ potential for monetary success and 
the creation of jobs (Kusumojanto et al., 2021).

Therefore, we propose a hypothesis based on the TPB stating that the likelihood of students 
wanting to start their own businesses increases as their views on entrepreneurship become more 
positive.

2.1.5. The role of subjective norm 
Accessible normative ideas that take into consideration the expectations of others as a significant 
driver of behavioral intention establish a subjective norm (Ajzen, 1991b). Subjective norms are of 
utmost significance in pro-environmental research, particularly in East Asian nations, which pro
mote collectivism in contrast to the individualism of Western societies (Shi et al., 2017). 
Additionally, individuals’ social pressures to do or refrain from performing a certain behavior are 
said to be judged by subjective norms (Husain et al., 2021; Yarmohammadi et al., 2023).

Some studies suggested that subjective norms have a vital influence on behavior intentions (Liu 
et al., 2019; Yarmohammadi et al., 2021). In contrast, a number of studies have found that 
subjective norms have little effect on behavioral tendencies (Catalano et al., 2017; Shah et al.,  
2021; Shi et al., 2017).

2.1.6. The connection between perceived behavioral control and career decision-making 
The TPB model includes a construct called “perceived behavior control” (PBC), which centers on 
one’s confidence in one’s capacity to act in a certain way. It is helpful since it reveals details about 
how much power a person actually has: having a lot of PBC should make you work harder and stay 
with the behavior longer (Vicente et al., 2021).

In the TPB, PBC refers to “people’s expectations regarding the amount to which they are capable 
of doing a certain behavior, the extent to which they believe they have the necessary resources, 
and their belief that they can overcome any potential hurdles” (Ajzen, 2002, p. 677). This means 
that people should have high levels of PBC when they feel confident in their ability to perform the 
behavior in question and when they perceive that they have all the necessary resources and 
opportunities (such as skills, time, money, cooperation by others) and that the obstacles they 
are likely to encounter are few and manageable (Ajzen, 2002).

There are some indications of a correlation between behavioral control and entrepreneurial 
intent. For example, Vamvaka et al. (2020) found that emotional attitude and perceived self- 
efficacy are by far the best predictors of intention. This shows how important emotions are in the 
process of being an entrepreneur. Similarly, Esfandiar et al. (2019) identified self-efficacy as 
the second predictor of the intention to start a business. Recent research by Nguyen (2020) 
shows that students’ perceptions of environmental factors are significantly related to their sense 
of behavioral control in the context of entrepreneurship. This means that students’ sense of 
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behavioral control in the context of entrepreneurship acts as a mediator between environmental 
factors and entrepreneurial intention. We therefore hypothesize that:

This notwithstanding, we propose:  

H3: Planned behavior positively influences the intention to start an own business by adopting digital 
marketing skills (B will have a positive effect on C).

3. Conceptual model
The propensity to utilize digital marketing tools (A) is anticipated to have a positive impact on the 
scheduled actions of startups (B). This indicates that firms that are prepared to use digital market
ing tools are more likely to engage in planned behavior regarding the adoption and implementa
tion of digital marketing strategies.

It is anticipated that planned behavior (B) will mediate the relationship between propensity to 
use digital marketing tools (A) and intention to launch a business by adopting digital marketing 
skills (C). In other words, entrepreneurs who engage in planned behavior associated with the 
adoption of digital marketing skills are more likely to intend to launch a business that employs 
digital marketing tools.

The conceptual model (Figure 1) proposes that the propensity to use digital marketing tools influences 
the intention to start a business (directly) by employing digital marketing skills via planned behavior 
(indirectly).

4. Methods

4.1. Research design
A quantitative survey technique was conducted as a major data collection method to find out the 
hypothesized link between variables A, B, and C. The majority of these surveys employ the 5-point 
Likert scale. Undergraduates from all schools and majors in Ho Chi Minh City—Vietnam as well as 
anyone interested in enrolling in digital marketing classes, were polled. The questionnaire is mainly 
divided into two parts.

The objective of the first part is to explore the demographics of respondents; thus, information 
regarding gender, age, education level, and intention to study digital marketing was collected. 
The second part of the questionnaire includes the measurement items, shown in Appendix A.

4.2. Data collection and sample
An online pilot survey was administered between December 30th, 2022 and January 3rd, 2023 to 
determine the survey’s feasibility. The survey was posted online in Google Forms and sent out to 25 
participants using the Facebook and Zalo. It proved that everybody who answered the survey got 
the questions. The results of the preliminary survey were merged with those of the full survey.

As a result, data for the final survey was gathered from 3 January 2023, to 26 January 2023, 
with a total of 200 replies. Five unfinished surveys were thrown out after we checked and selected 
the data. The final sample of 195 undergraduates included students from a wide range of Ho Chi 
Minh City institutions. We used a convenience sample technique to pick our respondents, reaching 
out to them via social media and contacts made in their college’s alumni network.

4.3. Data analysis
To examine the validity of the suggested model and assumptions, this research used covariance- 
based structural equation modeling (CB-SEM). Because of its reliability and validity in evaluating 
theoretical models, CB-SEM has become a popular tool for studying the interrelationships between 
latent variables (Hair et al., 2019).
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There were a few stages to the examination of the data and the software packages SPSS 22.0 as 
well as AMOS 20.0 were utilized throughout the statistical analysis process. Descriptive statistics 
and inter-variable correlations were the first to be analyzed. The factor loadings, convergent 
validity, and discriminant validity of the measurement model were then evaluated. Third, we 
looked at how well the structural model fits the data and how much weight the direct and indirect 
effects should be given.

4.4. Measurements
For this study’s variable measurement, a questionnaire will be administered. The questionnaire 
(see the Appendix) will be divided into two major sections: the respondents’ profiles and their 
perspectives about:

● Entrepreneurial intention—adjusted from Ayeh et al., (2022);
● Attitude towards entrepreneurial intention—adjusted from Ayeh et al., (2022);
● Perceived behavioral control—adjusted from Ayeh et al., (2022);
● Subjective norm—adjusted from Ayeh et al., (2022);
● Perceived ease of use (digital marketing tools)—adjusted from Moses et al. (2013); Joo and Sang 

(2013);
● Perceived usefulness (digital marketing tools)—adjusted from Moses et al. (2013); Joo and Sang 

(2013).

5. Results and discussion

5.1. Respondent’s profile
The total responses consisted of 195 questionnaires, of which 45.1% are men and 54.9% are 
women. Almost 87.7% of people polled saw value in taking digital marketing classes. 77.9% do 
not have entrepreneurship experiences. 13.8% of sample respondents have a master’s degree, 
66.7% have a bachelor’s degree, 13.8% and 5.6% represent a diploma and intermediate degree, 
respectively. When broken down by age range, 24.1% were under the age of 20, 36.4% were 
between the ages of 21 and 23, and 39.5% were above the age of 24.

5.2. Cronbach’s Alpha
An investigation using Cronbach’s Alpha was carried out so that we could determine how reliable 
the scales were. Cronbach’s Alpha ranged from 0.741 to 0.890 across all of the scales. Each 
individual variable in the research has a “Cronbach’s Alpha if item deleted” value that is lower 

Figure 1. Proposed conceptual 
model.
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than the scale’s Cronbach’s Alpha value. Each and every one of the individual items has a value for 
“Corrected item total correlation” that is more than 0.3. (Table 1).

5.3. Exploratory factor analysis (EFA) and confirmatory factor analysis (CFA)
To test the validity of the study’s instrument, EFA analysis was done at the same time for six 
variables, including independent and dependent variables with 18 items using the promax 
rotation method. At the first time, 13/18 items were loaded in original factors with factor 
loading in all cases above 0.5; initial Eigenvalues = 65.192 >50%; KMO = 0.912; Sig. (Bartlett’s 
Test) = 0.000.

In the second time, after deleting 5 items above, we get 13/13 items loaded in original factors 
with factor loading in all cases above 0.5; initial Eigenvalues = 70.881 >50%; KMO = 0.872; Sig. 
(Bartlett’s Test) = 0.000 The validity of measurement instruments is confirmed.

Then, the confirmatory factor analysis (CFA) was performed with survey data. The measurement 
models exhibited a reasonably good level of fit (Figure 2): χ2 = 171.040, df = 61, p = 0.000 <0.5; χ2/ 
df = 2.804 <3; GFI = 0.877 >0.8, CFI = 0.927, TLI = 0.907 >0.9, RMSEA = 0.096 <0.1; standardized 
regression weights of all items are higher than 0.5 (Table 2). Thus, validity is proven for all scales, 
as all scales are internally consistent and reliable for use in the next steps.

5.4. Reliability and validity
Reliability of the constructs has been checked through average variance extracted (AVE) and 
composite reliability (CR). The values of CR equal to or greater than 0.70 indicate good reliability 
(Hair et al., 2019). In the present study, CR values of all constructs are greater than 0.70 (Table 3), 
indicating that the scales are quite reliable.

Convergent and discriminant validity were assessed as a part of construct validity. A scale with 
0.5 or above average variance extracted (AVE) and SRW values establish convergent validity (Hair 
et al., 2019). As shown in Table 3, the values of AVE and standardized loadings are all above 0.5.

In addition, the discriminant validity of the model has been demonstrated by contrasting the 
AVE with the squared correlations of the various components (Kaya, 2019). As a result of the AVE 
for each of the constructs being greater than the squared correlation, discriminant validity has 
been demonstrated (Table 4).

Indicators of goodness-of-fit demonstrate how compatible the model is on a holistic level. The 
model satisfies the Goodness-of-Fit requirements that were set out. An adequate degree of 
excellent fit is demonstrated by the model's overall fit statistics (Figure 3), which are as follows: 
RMSEA = 0.096 < 0.1, Chi-square/df = 2.804 < 3, CFI = 0.927 > 0.9, GFI = 0.877 > 0.8, TLI = 0.907 > 

Table 1. Cronbach alpha1

Variables Number of items Code Cronbach’s Alpha
Entrepreneurial intention 3 ITN 0.875

Attitude towards 
entrepreneurial intention

3 ATD 0.814

Perceived behavioral 
control

3 PBC 0.790

Subjective norm 3 SNM 0.741

Perceived ease of use 
(digital marketing tools)

3 PEOU 0.780

Perceived usefulness 
(digital marketing tools)

3 PU 0.890
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0.9 (Hair et al., 2009). Given that the initial model is what's being used to assess the relationship 
between the variables, it follows that the design of the model is one that is consistent with the 
sample data.

5.5. Hypotheses testing
In total, there were three direct relationships that were investigated (as shown in Table 5). Each 
and every one of them carries a statistically significant weight (supported by research data). The 
hypothesis test shows that the relationship between The willingness to use digital marketing tools 
(A) and startups’ planned behavior (B) is very strong (β = 0.632; sig. <0.001).

The second-order construct – startups’ planned behavior (B)– holds a positive and significant 
influence on entrepreneurial intention (β = 0.518; sig. <0.001).

Figure 2. Confirmatory factor 
analysis2.

Figure 3. The result of hypoth
esis testing.6
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Table 2. Standardized regression weights3

Estimate
PU2 <— A .868

PU1 <— A .835

PU3 <— A .856

PEOU2 <— A .704

PEOU3 <— A .592

PBC2 <— B .677

SNM2 <— B .696

PEOU1 <— B .771

PBC1 <— B .760

SNM1 <— B .722

ITN1 <— C .837

ITN2 <— C .825

ITN3 <— C .856

Table 3. AVE and CR4

Constructs Dimensions Standardized 
Regression 

Weights

Average 
Variance 
Extracted

Composite 
Reliability

A 3.855 0.606 0.883
PU2 0.868

PU1 0.835

PU3 0.856

PEOU2 0.704

PEOU3 0.592

B 3.626 0.527 0.848
SNM1 0.677

PEOU1 0.696

PBC2 0.771

SNM2 0.760

PBC1 0.722

C 2.518 0.705 0.877
ITN1 0.837

ITN3 0.825

ITN2 0.856

Table 4. Discriminant validity5

CR AVE MSV ASV B A C
B 0.848 0.527 0.379 0.359 0.726
A 0.883 0.606 0.339 0.330 0.582*** 0.778
C 0.877 0.705 0.379 0.350 0.616*** 0.566*** 0.839
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In line with the theoretical assumption of TAM, The willingness to use digital marketing tools (A) 
also directly affects the positive and significant correlation on startups’ intentions (C) (β = 0.408; sig. 
<0.001). This analysis of effect is consistent with the recent studies conducted by Fatoki (2022); 
Toraman (2022); Parikh et al. (2021), which confirms that people’s purpose to act in certain ways 
may be predicted based on their level of acceptance of technological innovations.

6. Conclusions
The results of this study show that the readiness of startups to utilize digital marketing tools is 
positively correlated with their intended conduct and their desire to launch a firm. The results 
corroborate the TAM’s underlying assumptions and imply that the degree to which a startup 
embraces and uses digital marketing tools is predictive of that company’s future actions and 
level of entrepreneurial ambition.

The significance of planned behavior as a mediator between openness to using digital marketing 
tools and entrepreneurial ambition is also emphasized. Based on the findings, it appears that 
startups need to consciously act in ways that correspond to their aims for the adoption and 
execution of digital marketing techniques.

Managers, policymakers, and practitioners interested in fostering entrepreneurship and making 
use of digital marketing tools would do well to consider the study’s implications. The results 
indicate that a significant increase in startup intent can be achieved through the provision of 
training and support on the effective use of digital marketing tools, the creation of targeted 
marketing campaigns that highlight the benefits of digital marketing tools, and the design of 
policies and initiatives that encourage and support the adoption of digital marketing tools by 
startups.

Finally, the study emphasizes the importance of future research into the contexts in which 
startups adopt digital marketing tools, the effects of various digital marketing tools on startups’ 
planned behavior and entrepreneurial intentions, and the impact of different types of digital 
marketing tools on startups’ planned behavior and entrepreneurial intentions.

6.1. Theoretical implications
This research makes numerous important theoretical contributions to the fields of entrepreneur
ship and technological acceptability. To begin, the results of the study validate the TAM for use 
with digital marketing tools and young enterprises. According to these results, people’s actions and 
decisions may be anticipated based on their level of comfort with technological advances.

Second, the research emphasizes the role of planned behavior as a mediator between the 
acceptance of digital marketing tools and the motivation to start a business. Unless companies 
engage in deliberate behavior regarding the adoption and implementation of digital marketing 
techniques, the results of this study imply that the readiness of startups to use such technologies 
may not directly convert into entrepreneurial ambitions.

Thirdly, the study informs policymakers and practitioners attempting to promote entrepreneur
ship on the variables that impact the entrepreneurial intentions of startups. The findings show that 

Table 5. Regression weights
Hypothesis Estimate S.E. C.R. P Description
H1: C ← A 0.408 0.113 3.607 *** Supported

H2: B ← A 0.632 0.095 6.649 *** Supported

H3: C ← B 0.518 0.115 4.510 *** Supported
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entrepreneurs’ desire to launch a firm is greatly boosted when digital marketing tools are used and 
planned behavior is undertaken concerning the adoption of digital marketing abilities.

Overall, the study adds to our knowledge of the significance of digital marketing tools to the 
entrepreneurial process, and it stresses the importance of policymakers and practitioners helping 
and encouraging startups to adopt and implement digital marketing tools.

6.2. Managerial implications
Managers and practitioners interested in encouraging entrepreneurship and making use of digital 
marketing tools would do well to consider the implications of this study’s findings.

First, the results may be used by managers to devise strategies for getting startups to use digital 
marketing tools and to act consciously regarding doing so. As an example, a company may assist 
entrepreneurs create a digital marketing strategy by teaching them how to utilize digital market
ing tools properly.

Second, the results may be used by managers to create promotional initiatives that specifically 
target startups and emphasize the value of digital marketing tools. As an example, you may 
highlight the achievements of other firms that have effectively implemented digital marketing 
strategies.

Third, the results may be used by politicians to create programs that help new businesses 
employ digital marketing. For example, governments may incentivize companies to engage in 
digital marketing by granting tax breaks for doing so, or they could provide cash and resources to 
help firms improve their digital marketing abilities.

The findings as a whole imply that entrepreneurs’ desire to launch a firm can benefit greatly 
from the use of digital marketing tools and the planned behavior associated with such use. These 
results may be used by managers and politicians to create programs that encourage entrepreneur
ship and make the most of digital marketing opportunities.

6.3. Limitations
No empirical study can ever claim to be perfect. This study is based on 195 samples of participants 
who come from two big cities, Ho Chi Minh and Ha Noi, and have access to the internet every day. 
Therefore, they are using digital marketing tools more easily than participants who come from 
other regions. The findings suggest that future research should invest more time and expand the 
area of collecting data.

6.4. Further research
Even though this study sheds light on the connection between startups’ openness to using digital 
marketing tools, their planned behavior, and their intention to launch a company, more investiga
tion into this topic is warranted.

The characteristics that motivate startups to use digital marketing strategies might be investi
gated in future studies. To do so would include researching the elements, both internal and 
external to the business itself, such as founder traits, company culture, and access to funding 
and other resources.

Another potential subject for further study is the effect of various digital marketing tools on the 
actions and decisions of entrepreneurs. To do so, businesses may evaluate the efficacy of various 
marketing strategies, including but not limited to social media marketing, search engine optimiza
tion, and email marketing.
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The influence of contextual variables on the connection between entrepreneurs’ readiness to 
utilize digital marketing tools, their planned conduct, and their desire to start a firm is a third 
possible subject for further research. The amount of digitization in a certain industry, for example, 
may have a significant impact on the likelihood of a startup’s decision to employ digital marketing.

Overall, more research in this area can shed light on the influences on the planned actions and 
entrepreneurial aspirations of startups regarding the use of digital marketing tools. This study 
provides valuable insight that can be used to improve the policies, tactics, and programs that aim 
to encourage entrepreneurship and help companies make the most of digital marketing’s 
potential.
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APPENDIX
RESPONDENTS’ DEMOGRAPHICS AND CHARACTERISTICS
Your gender?  

(1) Male

(2) Female

What is your current education-level?  

(1) Master

(2) Bachelor

(3) Diploma

(4) Intermediate

Which of the following age groups are you in?  

(1) <20

(2) 21 – 23

(3) >24

Are you currently running your own business?  

(1) Yes

(2) No

If given the opportunity, would you like to supplement your knowledge of digital marketing in 
today’s digital age?  

(1) Absolutely yes.

(2) No, because I have already learnt this.

(3) No, I have no need.

MESUREMENT ITEMS
Group C—Startup Intentions (Ayeh, J. K., Bondzi-Simpson, A., and Baah, N. G. (2022)

(1) Do you have serious intentions of starting a business after graduation so that you can apply the 
knowledge you have learned in practice after completing the Digital Marketing program/course?

(2) Are you ready to set up a company in the near future so that you can apply your trained knowledge 
in practice after completing the Digital Marketing program/course?

(3) Do you intend to run your own business in the near future so that you can put your training 
knowledge into practice after completing the Digital Marketing program/course?
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Group B – Planned Behaviour towards startup intentions (Ayeh, J. K., Bondzi-Simpson, A., 
and Baah, N. G. (2022)
(1) Do you think starting a business after acquiring knowledge of Digital Marketing so that you can apply 

what you have been trained in is a good idea?

(2) Starting a business after acquiring the knowledge of Digital Marketing to be able to apply what has 
been trained in practice is very wise.

(3) Starting a business after acquiring the knowledge of Digital Marketing into practice is a great 
advantage compared to those who do not learn about it.

(4) Are you confident that you will have enough knowledge to apply what you have been trained in the 
Digital Marketing program/course into practice? This is definitely a solid foundation for your startup 
intention.

(5) Putting your trained Digital Marketing knowledge into practice (business startups) is not a big 
challenge for you, is it?

(6) Do you think the intention to start a business will be stronger when you have acquired the knowledge 
from the Digital Marketing program/course? Thereby you are confident enough to make important 
decisions by applying them to your future startup.

(7) Most of the people who are important to you think that you will be successful when planning to start 
a business if you apply the knowledge you have been trained in Digital Marketing to your own 
startup.

(8) You think other students in your class will naturally be willing to put their training in Digital Marketing 
into practice if they have the same intention of starting a business as you.

(9) Most of the people who are important to you will support you applying your digital marketing training 
to your startup project.

Group A – The willingness to use digital marketing tools (Moses et al. (2013); Joo and Sang 
(2013)
(1) Learning how to effectively use Digital Marketing tools is easy for you.

(2) You will easily become proficient in using Digital Marketing tools to apply to your work.

(3) You can flexibly interact with Digital Marketing tools.

(4) Using digital marketing tools allows you to get things done faster.

(5) Use Digital Marketing tools to make your job easier.

(6) Use Digital Marketing tools to improve your efficiency at work.
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