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Abstract 

The study concerns with the relationship between, and 

significance of Word of Mouth (WOM) on Entrepreneurial 

Intentions (EI). Furthermore, it has been discussed that if 

Knowledge Sharing (KS) among the industrial and academics 

researchers is created regarding procedures of entrepreneurial 

business ventures, it will aid both academic and business sectors 

of economy. The study confers with explanatory examination in 

nature and seeks to answer the fact that what is the impact of 

WOM on EI especially when KS acts as mediator among both 

variables. The current study addresses the behavior of 405 

university teachers teaching in various public and private sector 

universities in Lahore city of Pakistan under applied sciences 

and social sciences disciplines. Different statistical analyses 

were used to analyze the data i.e. Descriptive Statistics, Factor 

Analysis (KMO and Bartlett’s test, Eigen values and Total 

Variance), Regression analysis and Correlation analysis by 

using SPSS 20.0 to ensure reliability and validity of research 

contents. The empirical result indicates that WOM has 

statistically significant impact on EI which is positively mediated 

by KS. 

Keywords: Word of Mouth (WOM), Knowledge Sharing (KS), 

Entrepreneurial Intentions (EI) 

 

Introduction 

Entrepreneurship is a source of development which involves the process 

of identifying opportunities to launch new ventures, and opens gates for 

technological advancement and growth. It helps people to level up their 

lifestyle by eradicating the issue of unemployment through the creation 

of new jobs in the market (Morris, Webb, Fu, & Singhal, 2013; 

Reynolds, 2007; Shane & Venkataraman, 2000), hence entrepreneurship 

plays significant role in both social and economic progress. The topic of 
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entrepreneurship has been widely studied in the literature with respect to 

different dimensions and factors. One of the main sources of 

entrepreneurship is entrepreneurial intention. Intention is the composition 

of an idea or plan in one’s mind to act in a certain way in order to 

achieve some objective (Bird, 1988; Bratman, 1990) and entrepreneurial 

intention is one’s plan to start a new venture (Krueger, 1993). The trend 

of knowledge based societies has made it important for educational 

institute to raise awareness about entrepreneurship among the students as 

they must have knowledge to strive in the market (Sam & Van Der Sijde, 

2014) and this knowledge could be transfer through interpersonal 

bonding among people as people may get affected by the 

recommendation and views by others (Bearden & Rose, 1990) while 

making any decision regarding starting up their own business. So 

acknowledging these facts, this study is including the variables of Word 

of Mouth (WOM) and Knowledge Sharing to study them with respect to 

Entrepreneurial Intention. Word of Mouth is communication of advices 

and suggestions among people along with their personal views about 

something which can either be positive or negative (Cheema & Kaikati, 

2010) and may affect someone’s intentions. And Knowledge Sharing is a 

process in which people exchange their information and experiences with 

others (MacIntosh & Srikantaiah, 2000).  

This research is about examining the impact of Word of Mouth 

on Entrepreneurial Intention with the mediation of Knowledge Transfer 

by selecting the university teachers of Pakistan as target respondents. As 

according to Lakhani (2016) the trend of starting up own business has 

been increased in Pakistan which can play positive role for the economy 

and according to UNDP (United Nations Development Programme) 23% 

of Pakistani youth is interested in starting their own business but they do 

not have sufficient knowledge and guidance to do so (Dodhy, 2016). So, 

it was intended to investigate if word of mouth and knowledge sharing 

do have any impact on entrepreneurial intention of young students. 

Moreover, Word of Mouth has been discussed with respect to marketing 

in previous literature and its impact on Entrepreneurial Intention is not 

found so this study would be contributing in the existing literature. To 

conduct the research quantitative approach was used where data was 

collected through Questionnaires and analysis was done using SPSS 

software. The background of variables is discussed through authentic and 

comprehensive literature in the next section. 

 

Literature Review 

This segment covers the existing studies on the selected variables in 

order to understand the gap between what has already been done and 
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what can be done to make a significant contribution. But before 

elaborating each variable on the basis of existing literature it is important 

to formulate research question which is needed to be answered through 

this study. 

Research Question 

Does Word of Mouth impact the Entrepreneurial Intention with the 

mediating role of Knowledge Sharing? 

Entrepreneurial Intention 

Entrepreneurship has been widely studied since many years because of 

its ability to increase the rate of development in social and economic 

sector through the creation of job opportunities, and has been found as a 

solution to unemployment. It is also considered as a source of provision 

of variety of goods and services to the people (Reynolds, Hay, Bygrave, 

Camp, &Autio, 2000; Wennekers & Thurik, 1999).Knowing the 

importance of entrepreneurship, a question which is asked and 

investigated frequently in the literature is ‘what is the basis of 

Entrepreneurship which makes someone an entrepreneur? (Zhang, 

Duysters, & Cloodt, 2014) and according to many authors it is the 

intention which cause someone’s mind to act in a certain way, and thus 

the source of entrepreneurship is one’s entrepreneurial intention that 

directs him/her to start a new business (Bird, 1988; Krueger, 1993).  

To promote entrepreneurial intention among youngsters, many 

universities have started focusing upon entrepreneurial courses and some 

has established exclusive departments for this purpose to spread the 

awareness among students, and Government and private organizations 

have also started funding to encourage people to start their own ventures 

(Yurtkoru, Kuşcu, & Doğanay, 2014). Many studies have been found in 

literature to measure and see entrepreneurial intention among students. 

Mat, Maat, & Mohd (2015) conducted research on engineering students 

in Malaysia and found that students have positive thinking and intention 

towards entrepreneurship. While Usaci (2015) stated that in educational 

field the approach towards entrepreneurship is explained as a clear plan, 

although entrepreneurial intention is derived by positive thinking and 

attitude towards entrepreneurship but at same time when it comes to 

practical implementation then people may get affected by social pressure 

as well. This discussion gives us a dimension to think that it is true (as 

found in literature) that knowledge and awareness about entrepreneurship 

may impact entrepreneurial intention but what do people say may also 

affect one’s intention to do business when it comes to being practical. 

Considering these dimensions, Entrepreneurial Intention is being studied 

with reference to Word of Mouth and Knowledge Sharing in this study. 
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Word of Mouth (WOM) 

Word of mouth is perceived as a basis of conveying information from 

one person to another which includes their experiences, views and 

opinions regarding something, and may affect one’s decision(Hung, 

2017). This factor is mainly studied with respect to consumer purchase 

decision, in the field of marketing. And with the trend of social media, 

word of mouth has become a source of information which people do 

consider while making purchase decision as they pay attention to other 

people’s experiences (Li & Du, 2017; Wang & Yu, 2017). Sipilä, Herold, 

Tarkiainen, & Sundqvist (2017) conducted analysis over students 

regarding their selection of institute and found that positive WOM can 

diminish the uncertainty of a person and cause him/her to develop 

positive attitude towards making decision. So here researchers of the 

study are intended to examine if WOM does have any impact on 

Entrepreneurial intention or not.  

 H1: There is a positive and statistically significant relationship 

exists between Word of Mouth and Entrepreneurial Intention. 

Knowledge Sharing 

Knowledge Sharing is a route of exchanging information, experiences 

and learning among the people (MacIntosh & Srikantaiah, 2000) and 

promotes the creativity and innovation by the knowledge which is 

unstated and delivered only through the interaction among individuals 

(Al-Husseini & Elbeltagi, 2015). With the increasing trend of using 

social media, the process of knowledge sharing has been increased 

among people especially when it comes to students, as they make groups 

over social platforms to do their educational assignments, tasks and 

projects, share their knowledge and take help form each other (Eid & Al-

Jabri, 2016). While doing research in context of intellectual property, 

Olaisen and Revang (2017) found that knowledge sharing enhances the 

trust and commitment among people and provide better solutions to the 

problems. Heizmann, Fee, and Gray (2017) stated in their study that two-

way knowledge sharing is established through the conversational 

practices which promote mutual support and revolution. Another study 

found the knowledge sharing mediates the positive relationship among 

psychological ownership and entrepreneurial orientation (Pittino, 

Martínez, Chirico, & Galván, 2017). Sein-Echaluce, Fidalgo-Blanco, and 

García-Peñalvo (2016) discussed knowledge sharing as a beneficial 

source which encourage students to share their own contents with 

teachers and other students. In this research, knowledge sharing is being 

studied as a mediator among WOM and Entrepreneurial Intention.  
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 H2: Knowledge Sharing positively and statistically significantly 

mediates between the impact of Word of Mouth and 

Entrepreneurial Intention.   

Conceptual Model   

Based on literature, the current study proposed following conceptual 

model 

 
Fig. 1: Conceptual Model 

 

Research Methodology 

This segment discusses the methods and instruments used while 

conducting this research.  

Variables 

The study was conducted to analyze the impact of WOM on EI with the 

mediating role of KS. The study focuses that how WOM academic 

research is going to impact the Entrepreneurial Intentions by taking 

Knowledge Sharing as mediator. For this study, Word of Mouth is taken 

as independent variable, EI as dependent variable and Knowledge 

Sharing is taken as mediating variable. 

Population and Sampling 

For the concerned study, the stratified sampling technique was utilized. 

This technique is utilized in the situation where sampling units are 

heterogeneous in nature through which researchers divide the population 

into different strata. Through the use of this sampling technique the 

sample is drawn from each stratum, and afterwards the observations are 

pooled to create a single sample set. 

The unit of analysis in this research is the faculty members of public and 

private sector universities in Lahore, Pakistan.  As per the Higher 

Education Commission website (HEC, 2017), there are following HEIs 

recognized as Universities/Degree Awarding Institutes under general 

categories. The list of both public and private universities is as follows: 
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Stratum 1: Public sector HEIs in 

Lahore  

Stratum 2: Private sector HEIs in 

Lahore 

1. Virtual University of Pakistan 1. University of South Asia 

2. University of Veterinary & 

Animal Sciences 

2. University of Management and 

Technology 

3. University of the Punjab 3. University of Lahore 

4. University of Health Sciences 4. University of Central Punjab 

5. University of Engineering & 

Technology 

5. The Superior College 

6. University of Education 6. Qarshi University 

7. Pakistan Institute of Fashion & 

Design 

7. Nur international University 

8. National College of Arts 8. National College of Business 

Administration & Economics 

9. Lahore College for Women 

University 

9. Minhaj University 

10. Kinnaird College for Women 10. Lahore University of 

Management Sciences 

11. King Edward Medical 

University 

11. Lahore School of Economics 

12. Information Technology 

University of the Punjab 

12. Lahore Leads University 

13. Government College 

University, Lahore 

13. Lahore Garrison University 

  14. Institute of Management 

Sciences 

  15. Imperial College of Business 

Studies 

  16. Hajvery University 

  17. Global Institute (Admission & 

Attestation stopped by HEC from 

2016) 

  18. Forman Christian College 

  19. Beaconhouse National University 

  20. Ali Institute of Education 

Selection of Sample 

The universities are selected by following the method suggested by many 

other researchers for the similar type of studies (Bryman & Bell, 

2015;Ghauri & Grønhaug, 2005; Emory & Cooper, 2003); where if 

number of selected items (N) is less than or equal to 13 then value of (n) 

will be 2. Since the Public Sector Universities are 13 here, therefore 

N13=n2. So; 

 Public Sector University, Lahore 

N11=13 

n11=02 
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Hence by following this criterion, the researcher has chosen two 

mentioned Public Sector Universities randomly from the already 

developed two strata (Public and Private).   

Universities selected from Public Sector are 9 and 11 i.e. 

1. Lahore College for Women University 

2. King Edward Medical University 

Similarly, if number of selected items (N) is greater than 18 and equal to 

23 then value of (n) will be 3. Since the Private Sector Universities are 

20 here, therefore N23=n3. So; 

Private Sector University, Lahore 

N21=20 

n21=03 

Universities selected from Private Sector are 3, 5 and 16 i.e. 

1. University of Lahore 

2. The Superior College 

3. Hajvery University 

Selection of Respondents 

The sample consists of those faculty members of applied sciences & 

social sciences who are also engaged in research activities both in Public 

and Private Universities of Lahore Pakistan. Primary data was collected 

by distributing questionnaires and respondents were requested to fill the 

questionnaires by carefully understanding the concepts of WOM, KS and 

EI. The minimum required sample size for present study came out to be 

300, since suggested sample size for factor size should be five times 

greater than the total number of items used in the study; therefore total 

500 questionnaires were distributed to the respondents in selected 

universities. Data collection was done within one month during 

September, 2017 by field visits. Out of 500 questionnaires, data from 405 

questionnaires was analyzed for the final results as 72 questionnaires 

were not returned to the researcher whereas 23 were not filled properly 

by the respondents.  

To confirm the validity of collected data, Principal Component Analysis 

(PCA) was applied to the data since it is considered most refined method 

for factor analysis. PCA is statistical tool to check inter-item correlation 

of the scale. If the items of variables measure same underlying concept, 

the PCA accepts only one component with greater Eigen values, which 

means that it provides better measurement of the concept. The factor 

loading values which are lower than 0.4 or 0.5 should be deleted. For this 

study SPSS version 20.0 is utilized to apply PCA. 

Measurements of Variables 

To measure the variable Word of Mouth, a scale consisting of four items 

was adapted from Shah Alam and Mohd Yasin (2010), and for the 
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measurement of Entrepreneurial Intention a five item scale was adapted 

from Liñán and Chen (2009). For the measurement of mediating role of 

Knowledge Sharing, a scale consisting of five items was adapted from 

Katibeh et al. (2014).  

Measurement of Questions 

Similar Scales were utilized to measure the questions of respective 

variables that were utilized to measure the variables themselves i.e. 

questions regarding WOM are measured by four item scale presented by 

Shah Alam and Mohd Yasin (2010). Questions regarding EI are 

measured by five item scale that is adapted from Liñán and Chen (2009). 

And finally questions regarding KS are measured by five items scale that 

is adapted from Katibeh et al. (2014). 

Data Analysis 

Table 1: Demographic Profile of Respondents 

Respondent Demographics Frequency % 

Gender (N = 405) 

 Male 

 Female 

 

202 

203 

 

49.9 

50.1 

Level of Education (N = 405) 

 MS  

 PhD 

 Post-Doc 

 

200 

190 

15 

 

49.4 

46.9 

3.7 

Name of University (N = 405) 

 Lahore College for Women University 

 King Edward Medical University 

 University of Lahore 

 The Superior College 

 Hajvery University 
 

 

80 

81 

79 

85 

80 

 

19.75 

20.0 

19.5 

21.0 

19.75 

Discipline (N = 405) 

 Applied sciences 

 Social sciences 

 

190 

215 

 

46.9 

53.1 

Source: Own calculation using SPSS 20.0 

According to table 1, out of 405 populations, 202 (49.9%) respondents 

were males and 203 (50.1%) respondents were females. The Education 

Level of all 405 respondents was also different, 200 (49.4%) respondents 

were having degree of MS, 190 (46.9%) were holding degree of PhD and 

15 (3.7%) alone were having Post-Doc degree which showed majority of 

the respondents have MS degrees. Whereas statistics from the above 

table explained that 80 (19.75%) respondents belong to Lahore College 

for Women University, 81 (20%) respondents belong to King Edward 

Medical University, 79 (19.5%) respondents are from University of 

Lahore, 85 (21%) are designated in The Superior College whereas 80 

(19.75%) respondents are the faculty members in Hajvery University. 
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Table 2: Descriptive Statistics of Questionnaire 
Items N Min Max Mean Std.  Deviation 

Knowledge sharing 

KS 1 393 1 5 3.46 .589 

KS 2 392 1 5 3.48 .258 

KS 3 396 1 5 3.47 .369 

KS 4 397 1 5 3.59 .485 

KS 5 394 1 5 3.45 .254 

Word of Mouth 

WOM 1 397 1 5 3.78 .895 

WOM 2 398 1 5 3.58 .365 

WOM 3 396 1 5 3.89 .458 

WOM 4 395 1 5 3.47 .489 

WOM 5 393 1 5 3.45 .489 

Entrepreneurial Intention 

EI 1 394 1 5 3.58 .789 

EI 2 397 1 5 3.69 .598 

EI 3 396 1 5 3.54 .458 

EI 4 397 1 5 3.48 .698 

EI 5 398 1 5 3.45 .258 

    Source: Own calculation using SPSS 

20.0 

A total of 15 items are used in the study where each dependent (EI), 

mediating (KS) and independent (WOM) variables consist on 5 items to 

be studied under them to get deeper knowledge of respondents’ 

intentions about the chosen variables and their relationship in the present 

study. Responses of all items were measured using Likert scale which 

gave mean score of different values ranging from 3.45 to 3.89, while 

standard deviation with the range 0.254 to 0.895 for the collected data. 

Table 3: Reliability of Measurements 

 

Constructs 

Valid 

N 

Number of 

Items 

Cronbach’s 

alpha 

Knowledge sharing 384 5 .945 

Word of mouth 389 5 .969 

Entrepreneurial Intention 394 5 .926 

Over all reliability  (taking all 

items) 

394 15 .921 

Source: Own calculation using SPSS 

20.0 

Table 3 is constructed to inspect the reliability of questionnaire with the 

help of Cronbach’s Alpha. The estimated values of coefficient of 

Cronbach’s Alpha make sure whether items are reliable if the values go 

higher and vice versa. The present table shows overall value of 
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Cronbach’s alpha varying from .921 to .969, where value for EI is .926, 

value for KS is .945 and value for WOM is .969 that state reasonable 

reliability of items used in the study. As the values are higher here, this 

depicts that there is strong consistency amongst constructs items 

(Cronbach, 1951). The overall reliability of construct is shown as 0.921.  

Factor Analysis 

Validity is to identify if instruments used in research are capable enough 

to measure accurate content of the research area and research content is 

accurate (Shah Alam & Mohd Yasin, 2010). Present study has related 

extent of Word of Mouth influence Entrepreneurial Intention when 

Knowledge Sharing acts as mediating factor with the help of research 

instrument i.e. questionnaire. So to affirm that the given data gathered 

from respondents is sufficient for component examination, KMO is 

utilized with Bartlett’s test and Eigen values. 

 

Table 4: KMO and Bartlett’s Test 
Constructs No of 

items 

KMO 

Measure of 

Sample 

adequacy 

Bartlett’s Test 

of Sphericity 

Chi-Square 

Bartlett’s Test of 

Sphericity 

Significance 

Knowledge sharing 5 .897 1.46 .000 

Word of mouth 5 .985 1.11 .000 

Entrepreneurial 

Intention 

5 .889 1.11 .000 

Source: Own calculation using SPSS 20.0 

 

Since to measure the convergent validity, factor analysis is considered 

the most recommended and reliable tool (Klein, Astrachan, & Smyrnios, 

2005; Kreiser, Marino, & Weaver, 2002; Moriano, Palací, & Morales, 

2006), therefore this study has applied Kaiser–Meyer–Olkin (KMO) for 

factor analysis. If KMO results lies equal or exceeds 0.7, then it proves 

that research contents are valid. The results came for selected sample 

gave KMO values for Word of Mouth equal to .985, Entrepreneurial 

Intention equal to .889 and Knowledge Sharing equal to .897. Whereas 

Bartlett’s Sphericity Test remained highly significant at .000 for all three 

elements; hence these statistics are greater than the pre-set level therefore 

data remained suitable as research content. 
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Table 5: Eigen Values and Total Variance Explained 
 

 

Constructs 

 

 

Components 

Initial Eigen Values 

 

Total 

% of variance 

explained 

Cumulative % 

of variance 

explained 

Knowledge sharing COMP 1 3.957 89.256 89.256 

Word of mouth COMP 1 3.875 82.569 82.569 

Entrepreneurial 

Intention 

COMP 1 3.589 85.256 85.256 

Source: Own calculation using SPSS 20.0 

 

As per Shah Alam and Mohd Yasin (2010), and Alfansi and Sargeant 

(2000), factors having Eigen value of greater than 1.0 are considerable 

for further investigations. All three factors came out with Eigen values 

greater than 1, and the factors showed cumulative variance as EI equal to 

85.256%, KS equal to 89.256%, and WOM 82.569%. 

 

Table 6: Factor Loadings 
Items Loadings 

Knowledge sharing 

KS 1 I do share my knowledge and experiences with other people 

voluntarily. 

.895 

KS 2 I do share my knowledge and experiences with only those who 

are interested in the reciprocal exchange of knowledge. 

.879 

KS 3 I do share my professional knowledge with others only when 

they encounter some professional problems. 

.859 

KS 4 I do share my knowledge with only those who have a high level 

of knowledge and experience. 

.924 

KS 5 I do share my knowledge with others during the internet discussion 

forums. 

.965 

Word of mouth 

WOM 1 I find information given by my friends and relatives 

trustworthy. 

.895 

WOM 2 Many of my friends and relatives recommend me to start my 

own business. 

.896 

WOM 3 I know someone who had bad entrepreneurial experience.  .845 

WOM 4 I know someone who had successful entrepreneurial 

experience. 

.896 

WOM 5 I trust what my friends and relatives say about entrepreneurial 

opportunities. 

.865 

Entrepreneurial Intention 

EI 1 My professional goal is to become an entrepreneur. .875 

EI 2 I will make every effort to start and run my own business. .845 

EI 3 I am determined to create a firm in the future. .865 

EI 4 I have very seriously thought of starting a business. .789 

EI 5 I have got the intention to start a firm some day. .795 

Source: Own calculation using SPSS 20.0 
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The loading off value for all elements must be greater than 0.40 and 

loadings less than 0.40 are ought to be deleted. All of factors here have 

shown loadings more than 0.40 and varied between 0.859 – 0.965 for 

KS, 0.845 – 0.896 for WOM and 0.795 – 0.875 for EI. 

Correlation Matrices 

Table 7: Correlation Matrix for Knowledge sharing 

 1 2 3 4 5 

KS 1 1 .581** .896** .548** .879** 

KS 2  1 .583** .607** .698** 

KS 3   1 .985** .604** 

KS 4    1 .895** 

KS 5     1 
Source: Own calculation using SPSS 20.0 

**significant at 1% 

 

Table 8: Correlation Matrix for Word of mouth 

 1 2 3 4 5 

WOM 1 1 .251** .458** .879** .896** 

WOM 2  1 .369** .745** .478** 

WOM 3   1 .369** .895** 

WOM 4    1 .769** 

WOM 5     1 
Source: Own calculation using SPSS 20.0 

**significant at 1% 

 

Table 9: Correlation Matrix for Entrepreneurial Intention 

 1 2 3 4 5 

EI 1 1 .785** .458** .725** .369** 

EI 2  1 .698** .896** .715** 

EI 3   1 .589** .706** 

EI 4    1 .758** 

EI 5     1 

Source: Own calculation using SPSS 20.0 

**significant at 1% 

 

To measure discriminant validity, correlation is used which analyses the 

relationship between items that is represented by correlation coefficient 

in numeric terms. If value of correlation coefficient is close to 1, the 

correlation is very strong, conversely, if r is close to 0, the correlation is 

very weak while if value is 1 it means relationship is perfect and if value 

is exact 0 than there exists no relationship between variables. Items 

should correlate more strongly with their own construct than with any 

other, indicating that they are perceived by respondents as belonging to 
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their theoretical construct (Messick, 1988). Tables 7 to 9 show 

correlations matrices for KS, WOM and EI respectively and the results 

show there is association between the items. 

Regression Analysis  

To study dependence of variables on independent variables, regression 

analysis is carried out. Simple regression is a statistical technique that 

estimates the dependence of a variable of interest on one independent 

variable. It can be used to estimate the effects on the dependent variable 

of a given independent variable. It is a powerful and flexible technique 

that can be used in a variety of ways while multiple regressions is a 

technique that allows additional factors to enter the analysis separately so 

that the effect of each can be estimated. It is valuable for quantifying the 

impact of various simultaneous influences upon a single dependent 

variable. Further, because of omitted variables bias with simple 

regression, multiple regression is often essential (Agresti & Kateri, 2011; 

Hilbe, 2011). 

Table 10: Direct Relationship of WOM, KS and EI 

Independent variables Dependent variables 

Knowledge sharing Entrepreneurial Intention 

Word of Mouth .889** 

(39.589) 

.878** 

(39.587) 

Adjusted R
2
 .805 .812 

F-Statistics  1.61 1.59 

Source: Own calculation using SPSS 20.0 

**significant at 1% 

 

In table 10, regression is applied on the data. Here the value of adjusted 

R-square is checked to show percentage of change brought in dependent 

variables KS and EI due to independent variables WOM. The probability 

(F-statistics) value is also checked which shows whether data is 

stationary or not.  

The above table shows that value of adjusted R
2
 is 0.805 for KS which 

shows that there occur 80.5% change in KS due WOM while value of 

value of adjusted R
2 

is 0.812 for EI which shows that there occur 81.2% 

change in EI due WOM. The probability (F-statistics) value in the above 

table is 1.61 for KS and 1.59 for EI which is greater than 0.05 and it 

shows data is stationery. 
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Table 11: Direct Relationship of KS with EI 

Independent variables Dependent variables 

Entrepreneurial Intention 

Knowledge sharing .489** (31.658) 

Adjusted R
2
 .895 

F-Statistics  1.42 

Source: Own calculation using SPSS 20.0 

**significant at 1% 

 

In table 11 regression is applied again on the data and the value of 

adjusted R-square is checked to show percentage of change brought in 

dependent variable EI due to independent variable KS. The Prob (F-

statistics) value is also checked which shows whether data is stationary 

or not.  

The above table shows the value of adjusted R
2 

is 0.895 for EI which 

shows that there occurs 89.5% change in EI due to KS. The Prob (F-

statistics) value in the above table is 1.42 for EI which is greater than 

0.05 and it shows data is stationery. 

Mediation Analysis  

As per Baron and Kenny (1986), mediation effect can be measured if 

following assumption are fulfilled all at once, 

 Independent variable must significantly impacting dependent 

variable 

 Independent variable must also be significantly impacting 

mediating variable 

 Mediating variable must significantly impacting dependent 

variable 

Regression analysis carried out through SPSS is shown in tables 10 & 11 

which has already fulfilled above mentioned three conditions. Therefore 

mediation is applied on the sample data to study intervention impact. To 

calculate aberrant impact of independent variable WOM on dependent 

variables KS and EI, Sobel Test is applied that not only measures extent 

of aberrant impact but also computes critique of this impact.  

 

Table 12: Direct Relationship of WOM and EI 

Independent variable Dependent variables 

Entrepreneurial Intention 

Word of Mouth .878** 

(39.587) 

Adjusted R
2
 .812 

F-Statistics  1.59 

Source: Own calculation using SPSS 20.0 

 **significant at 1% 
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Table 13: Mediation relationship of KS 

Independent variable 

Word of mouth 

Dependent variable 

Entrepreneurial Intention 

Word of mouth .789** 

(22.874) 

Knowledge sharing .548** 

(2.978) 

Adjusted R
2
 .878 

F-Statistics  750 

Source: Own calculation using SPSS 20.0/   

**significant at 1% 

 

Table 14: Sobel Test 
Independent 

variable 

Mediating Dependent Sobel test value P-value 

Word of mouth Knowledge 

sharing 

Entrepreneurial 

Intention 

2.96960926 0.0029 

Source: Own calculation using SPSS 20.0 

 

Table 15: Aroian Test 
Independent 

variable 

Mediating Dependent Aroian test 

value 

P-value 

Word of mouth Knowledge 

sharing 

Entrepreneurial 

Intention 

2.96866757 0.0029 

Source: Own calculation using SPSS 20.0 

 

Table 16: Goodman Test 
Independent 

Variable 

Mediating Dependent Aroian 

test value 

P-value 

Word of mouth Knowledge 

sharing 

Entrepreneurial 

Intention 

2.97055184 0.0029 

Source: Own calculation using SPSS 20.0 

 

Here in these results, significance of coefficients of both mediating (KS) 

and independent (WOM) variables shows partial mediation of mediating 

variable among dependent and independent variable. 

 

Conclusion 

The current research was conducted in Lahore city of Pakistan on the 

basis of previous studies in order to find out contribution of WOM in EI. 

The regression analysis shows that WOM significantly impacts KS and 

EI with variances of 80.5% and 81.2% respectively. This information is a 

crucial contribution for all those entrepreneurs who are trying to make 

literate & research oriented working class of population a potential 

market for their future business. 
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There is a hype of entrepreneurial activities in all business sectors around 

the globe, thus analyzing demand of potential market before hand is an 

utmost precautionary measure for policy makers and implementers. To 

win this race, managers are supporting their respective organizations not 

only to maximize their profits but also to aid economy of their countries.  

Entrepreneurial trend itself bring new scope of doing business therefore 

in this case a false or inappropriate WOM can put off many potential 

benefits before reaching to the institutional platforms. WOM now has 

been proved one of the significant elements that can aid the fellows and 

managerial bodies to compete among the business organizations. The 

findings of present study depicts that uncertainty in participants’ 

behavior is not good for expanding research to the broader platforms 

therefore participants’ behavior can be stabilized by controlling WOM as 

the information and types of WOM needed to be spread depends upon 

the need of time; hence good decision of WOM can bring reasonable 

contribution in EI because it let entrepreneurs to recognize participant’s 

decisions making stage before hand. The participants have the right 

either to get involved in entrepreneurial adventures or stay back. 

Therefore a supportive WOM can be spread to build their trust in 

particular ventures while on the other hand a set back or a bad 

impression regarding entrepreneurial intentions can turn them completely 

off(Deloitte, 2016).  

Furthermore, managing the post-purchase WOM of current 

customers effectively promotes a  positive WOM in the market (Lang & 

Hyde, 2013), and it is a relatively manageable way to approach WOM 

(Buttle, 1998). Sharing of knowledge at social media portals and group 

activities helps people especially students to take benefits from others 

and grant their expertise to aid others (Eid & Al-Jabri, 2016). Similarly 

knowledge management at organizational level means to share and 

transfer knowledge to others in order to improve organizational activities 

(Liñán & Chen, 2009; Shah Alam & Mohd Yasin, 2010). These 

phenomena have made KS an essential element that can help people and 

organizations to restructure their strategies to earn competitive edge 

which ultimately supports the EI.  

The results of present study show that faculty members of 

applied sciences and social sciences are willing to share their knowledge 

while considering it a good mode of getting more novel opportunities. 

The study also shows KS brings 89.5% change in EI thus promoting KS 

activities and providing proper portals for such activities can enhance EI 

in right direction. Similarly WOM brings 80.5% change in KS which 

means good WOM can transfer positive knowledge among the faculty 

members and bad WOM can lead this fact in wrong direction. These 
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results when generalized to organization level shows that if information 

is not flowed properly from top management to middle level and line 

management then organizational policy making for attaining targeted 

benefits will remain unachievable.  

 

Limitations and Future Directions 

Like all other studies, the current study is carried out on Lahore city of 

Pakistan making the sample size itself very small and limited. The study 

can be broadened to other cities of Pakistan and even to other countries 

around the globe in future not only to strengthen the sample size but also 

to touch other geographical areas in order to examine views of 

participants from different areas. The study has covered impact of WOM 

on EI when KS acts as mediating element, future studies can also use 

other variables like trust, communication mediums, marketing techniques 

etc. to analyze the significant affect of WOM on EI in competing 

business world. The empirical investigation can also be done on same 

scenario by conducting qualitative research that can lead to explore any 

other dimension for the conceptual model constructed for this study. 
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