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Abstract.  

This research examines the entrepreneurial intention of Moroccan graduates who have set up 

their own business, through an empirical study based on Ajzen's (1991) model of planned 

behavior. The main objective is to identify the psychosocial factors influencing their 

entrepreneurial decision, focusing on attitudes, subjective norms and perceived behavioral 

control. The study involved 91 Moroccan graduate entrepreneurs. Data were collected using a 

standardized questionnaire, and analyzed using SPSS software, mobilizing statistical tools such 

as Principal Component Analysis (PCA), the KMO test and the Bartlett test. The results show 

that entrepreneurial attitudes, perceived social support and confidence in available skills and 

resources have a significant influence on entrepreneurial intention. These results confirm the 

relevance of Ajzen's model to the Moroccan context, and enable us to formulate concrete 

recommendations, such as the creation of regional incubators, the development of training in 

entrepreneurial skills, and raising families' awareness of the role of psychosocial support. These 

proposals aim to strengthen public policies in support of entrepreneurship and foster an inclusive, 

sustainable entrepreneurial culture. 

Keywords: Entrepreneurial Intention, Theory of Planned Behavior, Graduate Entrepreneurs. 

1 Introduction 

Faced with a changing economic context, Morocco increasingly values entrepreneur-

ship as a strategic lever for development, a tool for reducing unemployment and a cat-

alyst for innovation. This orientation is illustrated by public initiatives such as the 

“INTELAKA” program, the reform of the Regional Investment Centers (CRI), and 

growing support for incubators and support structures. Nevertheless, despite these ef-

forts, the longevity of start-ups remains fragile, raising questions about the soundness 

of the entrepreneurial intentions that led to their inception. 

Over the past few decades, research into entrepreneurial intention has developed 

considerably, drawing in particular on the theory of planned behavior (Ajzen, 1991) to 
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explain the psychological and social mechanisms underlying the entrepreneurial drive. 

This model postulates that behavioral intention is influenced by three dimensions : at-

titude toward behavior, subjective norms, and perceived behavioral control. Although 

this theoretical framework has been widely validated in international contexts, it re-

mains little used in specific cultural contexts, such as Morocco. 

In a Moroccan society marked by strong collectivism, where career choices are often 

influenced by family expectations and social dynamics, the study of entrepreneurial 

intentions requires an adapted approach, taking these cultural particularities into ac-

count. Graduate entrepreneurs also represent a strategic group for the national econ-

omy. Thanks to their training, they possess key skills in management, strategy or inno-

vation, making them potential players in economic transformation, the creation of 

skilled jobs and the diversification of productive sectors. 

However, scientific literature on this specific group in Morocco remains limited. 

Their profile, though promising, remains underexplored in terms of entrepreneurial in-

tent, which constitutes a real gap in existing knowledge. 

This study seeks to analyze the influence of attitudes, subjective norms and per-

ceived behavioral control on the entrepreneurial intention of these graduates, based on 

Ajzen's model of planned behavior. This theoretical model, validated in numerous in-

ternational contexts, enables us to analyze the cognitive and social elements that influ-

ence behavioral intentions. In a country like Morocco, where social interactions, family 

and community have a strong influence on career paths, this approach needs to be ap-

plied in a culturally sensitive way. 

Thus, this study seeks to answer the following question : to what extent do attitudes, 

social norms and perceived behavioral control affect the entrepreneurial intention of 

Moroccan graduate entrepreneurs ? 

To answer this question, a quantitative survey was conducted among 91 Moroccan 

graduate entrepreneurs, using a structured questionnaire. The aim is to empirically val-

idate Ajzen's model in the Moroccan context, and to formulate practical recommenda-

tions for public decision-makers, educational institutions and entrepreneurship support 

structures. 

In short, this research aims to deepen our understanding of the determinants of en-

trepreneurial intention among Moroccan graduates, while suggesting concrete levers to 

strengthen an inclusive, sustainable and culturally rooted entrepreneurial ecosystem. 
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2 Literature Review and Hypothesis 

2.1 Conceptual Framework 

In the entrepreneurial literature, the main existing conceptualizations show that entre-

preneurial intention is an individual will that is part of a cognitive process conditioned 

by the socio-cultural, political and economic context (Tounés, 2006). 

Our peregrinations in different disciplines indicate that intention is a transdiscipli-

nary concept (Tounés, 2007). (B. Bird, 1988 ; B. J. Bird, 1992) notes that it orients 

experience and action towards the goal of business creation. He also equates intention 

with individual freedom and will ; it is a state of mind that orients action towards a 

specific goal (creating a business, deciding to grow...). 

Many entrepreneurship researchers, such as (Bruyat, 1993), (Tounés, 2003), 

(Vesalainen & Pihkala, 1999), see entrepreneurial intention as the expression of per-

sonal will. 

(Johnson, 1990), (Bygrave & Hofer, 1992) note that to understand business creation, 

we need to take account of the individual's will. (Fayolle, 2000) combines the will to 

perform an act with “deliberate design”. 

An analysis of the literature in this field shows that entrepreneurial intention gener-

ally refers to an individual's desire to create or develop a business. It represents a state 

of mind that orients actions and decisions towards a specific entrepreneurial goal, such 

as creating or growing a business. 

 

 
 
Fig. 1. Conceptual model 
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2.2 Theorical Framework 

Several researchers have attempted to model entrepreneurial intention.  

Based on (Ajzen, 1991) psychosocial model of planned behavior, we ex-

plain entrepreneurial intention through individual characteristics and the 

environment. 

Much recent research has confirmed the robustness and relevance of 

this model in a variety of contexts, including emerging countries. For 

example, (Kautonen et al., 2015) have demonstrated that the theory of 

planned behavior effectively predicts not only intention, but also the 

transition to entrepreneurial action. Furthermore, (Liñán & Fayolle, 

2015) offer a systematic review of this theory applied to entrepreneur-

ship, highlighting its adaptability to cultural and educational contexts. 

(N. F. Krueger & Carsrud, 1993) point out that (Ajzen, 1991) theory 

successfully analyzes the concept of entrepreneurial intention. We study 

this theory to justify the theoretical framework we have chosen. But first, 

we position this research within the framework of (Shapero & Sokol, 

1982) entrepreneurial event model. 

(Shapero & Sokol, 1982) entrepreneurial event model. (Shapero & Sokol, 

1982) behavioral event model helps us to understand how individuals are 

led to set up a business, by focusing on the factors that influence their 

decision. 

(Shapero & Sokol, 1982) identify three types of factors marking 

changes in an individual's life (figure 1). Negative displacements“ repre-

sent stressful events or negative changes that prompt individuals to seek 

a new direction (such as divorce, emigration or redundancy); ”interme-

diate situations" refer to moments of transition, when individuals move 

from one phase of their lives to another (such as leaving the army, fin-

ishing school or leaving prison); finally, “positive displacements” refer 

to events that open up opportunities and offer favorable conditions for 

entrepreneurship (such as family support, the existence of a market or 

potential investors). 
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At the interface between these three factors and the act of creation, the 

(Shapero & Sokol, 1982) theory of the entrepreneurial event explains in-

tention through two intermediate variables : perceived desirability and 

perceived feasibility. 

Desirability refers to the attraction of entrepreneurship by social and 

cultural factors that influence the individual's value system. (Shapero & 

Sokol, 1982) note that the more a society values innovation and risk-

taking, the more businesses will be created. 

 

 

Fig. 2.  The Formation of the Entrepreneurial Event – Shapero et Sokol (1982) 

Feasibility refers to the perception of personal capabilities and the re-

sources needed to undertake a venture. The availability of resources 

(such as advice, training and a support network) enables the individual 

to judge an entrepreneurial act as feasible. 

(Shapero & Sokol, 1982) model is based on the idea that the intention 

to start a business is influenced by the combination of these perceptions 

of desirability and feasibility. (N. Krueger, 1993 ; N. F. Krueger & Cars-

rud, 1993) emphasize that to encourage entrepreneurial intention, it is 

necessary to act simultaneously on perceptions of desirability and feasi-

bility. 

(Ajzen, 1991) theory of planned behavior. (Ajzen, 1991) theory of planned 

behavior explains intention through three variables (Figure 2) : attitudes 

associated with behavior, subjective norms and perceptions of behavioral 

control. 



 

278             H. Bakass and A. Aazzab

The first element refers to the degree to which the person appreciates 

the behavior (Ajzen & Fishbein, 1980). Based on this, attitude in the en-

trepreneurial context refers to an individual's personal evaluation of en-

trepreneurship. This includes his or her opinions, beliefs and feelings 

about starting a business. In other words, it's how an individual perceives 

entrepreneurship, whether this activity seems positive, interesting, risky 

or beneficial. 

In this context, attitudes can be influenced by a number of factors, such 

as past experience, personal values, and perceptions of the benefits (au-

tonomy, independence) and risks (failure, financial instability). 

 

 

Fig. 3. The theory of planned behavior (Ajzen, 1991) 

Attitudes are positive or negative mental behaviors that influence the 

willingness to act in a given direction, in this case, entrepreneurship. 

These attitudes refer to (Shapero & Sokol, 1982) concept of desirability. 

Attitude orients the individual toward the desired behavior, guiding his 

or her action (Vallerand, 1994). Entrepreneurial intentions are best cap-

tured through specific attitudes. These are manifested by the existence of 

a business idea or project, and the search for information to help formal-

ize it. We therefore set out our first hypothesis: 
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H1 : Attitudes positively influence the entrepreneurial intention of Mo-

roccan graduate entrepreneurs. 

Subjective norms refer to the effect of other people's behavior as a 

source of influence on our own behavior (Tounés, 2006).  

In addition, subjective norms result from perceptions of social pressure 

; they are the wishes of family and friends concerning the individual's 

entrepreneurial future. These social norms also refer to (Shapero & 

Sokol, 1982) desirability. 

For (Vallerand, 1994), these norms are expectations of the behavior to 

be adopted during a socialization process. We consider this variable to 

have an influence on entrepreneurial intention, because graduate entre-

preneurs, thanks to their academic and professional experience, are al-

ready in a decision-making phase as to the professional path that will 

enable them to realize their potential. It is therefore possible to pose the 

following hypothesis : 

H2 : a significant relationship exists between subjective norms and 

entrepreneurial intention among Moroccan graduate entrepreneurs. 

According to (Ajzen, 1991), intention can only be realized if it is under 

the control of the individual's will. In other words, he incorporates a com-

plementary variable into the model of reasoned action : perceptions of 

behavioral control. These involve an individual's degree of knowledge 

and control over his or her abilities and the resources needed to carry out 

the desired behavior. These perceptions are similar to (Shapero & Sokol, 

1982) concept of feasibility. 

(B. J. Bird, 1992), notes that intention implies entrepreneurial skills 

that enable us to verify the feasibility of a project. Situated within the 

framework of research, these skills find their source in entrepreneurial 

training and in professional and associative experience. We therefore 

consider that : 

H3 : a significant relationship exists between perceptions of behav-

ioral control and the entrepreneurial intention of Moroccan graduate en-

trepreneurs. 
* 
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3 Research methodology 

3.1 Data collection method  

To develop our empirical study, a research methodology based on a 

quantitative approach would be appropriate, accompanied by a question-

naire survey of Moroccan graduate entrepreneurs. The aim of this ques-

tionnaire is to ascertain whether personal beliefs and evaluations and so-

cial influences, as well as perceived behavioral control, influence their 

entrepreneurial intention. 

This means focusing on three main variables that explain entrepre-

neurial intention according to (Ajzen, 1991) theory of planned behavior 

: attitudes associated with behavior, subjective norms and perceived be-

havioral control. 

We developed a questionnaire consisting of five parts, in which vari-

ous questions were formulated to gather information concerning the 

theme under consideration. 

In terms of questionnaire administration, we opted for electronic 

online distribution. Once the questionnaire had been designed using 

Google Forms, it was sent to Moroccan business graduates via an elec-

tronic link. 

3.2 Choice of sample 

We were interested only in Moroccan entrepreneurs with a degree. This 

choice was motivated by the fact that: 

These entrepreneurs have already launched their business, i.e. they al-

ready have concrete experience, which makes it possible to analyze their 

motivations and the challenges they encountered in the creation process. 

Graduate entrepreneurs are trained in management, marketing and ad-

ministration, which can provide them with a better understanding of the 

strategic aspects of entrepreneurship, helping them to develop a solid 

business plan and manage complex environments. 

However, these entrepreneurs evolve in a context that suggests that 

their attitudes, subjective norms and perceptions can influence and rein-

force their entrepreneurial intention. 

Since we do not have a sampling frame, we opted for an empirical 

method of convenience research, which is a non-probabilistic method. 

This method stands out for its simplicity and ease of use, as it enables us 
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to build up a sample quickly, by interviewing those individuals who are 

most easily accessible and able to provide information on the subject un-

der study, without the need for a complex database. 

The non-probabilistic method is generally the least costly and time-

consuming to implement. In fact, this method does not require the exist-

ence of a sampling frame, but only statistical information on the survey 

population. However, the main drawback of this method is its non-rep-

resentativeness. 

Following these considerations, we targeted a purposive selection of 

91 Moroccan graduate entrepreneurs from a variety of socio-economic 

backgrounds. After collection over the period February 02, 2025 to 

March 23, 2025, the questionnaire data underwent a series of statistical 

treatments. 

4 Presentation and analysis of results 

4.1 Reliability test 

The Cronbach's alpha obtained is 0.748, indicating excellent internal 

consistency of the data collected. A coefficient greater than 0.7 is gener-

ally considered an indicator of high reliability, guaranteeing the robust-

ness of the questionnaire used to collect the information. This means that 

the questions asked accurately measured the concepts studied, and that 

the results obtained are credible. 

Table 1. Reliability test 

Reliability Statistics 

Cronbach's Alpha N of Items 

0,748 26 
 Data Sources : Our SPSS 27 analyses. 

4.2 Description of socio-demographic data 

Examination of the socio-demographic data of our study group, compris-

ing 91 Moroccan entrepreneurs, offers a better understanding of the pro-

file of the participants in this research. Primarily, in terms of gender dis-

tribution, more than half of the study participants are men, making up 
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72.53% of the sample. This finding illustrates a general trend perceptible 

in the Moroccan entrepreneurial context, where entrepreneurship re-

mains predominantly male, despite initiatives designed to encourage 

women to set up their own businesses. This situation can be explained 

by various cultural, economic and social factors that influence their ac-

cess to the business world. 

In terms of age, almost half of the entrepreneurs surveyed (46.15%) 

are over 30, indicating that experience and maturity could have a signif-

icant influence on entrepreneurial commitment. Young people aged be-

tween 25 and 30 (45.05%) emphasize the attractiveness of entrepreneur-

ship for this age group, probably due to their dynamism, desire for inde-

pendence and the opportunities offered by the market. On the other hand, 

entrepreneurs under the age of 25 represent only 8.79%, highlighting the 

fact that recent graduates may face obstacles (financing, experience, net-

work) hindering their access to entrepreneurship. 

In terms of geographical distribution, the sample is diverse, with a 

marked presence in several of Morocco's crucial economic zones.  The 

Agadir-Ida-Outanane area leads the way with 24% of participants, 

closely followed by Casablanca-Settat (21%), Rabat-Salé-Kénitra (13%) 

and Mohammedia (10%).  These findings illustrate the country's entre-

preneurial spirit, with places like Casablanca and Rabat standing out as 

leading economic centers, while Agadir is proving to be a hub of oppor-

tunity thanks to its tourism, agricultural and industrial sectors. 

In terms of level of education, most of the entrepreneurs surveyed hold 

a postgraduate degree. Indeed, 40.66% of those surveyed have a Master's 

degree, while 36.26% have a Bachelor's degree and 15.38% have a Doc-

torate. These figures show that entrepreneurship mainly attracts individ-

uals with a university education, which can be explained by the need for 

specific skills in management, finance and innovation to succeed in this 

field. 

In conclusion, seniority in entrepreneurship reveals a diversity of pro-

files. A considerable number of entrepreneurs (39.56%) have been in 

business for 1 to 3 years, indicating intense new business activity in a 

stabilization phase. Those who have been in business for 4 to 6 years 

make up 24.18%, indicating that a proportion of entrepreneurs are suc-

ceeding in securing the long-term future of their businesses. On the other 

hand, 18.68% of participants have been in business for more than 6 years, 

indicating a higher degree of entrepreneurial maturity. Finally, 17.58% 
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of respondents are recent entrepreneurs with less than a year's experi-

ence, an indication of a growing trend towards start-ups among young 

graduates. 

In summary, this study highlights a strongly male entrepreneurial pro-

file, a significant presence of young adults, a concentration in key eco-

nomic zones, a high level of university education and diversity in terms 

of seniority in the entrepreneurial world.  These findings offer an in-

depth understanding of the distinctive traits of Moroccan graduate entre-

preneurs and the dynamics that guide their participation in entrepreneur-

ship. 

Table 2. Socio-demographic data of respondents 

% 

 Male 72,53 

Gender Female 27,47 

 Under 25 years old 8,79 

Age Between 25 and 30 

years old 

45,05 

Over 30 years old 46,15 

 Agadir-Ida-Outanane 24,00 

 Casablanca-Settat 21,00 

Geographical area Rabat-Salé-Kénitra 13,00 

Mohammedia 10,00 

 Master’s degree 40,66 

Level of education Bachelor’s degree 36,26 

Doctorate (PhD) 15,38 

 1 to 3 years 39,56 

Length of service 4 to 6 years 24,18 

More than 6 years 18,68 

Less than one year 17,58 

Data Sources : Compiled by the authors. 
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4.3 Principal component analysis 

The statistical processing of all the quantitative data collected via the 

questionnaire requires coding on SPSS, i.e. translating the responses to 

prepare them for computer processing. 

To analyze the data, we used SPSS software (27.0.1) and several sta-

tistical tools, including Cronbach's Alpha, to assess the reliability and 

validity of the questionnaire. 

Principal Component Analysis (PCA) will be used to test the hypoth-

eses. This method will recapture information by converting a large set of 

correlated variables into a smaller group of new independent variables, 

known as principal components. 

Table 3. Kaiser-Meyer-Olkin (KMO) test and Bartlett sphericity test 

KMO and Bartlett's Test 

0,598 Kaiser-Meyer-Olkin Measure of Sampling Ade-

quacy. 

Bartlett's Test of Sphe- Approx. Chi-Square 50,26

ricity 8 

df 6 

Sig. 0,000 

Data Sources : Compiled by the authors. 

The Kaiser-Meyer-Olkin (KMO) test produced a result of 0.598.  This 

measure determines the suitability of the sample for factor analysis by 

quantifying the proportion of variance that could be attributed to under-

lying factors.  A KMO value above 0.6 is generally considered accepta-

ble, while a value below 0.5 is often considered insufficient.  In this con-

text, the value obtained being around 0.6, suggests that the sample is 

moderately suitable for factor analysis, although optimal suitability 

could be achieved with a larger sample or better correlated variables. 

Bartlett's sphericity test produced a chi-square value of 50.268, with 6 

degrees of freedom and a significance level of 0.000.  This test is im-

portant if the variables are sufficiently correlated to make a factorial 
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analysis relevant.  A significance level below 0.05 suggests that the re-

lationships between the variables are statistically relevant and that a fac-

torial analysis is feasible.  The p = 0.000 obtained in this study confirms 

the presence of a correlation between the variables, making factor anal-

ysis relevant. 

Table 4. Communalities and quality of variables 

Communalities 

 

Ini-

tial Extraction 

Intention entrepreneuriale 1,000 0,851 

Perception du contrôle com-

portemental 

1,000 0,667 

Normes subjectives 1,000 0,685 

Attitudes associées au com-

portement entrepreneurial 

1,000 0,716 

Extraction Method: Principal Component Analysis. 

 Data Sources : Compiled by the authors. 

Communalities measure the proportion of a variable's variance that is 

explained by the extracted factors. A high value indicates that the varia-

ble is well represented in the factorial solution.  

- Entrepreneurial intention : 0.851 → Indicates that this variable is 

strongly explained by the extracted factors.   

- Perception of behavioral control : 0.667 → This variable is also well 

represented, but with a slightly lower contribution. 

- Subjective norms : 0.685 → A good representation of this variable 

by the factors.   

- Attitudes associated with entrepreneurial behavior : 0.716 → This 

variable is also well captured by the factor analysis.   

All variables have a communality of over 0.5, meaning that they are 

well taken into account in the factor analysis and make a relevant contri-

bution to the structure of the factors identified. 



Table 5. Total variance 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 1,839 45,969 45,969 1,839 45,969 45,969 1,780 44,506 44,506 

2 1,080 26,990 72,960 1,080 26,990 72,960 1,138 28,453 72,960 

3 0,632 15,792 88,751       

4 0,450 11,249 100,000       

Extraction Method: Principal Component Analysis, 

Data Sources : Compiled by the authors. 
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Factor analysis extracted two principal components, together explaining 

72.96% of the total variance in the data. The distribution of variance is 

as follows :   

- First factor : 45.969% of total variance, This factor explains a sig-

nificant proportion of the variance of the variables, and groups to-

gether those that are most correlated. 

- Second factor : 26.990% of total variance, indicating that it also 

contributes significantly to explaining relationships between vari-

ables.  

- The following factors (third and fourth) have eigenvalues below 1, 

meaning that they explain only a small proportion of the variance 

and are therefore not included in the factor analysis.
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The fact that two factors explain more than 70% of the total variance 

is a good indicator of model quality, as it means that most of the infor-

mation contained in the initial variables is captured by these two main 

dimensions. 

Table 6. Rotation of matrix components 
Rotation Composant Matrixa 

Composant 

 1 2 

Entrepreneurial intention 0,058 0,920 

Perceived behavioral control 0,741 -0,343 

Subjective norms 0,817 0,132 

Attitudes associated with entrepreneurial be-

havior 

0,749 0,394 

Extraction Method: Principal Compo

Rotation Method: Varimax with Kaise

nent Analysis, 

r Normalization, 

a, Rotation converged in 3 iterations, 

Data Sources : Compiled by the authors. 



Table 8. Transformation of matrix components 
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Table 7. Matrix components 
Composant Matrixa 

Composant 

 1 2 

Entrepreneurial intention 0,312 0,868 

Perceived behavioral control 0,616 -0,536 

Subjective norms 0,821 -0,100 

Attitudes associated with entrepreneurial 

behavior 

0,829 0,171 

Extraction Method: Principal Component Analysis, 

a, 2 components extracted, 

Data Sources : Compiled by the authors. 

Composant Transformation Matrix 

Composant 1 2 

1 ,961 ,278 

2 -,278 ,961 

Extraction Méthode : Principal Composant Analysis. 

Rotation Méthode : Varimax with Kaiser Normalization. 

 Data Sources : Compiled by the authors. 

By extracting and rotating the principal components, we can identify the 

relationships between the variables and the underlying factors. Analysis 

of the rotated component matrix (Varimax) yields the following results :   

• First factor (F1) : This factor groups together the following 

variables :   

- Perception of behavioral control (0.741) 

- Subjective norms (0.817) 

- Attitudes associated with entrepreneurial behavior 

(0.749) 

This first factor seems to represent the cognitive and social determinants 

of entrepreneurial intention, i.e. individual beliefs about feasibility and 

social support for entrepreneurship.   

• Second factor (F2) : This factor is strongly correlated with a 

single variable :  

- Entrepreneurial intention (0.920) 
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This suggests that entrepreneurial intention is a distinct outcome, influ-

enced by but not merging with the elements of the first factor.   

Analysis of the component transformation matrix confirms that these 

two factors are well separated, and that they jointly explain the underly-

ing structure of the data. 

Figure 4. Scree Plot

Data Sources : Our SPSS 27 analyses. 

The Scree Plot represents the progression of eigenvalues in relation to 

the number of principal components extracted during Principal Compo-

nent Analysis (PCA).  This diagram helps determine the ideal number of 

factors to retain, based on their ability to account for variation in the data.  

The horizontal axis indicates the number of principal components, while 

the vertical axis shows the eigenvalue associated with each component.  

The curve joining the points shows a gradual reduction in eigenvalues as 

you progress through the components. 

One of the essential elements of this graph is the detection of the in-

flection point, also known as the elbow method.  This point marks the 

area where the curve undergoes an abrupt transition in slope, signaling 

that the addition of additional components contributes only a minimal 

amount to the explanation of variance. In this specific situation, the first 
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component has an eigenvalue greater than 2, indicating that it accounts 

for a significant proportion of the variance in the data.  The second com-

ponent has an eigenvalue slightly greater than 1, which also explains its 

presence in the analysis.  However, from the third component onwards, 

the eigenvalues start to fall below 1, indicating that they make a minimal 

contribution to explaining the overall variance. 

According to Kaiser's rule, only those components whose eigenvalue 

exceeds 1 should be retained. In this context, this indicates that the first 

two principal components should be retained.  Furthermore, the elbow 

approach validates this assessment, since a significant drop in the curve 

occurs after the second component, indicating that incorporating more 

elements would not contribute significantly to a better explanation of the 

data. 

In conclusion, the analysis of this Scree Plot indicates that two major 

factors are sufficient to account for the majority of the variance in the 

data.  This is in line with the factor analysis performed, showing that 

these two elements explain approximately 72.96% of the total variance.  

Consequently, rather than taking into account all the initial variables, it 

is advisable to focus on these two major dimensions, which enables a 

more efficient and condensed representation of the information. 
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Figure 5. Component diagram in rotated space

Data Sources : Our SPSS 27 analyses. 

The rotated-space component diagram shows the distribution of varia-

bles on the first two principal components following factorial rotation.  

This illustration is essential for grasping the links between variables and 

detecting conceptual groupings.  The horizontal axis illustrates the first 

principal component, while the vertical axis depicts the second principal 

component.  Each element of the diagram represents a variable under 

analysis, and its location is defined by its factor loadings on these two 

dimensions. 

Analysis of the graph shows that certain variables group together ac-

cording to their relationship with the major components. Entrepreneurial 

intention is strongly associated with the second component, implying 

that it is largely defined by this factor. Conversely, attitudes related to 

entrepreneurial behavior, subjective norms and perceived behavioral 

control are all strongly connected to the first component. This arrange-

ment suggests that the latter three variables share a common variance 

linked to a specific aspect. 

Analysis of the groupings reveals the presence of two underlying di-

mensions.  The first component could be seen as a cognitive and social 

dimension, encompassing attitudes, personal norms and perceived con-

trol over behavior, essential elements of the theory of planned behavior 
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as it relates to entrepreneurship.  As for the second component, it appears 

to be more closely associated with entrepreneurial intention, indicating 

that it is influenced by factors other than those linked to the first compo-

nent. 

In summary, this diagram highlights a clear separation between ele-

ments affecting entrepreneurial intention and those related to underlying 

beliefs and attitudes. Interpretation of the data is enhanced by factorial 

rotation, as it highlights the precise contributions of the variables to the 

different components. This factorial model supports the idea that entre-

preneurial intention stems from specific determinants, which are both 

distinct from and related to cognitive and social factors. 

5 Discussion 

The results obtained through factor analysis and Principal Component 

Analysis (PCA) confirm the hypotheses formulated on the basis of 

(Ajzen, 1991) theory of planned behavior, while paving the way for fur-

ther reflection on their significance in the Moroccan context. These ob-

servations are also in line with more recent analyses by (Shirokova et al., 

2016), which highlight the importance of contextual factors (institu-

tional, educational, social) in transforming intention into action. In 

emerging countries, these dynamics are amplified by uncertain environ-

ments, where entrepreneurial intention is highly dependent on perceived 

opportunities and social support. 

On the one hand, the significant impact of entrepreneurial attitudes on 

the intention to set up a business shows that a favorable perception of 

entrepreneurship as a source of autonomy, personal success or innova-

tion is a major motivational lever. This finding is in line with the work 

of (B. Bird 1988) and (N. F. Krueger & Carsrud, 1993), and underlines 

the need to act upstream, notably through entrepreneurial education, to 

nurture these positive representations right from university cycles. 

On the other hand, subjective norms, which reflect the influence of the 

gaze of those close to us, also appear to be a key determinant. This role 

of social support is particularly salient in a society where the collectivist 

culture reinforces the importance of family approval. So, although 

(Ajzen, 1991) model focuses on individual determinants, these results 

call for a culturalized re-reading of its variables, taking into account the 

weight of family, community and religious dynamics in entrepreneurial 

decisions in Morocco. Similarly, the perception of behavioral control, 
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i.e. confidence in one's skills and access to resources, is central to the 

triggering of entrepreneurial intention. This perceived feasibility, already 

highlighted in (Shapero & Sokol, 1982)‘s model, nevertheless needs to 

be placed in its structural environment: lack of access to finance, red tape 

and inadequate institutional support concretely limit young entrepre-

neurs’ ability to act. Moreover, (Amorós et al., 2021) point out that in 

emerging economies, entrepreneurial intentions are particularly sensitive 

to the perceived quality of the entrepreneurial environment (access to 

financing, regulatory stability, presence of incubators). In this sense, 

public policies must play a structuring role to provide an environment 

perceived as “feasible”. 

Although the models of (Ajzen, 1991) (Theory of Planned Behavior) 

and (Shapero & Sokol, 1982) are widely used to explain entrepreneurial 

intention, their application in the Moroccan context has certain limita-

tions. For example, these models focus on individual factors such as at-

titude, perceived control or feasibility, while neglecting specific cultural 

dimensions such as the role of the extended family, which is highly in-

fluential in business decisions in Morocco. Furthermore, access to fi-

nance, which is often informal or dependent on relational networks, is 

rarely taken into account in these theoretical approaches. Similarly, a 

major criticism lies in the lack of cultural appropriateness of the models. 

(Ajzen, 1991) model, based on an individualist perspective, may not ac-

curately reflect the dynamics of a collectivist society like Morocco's, 

where social norms and community expectations have a decisive influ-

ence on entrepreneurial choices. It would therefore be appropriate to re-

examine the validity of these models, or to adapt them to take account of 

the specificity of the Moroccan socio-cultural context. 

In addition, certain limitations of the study deserve to be discussed. 

The size of the sample (91 participants) and the method of selection by 

convenience restrict the representativeness of the results. In addition, the 

high proportion of men (72.53%) and the geographical concentration in 

economically dynamic areas (notably Agadir and Casablanca) introduce 

a bias that could under-represent female and rural experiences. A more 

balanced consideration of these marginalized profiles would enrich our 

understanding of entrepreneurial dynamics in all their diversity. 

Finally, putting the results into perspective with studies carried out in 

other emerging countries (such as Tunisia, Senegal or India) highlights 

the specificity of the Moroccan context, in particular the amplified role 

of the extended family in decision-making processes. These international 
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comparisons offer valuable insights into the cultural regularities and par-

ticularities of entrepreneurial intention. For example, the work of (Abaho 

et al., 2015) in Uganda highlights the structuring role of entrepreneurial 

training on the intentions of young graduates, while (Dvouletý et al., 

2021) emphasizes the impact of targeted government policies on busi-

ness creation in Eastern Europe. In terms of practical implications, this 

research makes it possible to formulate concrete recommendations : de-

velop entrepreneurship training starting at university, create regional in-

cubators to strengthen access to resources, introduce tax incentive 

schemes, and integrate families into awareness-raising schemes to foster 

a social environment conducive to initiative-taking. These actions could 

help strengthen Morocco's entrepreneurial ecosystem in a more inclu-

sive, sustainable and culturally appropriate way. 

6 Conclusion 

The aim of this research was to examine the impact of attitudes, subjec-

tive norms and perceived behavioral control on the entrepreneurial in-

tention of Moroccan graduate entrepreneurs. Factor analysis and Princi-

pal Component Analysis (PCA) confirmed the validity of the hypotheses 

posed. 

Firstly, it was shown that entrepreneurial attitudes have a crucial im-

pact on the development of entrepreneurial intention. Subsequently, the 

analysis underlined the considerable influence of subjective norms, high-

lighting the essential role of social support and encouragement in the de-

cision to start a business.  Finally, the perception of behavioral control 

proved to be an essential element, demonstrating that belief in one's own 

abilities and access to resources have a direct influence on the motivation 

to undertake entrepreneurial activity. 

These conclusions are in line with the theoretical framework of 

(Ajzen, 1991) model of planned behavior, thus attesting to its suitability 

in the Moroccan entrepreneurial context. They also underline the im-

portance of psychological and social elements in entrepreneurial dyna-

mism.  From a practical point of view, these results indicate the im-

portance of increasing entrepreneurial awareness and education initia-

tives, with a focus on behavioral change, appreciation of social support 

and honing the skills of future entrepreneurs. 
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Ultimately, this study contributes to a better understanding of the pro-

cesses underlying entrepreneurial intention. However, future research 

could enrich these results by integrating other contextual factors such as 

the economic context, government policies or access to finance. This 

would provide a more comprehensive understanding of the factors influ-

encing entrepreneurship in Morocco. 
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