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Abstract

Purpose: This study explores the influence of five variables—entrepreneurial education, self-efficacy, personal attitude, social
norms, and perceived behavioral control on the entrepreneurial intentions of art students at a university in Hubei, China. The focus
is particularly on identifying which factors significantly affect these intentions. Research design, data and methodology:
Employing a mixed-method approach, the research collected data from 60 students using quantitative surveys and qualitative
interviews. Multiple linear regression analysis was utilized to determine the impact of each variable on entrepreneurial intentions.
All participants were involved in a 14-week strategic intervention program, with data from pre- and post-intervention analyzed
through paired-sample t-tests. Results: The regression analysis revealed that all five independent variables significantly
influenced entrepreneurial intention, with self-efficacy exhibiting the strongest effect. Entrepreneurship education, social norms,
and perceived behavioral control also showed significant positive relationships, while personal attitude had the weakest yet still
significant impact. The model demonstrated a strong explanatory power with low multicollinearity, highlighting the critical role
of psychological and social factors in shaping entrepreneurial intention. Conclusions: Educational institutions can leverage these
insights to design interventions that effectively cultivate an entrepreneurial mindset, especially focusing on boosting self-efficacy

among students in creative fields.
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1. Introduction

Huanggang Normal University, located in Hubei
Province, has actively promoted entrepreneurship
education among art students in alignment with
national policies such as the “Mass Entrepreneurship
and Innovation” initiative. However, despite these
efforts, art students often face significant barriers to
entrepreneurial success, including limited practical
training and inadequate exposure to entrepreneurial
opportunities. The lack of hands-on experience
restricts their ability to develop essential business
acumen, such as financial planning, marketing
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strategies, and risk assessment, leading to reduced
confidence in launching and sustaining a business.
Additionally, minimal industry exposure means these
students struggle to build professional networks and access
market opportunities, which are critical for transforming
creative ideas into viable ventures. These factors contribute
to weaker entrepreneurial intentions, as students may
perceive entrepreneurship as too risky or unattainable given
their skill gaps. Despite extensive research on
entrepreneurship education, the unique challenges faced by
art students in China’s sociocultural and economic context
remain underexplored. This study seeks to address this gap
by examining the psychological and social factors
influencing entrepreneurial intentions among art students in
Hubei.
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Entrepreneurship has become a critical focus in
academic and practical discourse over the past few decades
(Hindle & Moroz, 2009; Potishuk & Kratzer, 2017).
Entrepreneurship education aims to enhance entrepreneurial
intentions—defined as an individual's readiness to initiate a
new venture—has been widely studied since its formal
inception in the U.S. and Europe in the 1970s. In China, its
development gained momentum in the early 1990s,
culminating in the 2014 “Mass Entrepreneurship and
Innovation” initiative, which emphasized fostering
entrepreneurial skills in higher education (Jing et al., 2015).
Over the years, universities worldwide have implemented
courses to cultivate students’ entrepreneurial attitudes,
skills, and capabilities (Dickson et al., 2008; Katz, 2008;
Peterman & Kennedy, 2003). While research generally
highlights the positive impact of entrepreneurship
education, some studies (Krueger & Brazeal, 1994; Pittaway
& Cope, 2007) present mixed findings, suggesting that self-
efficacy, personal attitudes, social norms, and perceived
behavioral control may mediate these effects (Wilson et al.,
2007).

In China, art and design students encounter unique
obstacles in entrepreneurship due to the specialized nature
of their creative disciplines. In Hubei Province, known for
its dense concentration of higher education institutions, art
students often lack access to structured entrepreneurial
training and mentorship, limiting their ability to develop the
necessary business strategies and problem-solving skills.
This deficit not only affects their decision-making
confidence but also reduces their ability to assess market
demand, identify business opportunities, and manage
financial risks. Moreover, traditional arts education in China
prioritizes technical and creative proficiency over
entrepreneurial competencies, leaving many students

unprepared for the commercial aspects of creative industries.

Weak industry linkages and limited real-world exposure
further hinder their network-building efforts and access to
funding or startup resources (Zhao et al., 2022). At the same
time, the growing creative economy, particularly in fields
like digital media, service design, and user experience,
demands interdisciplinary skills that merge creativity with
entrepreneurial thinking (Hu et al., 2021). However, due to
a lack of structured entrepreneurial guidance, many art
students struggle to commercialize their artistic talents and
sustain competitive enterprises. Existing research has
predominantly focused on business or engineering students,
leaving a critical gap in understanding how entrepreneurship
education, self-efficacy, personal attitudes, social norms,
and perceived behavioral control influence entrepreneurial
intentions among art students.

This research aims to bridge this gap by focusing on art
students in Hubei, offering empirical insights into the factors
that drive or hinder their entrepreneurial aspirations. The
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findings will help design tailored educational interventions
to strengthen the entrepreneurial competencies of art
students, ensuring they are equipped with the necessary
business knowledge, strategic thinking, and risk-taking
abilities. Furthermore, this study offers practical
implications for policymakers, educators, and university
administrators, guiding the development of more effective
curricula, mentorship programs, and institutional support
systems to foster innovation and economic growth within
China’s creative industries.

2. Literature Review
2.1 Entrepreneurship Education

Entrepreneurship education equips individuals with the
skills, competencies, and values necessary to identify
business opportunities and launch successful ventures
(Manimala & Thomas, 2017). It emphasizes risk
management and supports the growth of enterprises from
inception to maturity (Gorman et al., 1997). Research has
extensively examined its global developmental stages,
particularly within university settings, focusing on
pedagogical approaches, curriculum integration, and
experiential learning (Charney & Libecap, 2000; Plaschka
& Welsch, 1990).

However, the effectiveness of entrepreneurship
education is often contingent on its ability to enhance self-
efficacy, a psychological factor that determines whether
individuals feel capable of overcoming challenges in
entrepreneurial ventures. Studies suggest that well-designed
educational interventions, such as hands-on business
simulations, mentorship, and networking opportunities, can
significantly = enhance students’ self-efficacy, thus
strengthening their entrepreneurial intentions (Newman et
al., 2019; Nowinski et al., 2019). Yet, research remains
limited on how such interventions apply to students in
creative fields like art and design, where entrepreneurial
competencies must align with artistic skills (Ramadani et al.,
2022). While universities worldwide have implemented
entrepreneurship courses, existing studies primarily focus
on business and STEM students, with minimal exploration
of how entrepreneurship education can be tailored to meet
the needs of creative industries (Schlesinger et al., 2022).
Hence, the following hypothesis is formalized:

H1: Entrepreneurship education has a significant impact
on entreprencurial intention
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2.2 Self-efficacy

Self-efficacy, rooted in Bandura’s social cognitive theory,
refers to an individual’s belief in their ability to perform
specific tasks effectively, thereby influencing their actions
and outcomes (Kurbanoglu, 2004). It enhances persistence,
confidence, and optimism—qualities essential for
entrepreneurial success (Oyugi, 2015). Notably, self-
efficacy is not only a determinant of entreprenecurial
behavior but also a key outcome of entrepreneurship
education. Educational programs that incorporate
experiential learning, mentorship, and real-world business
challenges have been shown to boost self-efficacy, making
individuals more likely to develop and act upon
entrepreneurial intentions (Barba-Sanchez & Atienza-
Sahuquillo, 2018; Shi et al., 2020).

Despite extensive research on self-efficacy in
entrepreneurship, most studies have focused on general
business contexts, leaving a gap in understanding how self-
efficacy develops within creative industries (Fang et al.,
2023). Artists and designers may have high creative self-
efficacy but low business self-efficacy, impacting their
entrepreneurial confidence. More research is needed to
explore how entrepreneurship education can specifically
address this imbalance, ensuring that creative students gain
the necessary business acumen to complement their artistic
talents. Hence, the following hypothesis is formalized:

H2: Self-efficacy has a significant impact on
entrepreneurial intention.

2.3 Personal Attitude

Personal attitudes, defined as emotions or thought
patterns influencing behavior, consist of cognitive,
emotional, and behavioral components shaped by social
experiences and environmental factors (Lukas et al., 2020).
Studies indicate that positive personal attitudes toward
entrepreneurship ~ are  significant  predictors  of
entrepreneurial intention (Krueger & Brazeal, 1994).
However, these attitudes do not develop in isolation—they
are influenced by self-efficacy, social norms, and perceived
behavioral control (Ajzen, 1991).

Recent research has explored how entrepreneurship
education can modify students’ attitudes by challenging risk
aversion and fostering opportunity recognition (Shirokova
et al., 2022). However, studies on personal attitudes toward
entrepreneurship in creative disciplines remain scarce.
Many art students struggle with the perception that
entrepreneurship contradicts artistic integrity, further
discouraging their entrepreneurial ambitions (Gangi, 2023).
Future research should examine how targeted educational
interventions can reshape personal attitudes, reinforcing the
alignment between creativity and business acumen. Hence,
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the following hypothesis is formalized:
H3: Personal attitude has a significant impact on
entrepreneurial intention.

2.4 Social Norms

Social norms, categorized as descriptive (what people do)
and injunctive (what others believe one should do),
influence behavior within cultural contexts (Cialdini et al.,
1990). In entrepreneurship, social norms can serve as either
catalysts or barriers to business creation, depending on
whether society encourages or discourages entrepreneurial
risk-taking (Lifian & Chen, 2009).

Prior studies indicate that family, peers, and institutional
support shape entrepreneurial intentions by reinforcing or
undermining the perceived desirability of entrepreneurship
(Shi & Wang, 2023). However, existing research tends to
focus on business-oriented students, with limited insights
into how social norms impact entrepreneurial intentions in
creative industries. For instance, art students may face social
pressures that prioritize artistic careers over entrepreneurial
endeavors, reducing their likelihood of pursuing business
ventures. Further research should explore how shifting
cultural perceptions of creative entrepreneurship can
encourage more artists to engage in business activities
(Kraus et al., 2022). Hence, the following hypothesis is
formalized:

H4: Social norms have a significant impact on
entrepreneurial intention.

2.5 Perceived Behavioral Control

Perceived Behavioral Control (PBC), a core element of
the Theory of Planned Behavior (TPB), represents an
individual’s self-assessment of their ability to perform a
behavior successfully (Ajzen, 1991). Unlike self-efficacy,
which focuses on belief in personal ability, PBC also
accounts for external factors, such as access to resources,
mentorship, and financial constraints.

Research indicates that PBC influences entrepreneurial
decision-making by determining whether individuals feel
capable of starting a business given their perceived internal
and external limitations (Gul et al., 2023). However, few
studies examine PBC in the context of creative
entrepreneurship, where external factors—such as market
unpredictability, funding availability, and industry
gatekeeping—play a crucial role (Elia et al., 2023). A deeper
understanding of how PBC interacts with entrepreneurial
education and social norms could help identify strategies to
strengthen students’ confidence in launching creative
enterprises. Hence, the following hypothesis is formalized:

HS5: Perceived behavior control has a significant impact
on entrepreneurial intention.
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2.6 Entrepreneurial Intention

Entrepreneurial intention refers to an individual’s
conscious state of mind that directs their focus, experiences,
and actions toward starting a business (Krueger & Brazeal,
1994). Entrepreneurial intentions are shaped by a complex
interplay of personal attitudes, self-efficacy, social norms,
and perceived behavioral control (Kautonen et al., 2015).
While the Theory of Planned Behavior (TPB) emphasizes
cognitive and environmental influences, Social Cognitive
Theory (SCT) highlights the role of observational learning,
suggesting that exposure to entrepreneurial role models can
significantly impact students’ entrepreneurial aspirations
(Bayron, 2013).

Despite extensive research on entrepreneurial intention,
existing studies often overlook the specific challenges faced
by art students, who may struggle with business confidence
despite strong creative skills (Brown et al., 2023). As
entrepreneurship is increasingly recognized as a viable
career path within the creative economy, future research
should focus on designing interventions that bridge the gap
between artistic expertise and entrepreneurial capability.
Universities play a crucial role in fostering this transition by
offering targeted programs that align business knowledge
with creative practice.

3. Research Methods and Materials
3.1 Research Framework

This research framework is grounded in Ajzen's (1991)
Theory of Planned Behavior (TPB), which posits that
entrepreneurial actions are driven by entrepreneurial
intentions. These intentions are influenced by personal
attitudes toward entrepreneurship, perceived behavioral
control, and social norms. Krueger and Carsrud (1993)
further emphasized that attitudes and control mechanisms
shape intentions, which ultimately lead to entrepreneurial
behaviors. Additional elements were integrated with TPB,
such as entrepreneurship education and self-efficacy to
explore the entrepreneurial intentions of art students in
Hubei, China.

Several theoretical frameworks underpin this research.
Paliwal et al's (2022) model demonstrates that
entrepreneurship education directly influences
entrepreneurial intentions and indirectly impacts creativity
and motivation. Duong and Le (2021) highlight self-
efficacy's role in entrepreneurial intentions, noting its
connection to desirability, feasibility, and even ADHD-
related traits. Hasani et al.'s (2023) framework integrates
personal attitudes, subjective norms, and perceived
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behavioral control as key drivers of entrepreneurial
intentions. Social norms, as discussed by Cialdini et al.
(1990) and explored by Naznen et al. (2023), also shaped by
family, peers, and mentors, influence entrepreneurial
activities, particularly in social entrepreneurship. By
combining these perspectives, this study offers a
comprehensive framework for analyzing the entrepreneurial
intentions of art students in China as illustrated in figure 1.
It determines the relationship between education, self-
efficacy, personal values, and social norms, providing an
understanding of how entrepreneurial intentions are formed.

Entrepreneurial

Education
H1
Self-Efficacy
H2
H3 : »
Personal Attitude ntrepreneuria
H4 Intention
Social Norms H3

Perceived Behavior
Control

Figure 1: Research Framework
3.2 Research Methodology

The research process was conducted in four stages to
examine entrepreneurial intentions using a mixed-methods
approach. Quantitative methods, like surveys, measured
variables such as self-efficacy and social norms, while
qualitative interviews provided deeper insights into students’
experiences and contextualized the findings.

The first stage, a pilot survey was conducted with 30
randomly selected students to test the clarity and reliability
of the questionnaire. Feedback from participants was used
to refine the survey instrument.

In the second stage, the refined survey was distributed to
60 students across different academic levels in both print
and online formats. Quantitative analysis was conducted
using multiple linear regression to test the conceptual
framework, with significance determined at a p-value of <
0.05.

The third stage, a structured educational intervention,
workshops, mentorship sessions, and business simulations
aimed at enhancing students' entrepreneurial skills. The
strategic plan (SP) focused on risk management, resource
allocation, and peer mentoring, and creative
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entrepreneurship strategies. Ethical approval was obtained
from the university ethics committee. Participants provided
informed consent, and all data were kept confidential and
anonymized to protect student privacy. Participation was
voluntary, and students could withdraw at any stage without
consequences.

After completing the SP, a follow-up survey was
conducted with the same 60 students. Paired-sample t-tests
were used to compare pre- and post-intervention results,
assessing changes in entrepreneurial intentions and the
effectiveness of the SP. To complement survey data, semi-
structured interviews were conducted with the students to
explore their perceptions of entrepreneurship, challenges
faced, and the impact of the intervention. Interview
questions were developed based on prior qualitative
research on entrepreneurial education and validated through
expert review. This four-stage process ensured a
comprehensive and robust analysis of the factors influencing
entrepreneurial intentions among art students.

3.3 Population and Sample Size

3.3.1 Research Population

The research population consisted of 60 art students
from Huanggang Normal University, China, including a
diverse group across academic levels, lower-grade students,
higher-grade students, and graduates. The aim was to collect
comprehensive data on entrepreneurial intentions within this
population, particularly assessing the impact of
entrepreneurship education. Recruitment was facilitated
through faculty recommendations and department heads,
ensuring a representative sample reflective of various
academic experiences and entrepreneurial exposure.

3.3.2 Sample Size

According to literature, a sample size of 30 to 500
participants is typically adequate for research of this kind.
For this study, 60 students were selected to provide a balance
between manageability and statistical significance. The
group was divided into 15 lower-grade students, 22 higher-
grade students, and 23 graduates. These groups were chosen
to offer a comprehensive overview of entrepreneurial
intentions across different academic stages. The sample size
was justified based on the specific needs of the study,
particularly the necessity to evaluate educational
interventions and their effects across a stratified population
of students.

3.3.2 Sampling Procedure

The researcher conducted three sampling stages to
ensure comprehensive data collection. First, a pilot test was
conducted with 30 randomly selected students who provided
feedback on the clarity and relevance of the survey questions,
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which was then used to refine the instrument. Second, a pre-
survey was carried out with 60 students from various
academic levels, including lower-grade students, higher-
grade students, and graduates. Surveys were distributed both
online and in print, and all 60 responses were validated for
analysis. Finally, during the SP phase, the same 60 students
voluntarily participated in workshops and mentoring
sessions aimed at enhancing their entrepreneurial skills and
intentions.

3.4 Research Instruments

3.4.1 Questionnaire Design

The survey questionnaire was carefully designed
following a systematic process. First, questionnaire items
were sourced from validated instruments, such as Amundsen
and Martinsen (2015), to ensure accuracy and reliability.
These items were then adjusted to align with the educational
context of Chinese university students, ensuring relevance
to the target population. To validate the questionnaire items,
the Index of Item-Objective Congruence (IOC) was
implemented. Five independent experts, including one Thai
professor and four Chinese professors, reviewed each item
and rated its relevance using a scale of +1 (congruent), 0
(questionable), and -1 (incongruent). All items scored above
0.67, meeting the criteria for retention.

The questionnaire consisted of three main sections. The
first section included screening questions to filter out
respondents who did not fit the target research population.
The second section collected basic demographic
information, such as gender, age, and birthplace. The third
section contained the main survey questions aimed at
measuring key variables, including entrepreneurship
education, self-efficacy, personal attitude, social norms,
perceived behavioral control, and entrepreneurial intentions.
These variables were assessed using a Likert scale to capture
participants' responses effectively.

3.4.2 Reliability and Validity

A pilot study was conducted to test the reliability and
validity of the questionnaire. A total of 30 students were
randomly selected to participate, and their feedback was
used to finalize the survey instrument. The pilot
questionnaire included 25 items covering six key constructs:
entrepreneurship education, self-efficacy, personal attitude,
social norms, perceived behavioral control, and
entrepreneurial intentions. Cronbach’s Alpha was used to
evaluate the internal consistency of the constructs, and all
results indicated good to excellent reliability from its value
> 0.7 (Nunnally & Bernstein, 1994).

The Cronbach’s Alpha values for each construct were as
follows: entrepreneurship education (0.815), self-efficacy
(0.822), personal attitude (0.798), social norms (0.878),
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perceived behavioral control (0.902), and entrepreneurial
intentions (0.812). These results shown in Table 1 confirmed
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Table 3: The multiple linear regression of five independent
variables on Entrepreneurial intention

the questionnaire’s reliability and internal consistency, . e p- )
. . e 1 g Variable Coefficients | t-value VIF R
ensuring its suitability for use in the full-scale study. Beta Value value
Entrepreneurship 0.231 7.476 | 0.006 1.09 | 0.773
Table 1: Pilot Test Result Education
Variable No. of | Cronbach’s | Strength of Self-efficacy 0.301 10.203 | 0.003 1.04
Items Alpha Association Personal Attitude 0.161 5476 | 0.011 1.14
Entrepreneurship Education 5 0.815 Good Social Norms 0.211 6.719 | 0.007 1.20
Self-efficacy 4 0.822 Good Perceived 0.212 6.893 | 0.007 1.22
Personal Attitude 4 0.798 Good Behavior Control
Social Norms 4 0.878 Good Note: p-value <0.05*
Perceived Behavior Control 4 0.902 Excellent
Entrepreneurship Intention 4 0.812 Good As illustrated in Table 3, the regression analysis provided

4. Results and Discussion
4.1 Demographic Profile

The study included a total of 60 participants, comprising
35 males (57.7%) and 25 females (42.3%), reflecting a
relatively balanced gender distribution. In terms of age, the
majority of participants (46.8%) were between 20 and 25
years old, followed by 34.3% who were over 25 years old,
and 18.9% who were below 20 years old. Regarding
academic standing, the participants were categorized into
three groups: 15 students (25.3%) were in lower academic
grades, 22 students (36.3%) were in higher academic grades,
and 23 participants (38.4%) were graduates. This
distribution ensured a diverse representation across different
academic levels, providing insights into how entrepreneurial
intentions evolve throughout students' academic journeys.

Table 2: Demographic Profile

Research Population and SP ST T
Participants (N=60)
Gender Male 35 57.7
Female 25 42.3
Age <20 years old 11 18.9
20 — 25 years old 28 46.8
> 25 years old 21 34.3
Grade Lower grade 15 25.3
Higher-grade 22 36.3
Graduates 23 384

4.2 Multiple Linear Regression

The present study employed Multiple Linear Regression
(MLR) analysis to explore the relationships between five
independent variables—Entrepreneurial Education, Self-
Efficacy, Personal Attitude, Social Norms, and Perceived
Behavioral Control—and their effect on the dependent
variable, Entrepreneurial Intention. The sample consisted of
60 art students from Huanggang Normal University.

insights into how these five independent variables relate to
the intention to engage in entrepreneurial activities among
the participants. The analysis revealed a substantial R value
of 0.773, suggesting that the combination of these
independent variables explains 77.3% of the variance
observed in Entrepreneurial Intention. This high percentage
indicates a strong relationship between the independent
variables and the desire to pursue entrepreneurship.
Additionally, the statistical significance of the results, with
a p-value of less than 0.05, confirms that each of the
independent variables, namely Entrepreneurial Education,
Self-Efficacy, Personal Attitude, Social Norms, and
Perceived Behavioral Control has a meaningful impact on
Entrepreneurial Intention. Self-Efficacy emerged as the
most influential factor, contributing approximately 30% to
the intention to engage in entrepreneurial endeavors. This
finding underscores the critical role that self-efficacy plays
in shaping students' entrepreneurial aspirations.

Furthermore, the multicollinearity tests on five
independent variables, EE, SE, PA, SN and PBC. The
Variance Inflation Factor (VIF) coefficients of each variable
are respectively at 1.09, 1.04, 1.13, 1.20 and 1.22. The
results are all less than 5, indicating that there is no
multicollinearity between the five variables (Hair et al.,
1995). To sum up, after the testing by MLR, results
supported all five proposed hypotheses to proceed with
educational intervention stage of strategic plan.

4.3 Strategic Plan

The 20-week Strategic plan (SP) is based on quantitative
and qualitative data collected in the Pre-SP phase to achieve
the purpose of this study, namely, to improve students'
Entreprencurial Education, Self-Efficacy, Personal Attitude,
Social Norms, and Perceived Behavioral Control, thereby
increasing students' Entrepreneurial Intention. The
researchers illustrate SP in chronological order, as shown in
Figure 2.
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Later Stage to SP (13-20 weeks)

Main Activities:

Figure 2: Strategic Plan

The strategic plan included workshops on risk
management, resource allocation, and peer mentoring.
Additionally, semi-structured interviews with the target
students were conducted to provide qualitative insights,
allowing for thematic analysis to contextualize the statistical
findings. Ethical approval was obtained from the university
ethics committee, and all data were anonymized to protect
participant  confidentiality. Post-intervention analysis
showed a notable improvement in students’ self-confidence
and entrepreneurial skills.

4.3 Pre-SP and Post-SP Comparison Results

The researchers performed a paired sample T-test
analysis for independent variables to determine whether
there were differences in Entrepreneurial Intention during
the pre-SP and post-SP phases. This statistical test assessed
whether students’ perceptions and entrepreneurial
competencies significantly improved after participation.
The results (p < 0.001 across all variables) confirmed a
significant positive impact on students' entrepreneurial
education, self-efficacy, personal attitudes, social norms,
perceived behavioral control, and overall entrepreneurial
intention. Table 4 summarizes the analysis result of five
variables by paired sample T-test:

Table 4: Paired-sample T-test Results

Variable | Mean | SD [ t-value | p-value
Entrepreneurial Education

Pre-EE 3.14 0.989

Post-EE 434 | 1a43 | /730 | <0001
Self-efficacy

Pre-SE 2.66 0.799

Post-SE 4299 | 1492 | 8867 | <0.001
Personal Attitude

Pre-PA 3.56 0.822

Post-PA 4259 | 13 | 1% | <0001
Social Norms

Pre-SN 3.06 0.846

Post-SN 4175 | Logo | /826 | <000
Perceived Behavioral Control

Pre-PBC 323 0.979

Post-PBC 2386 | 147 | 286 | <0001
Entrepreneurial Intention

Pre-EI 3.36 1.261

Post-El 4342 | Lz | &7 | <0001
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Entrepreneurial Education: The analysis demonstrates
that there was a significant increase between pre-EE
(M=3.14, SD=0.989) and post-EE (M=4.34, SD=1.143)
phase, with p<0.001. The positive and significant mean
difference at 1.2 confirms the effectiveness of strategic plan.

Self-efficacy: The analysis demonstrates that there was
a significant increase between pre-SE (M=2.66, SD=0.799)
and post-SE (M=4.299, SD=1.491) phase, with p<0.001.
The positive and significant mean difference at 1.639
confirms the effectiveness of strategic plan.

Personal Attitude: The analysis demonstrates that there
was a significant increase between pre-PA (M=3.56,
SD=0.822) and post-PA (M=4.259, SD=1.113) phase, with
p<0.001. The positive and significant mean difference at
0.699 confirms the effectiveness of strategic plan.

Social Norms: The analysis demonstrates that there was
a significant increase between pre-SN (M=3.06, SD=0.846)
and post-SN (M=4.175, SD=1.079) phase, with p<0.001.
The positive and significant mean difference at 1.115
confirms the effectiveness of strategic plan.

Perceived Behavioral Control: The analysis
demonstrates that there was a significant increase between
pre-PBC (M=3.23, SD=0.979) and post-PBC (M=4.386,
SD=1.487) phase, with p<0.001. The positive and
significant mean difference at 1.156 confirms the
effectiveness of strategic plan.

Entrepreneurial Intention: The analysis demonstrates
that there was a significant increase between pre-EI
(M=3.36, SD=1.261) and post-EI (M=4.342, SD=1.113)
phase, with p<0.001. The positive and significant mean
difference at 0.982 confirms the effectiveness of strategic
plan.

This progression suggests that the strategic planning
interventions  were effective in  enhancing the
entrepreneurial behavior and skills of the participants,
especially in self-confidence, affirming the success of the SP
in fostering key entrepreneurial attributes.

5. Conclusions and Recommendation
5.1 Conclusions

This research explored the factors shaping the
entrepreneurial intentions of art students in Hubei, China,
through a 20-week Strategic Plan (SP). The study focused
on five key variables: entrepreneurial education, self-
efficacy, personal attitudes, social norms, and perceived
behavioral control. Using quantitative surveys and
qualitative interviews, the findings provide compelling
evidence of how these elements foster entrepreneurial
intentions.
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Self-efficacy emerged as the most influential factor in
promoting entrepreneurial intentions, a result consistent
with Bandura’s (1986) Social Cognitive Theory and
previous studies emphasizing self-belief as a key predictor
of entrepreneurial behavior (Fang et al., 2023; Newman et
al., 2019). The implementation of the SP intervention, which
included mentorship, workshops, and experiential learning
activities, significantly increased students' confidence in
their  entrepreneurial capabilities, confirming that
educational interventions can effectively nurture
entrepreneurial traits.

Entrepreneurship education also had a strong positive
impact, reinforcing findings from Barba-Sanchez and
Atienza-Sahuquillo (2018) that well-structured training
improves entrepreneurial readiness. However, this study
uniquely demonstrates that entrepreneurial education alone
is insufficient unless paired with self-efficacy-enhancing
experiences. This highlights the importance of integrating
practical training, business simulations, and mentorship
programs into entrepreneurship curricula to bridge the gap
between theoretical learning and real-world application (Shi
et al., 2020).

Unexpectedly, personal attitudes and social norms,
though positive, played a less significant role than
anticipated. While previous research (Krueger & Brazeal,
1994) suggests that favorable attitudes and supportive social
environments should strongly predict entrepreneurial
behavior, this study found that these factors alone did not
significantly increase entrepreneurial intentions unless
students had high self-efficacy. The t-test results for
personal attitudes and social norms showed improvement
post-intervention, but qualitative interviews revealed that
students often faced societal and family pressures
discouraging entrepreneurship in favor of stable
employment. This suggests that cultural expectations may
still act as barriers to entrepreneurial engagement, a factor
that should be addressed through policy and institutional
support.

Similarly, perceived behavioral control (PBC) showed a
moderate but less pronounced effect than expected. While
Ajzen’s (1991) Theory of Planned Behavior (TPB)
emphasizes PBC as a critical determinant of entrepreneurial
intentions, this study’s findings suggest that students’
perceived control over entreprencurial outcomes remains
constrained by external factors, such as limited industry
exposure, financial constraints, and lack of networking
opportunities. This aligns with Elia et al. (2023), who
highlight that creative industry entrepreneurs face unique
structural challenges that cannot be addressed solely through
education. The qualitative findings further support this, as
students frequently mentioned concerns about market
unpredictability and limited access to startup funding,
reinforcing the need for practical entrepreneurial
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experiences, financial literacy training, and industry
partnerships.

The paired-sample t-tests revealed a statistically
significant improvement across all variables, confirming the
effectiveness of the intervention in enhancing students’
entrepreneurial mindsets. However, qualitative findings
provided essential context, illustrating that self-efficacy
improvements were primarily driven by mentorship and
experiential learning, rather than traditional lectures.
Entrepreneurial education was most effective when students
engaged in real-world applications, such as business
simulations and networking activities, reinforcing the need
for hands-on learning. While social norms showed
numerical improvement, qualitative interviews revealed
persistent cultural barriers, with students citing concerns
about societal expectations and financial security, which
continued to shape their career decisions. Similarly,
perceived behavioral control improved, but students
remained constrained by external factors, including limited
funding and lack of business exposure, emphasizing the
need for broader institutional and policy support.

This study contributes to entreprencurial intention
theory by reaffirming the critical role of self-efficacy and
education while also highlighting gaps in traditional models,
such as Ajzen’s (1991) Theory of Planned Behavior (TPB).
The findings suggest that existing models may overestimate
the influence of personal attitudes and perceived control,
without adequately considering sociocultural constraints
unique to creative industries. Future research should refine
entrepreneurial intention models by integrating cultural and
practical experience as moderating factors, ensuring a more
comprehensive understanding of entrepreneurial decision-
making in creative fields.

5.2 Recommendations

Based on the findings of this study, several
recommendations emerge to help educational institutions
foster entrepreneurial intentions among art students. The
strategic plan implemented in this research demonstrated the
potential to significantly enhance students’ self-efficacy,
entrepreneurial attitudes, and intentions. The following
recommendations aim to provide actionable steps that
institutions can take to strengthen their entrepreneurship
education programs:

Integrate  Entrepreneurship Education into Core
Curriculum: Educational institutions, particularly those
focused on the arts, should incorporate entrepreneurship
education into the core curriculum. By introducing courses
that provide both theoretical knowledge and practical
application, students can gain a deeper understanding of
business concepts and how they apply to creative industries.
Workshops, case studies, and experiential learning



42

opportunities should be integrated to allow students to
actively engage with entrepreneurial concepts.

Focus on Self-Efficacy Enhancement: The enhancement
of self-efficacy emerged as a crucial factor influencing
entrepreneurial intentions within the scope of this study. To
capitalize on this finding, it is imperative for educational
institutions to implement tailored interventions designed
specifically to bolster students' confidence in their
entrepreneurial capabilities. Such initiatives could include
engaging hands-on projects, participation in real-world
business challenges, and the establishment of mentorship
programs. These approaches would provide students with
valuable opportunities to apply their theoretical knowledge
and skills in practical contexts. By fostering a robust sense
of self-efficacy, students will be better equipped to tackle
entrepreneurial endeavors, ultimately approaching them
with a heightened sense of confidence and resilience.

Mentorship and Peer Support Programs: Establishing
mentorship programs where experienced entrepreneurs or
alumni guide current students can greatly enhance their
entrepreneurial journey. Peer support programs can also be
introduced, allowing students to learn from their colleagues’
experiences and challenges. These programs create a
supportive environment that fosters collaborative learning
and boosts entrepreneurial motivation.

Create Adaptive Learning Opportunities: Recognizing
that each student has unique entreprencurial goals,
educational institutions should provide adaptive learning
environments that cater to individual needs. Flexible course
structures, personalized feedback, and access to resources
that support diverse entrepreneurial pathways will enable
students to tailor their learning experiences according to
their personal ambitions.

Emphasize Intrinsic Motivation: Encouraging students
to focus on intrinsic rewards—such as the satisfaction of
mastering new skills or achieving personal goals—can
cultivate a lasting passion for entrepreneurship. Educational
institutions should create environments that promote
creative exploration and self-driven learning rather than
solely emphasizing external rewards such as grades or
financial incentives.

Continuous Monitoring and Feedback: Regular
assessments of students’ progress, including self-efficacy,
entrepreneurial attitudes, and intentions, should be
conducted. By monitoring these variables, institutions can
provide timely interventions and support to students who
may be struggling. Ongoing feedback will ensure that the
development of entrepreneurial skills remains a priority
throughout the educational experience.

Faculty Training: Institutions should provide
professional development opportunities for faculty to learn
techniques that foster entrepreneurial thinking. This
includes training on how to encourage student initiative,
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provide constructive feedback, and support students in
overcoming entrepreneurial challenges.

By embracing these recommendations, educational
institutions can create a robust and supportive framework
for developing entrepreneurial skills among art students.
Empowering students through a combination of theoretical
education, practical experience, mentorship, and continuous
support will enable them to thrive in the increasingly
competitive and dynamic creative industries.

5.3 Limitation and Further Study

This research offers important perspectives on the
elements that affect entrepreneurial intentions in art students;
however, it is essential to acknowledge various limitations
that highlight areas for future investigation. Its findings are
limited by a small sample size and focus on a single
university in Hubei, China, restricting generalizability.
Future research should include larger, more diverse samples
across multiple institutions and cultural contexts to enhance
the applicability of the results. The short-term nature of the
20-week intervention also limits understanding of its long-
term impact, which could be addressed through longitudinal
studies to assess lasting effects on entrepreneurial intentions
and behaviors.

Additionally, the study's reliance on self-reported data
and absence of a control group constrains the ability to
objectively measure outcomes. Future research should
incorporate experimental designs, objective performance
metrics, and explore other factors like risk tolerance,
resilience, and access to networks. Tracking students’
entrepreneurial success post-graduation would further
enrich understanding of how intentions translate into real-
world outcomes.

References

Ajzen, 1. (1991). The theory of planned behavior. Organizational
Behavior and Human Decision Processes, 50(2), 179-211.
https://doi.org/10.1016/0749-5978(91)90020-T

Amundsen, S., & Martinsen, @. L. (2015). Linking empowering
leadership to job satisfaction, work effort, and creativity: The
role of self-leadership and psychological empowerment.
Journal of Leadership & Organizational Studies, 22(3),
304-323. https://doi.org/10.1177/1548051814565819

Bandura, A. (1986). Social foundations of thought and action: A
social cognitive theory. Prentice-Hall.

Barba-Sanchez, V., & Atienza-Sahuquillo, C. (2018).
Entrepreneurial intention among engineering students: The
role of entrepreneurship education. European Research on
Management and Business Economics, 24(1), 53-61.
https://doi.org/10.1016/j.iedeen.2017.04.001


https://doi.org/10.1177/1548051814565819
https://doi.org/10.1016/j.iedeen.2017.04.001

Zhang Qin / Journal of Interdisciplinary Research Vol 10 No 1 (2025) 34-44

Bayron, C. E. (2013). Social cognitive theory, entrepreneurial self-
efficacy and entrepreneurial intentions: Tools to maximize the
effectiveness of formal entrepreneurship education and address
the decline in entrepreneurial activity, Griot, 6(1), 66-77.

Brown, T. E., Davidsson, P., & Wiklund, J. (2023). Creative
industries and entreprencurship: Overcoming the business
confidence gap. Journal of Business Venturing Insights, 19,
¢00337. https://doi.org/10.1016/j.jbvi.2023.00337

Charney, A., & Libecap, G. D. (2000). The impact of
entrepreneurship education: An evaluation of the Berger
Entrepreneurship Program at the University of Arizona,
1985-1999. University of Arizona.
https://doi.org/10.2139/ssrn.1262343

Cialdini, R. B., Reno, R. R., & Kallgren, C. A. (1990). A focus
theory of normative conduct: Recycling the concept of norms
to reduce littering in public places. Journal of Personality and
Social Psychology, 58(6), 1015-1026.
https://doi.org/10.1037/0022-3514.58.6.1015

Dickson, P. H., Solomon, G. T., & Weaver, K. M. (2008).
Entrepreneurial selection and success: Does education matter?
Journal of Small Business and Enterprise Development, 15(2),
239-258. https://doi.org/10.1108/14626000810871655

Duong, C. D., & Le, T. L. (2021). ADHD symptoms and
entrepreneurial intention among Vietnamese college students:
An empirical study. Journal of Entrepreneurship in Emerging
Economies, 14(3), 495-522.
https://doi.org/10.1108/JEEE-02-2021-0049

Elia, G., Margherita, A., & Passiante, G. (2023). Exploring the role
of digitalization in creative entrepreneurship: A systematic
literature review. Technological Forecasting and Social
Change, 191, 122453.
https://doi.org/10.1016/j.techfore.2023.122453

Fang, S., Chen, H., & Liu, Y. (2023). The dual role of self-efficacy
in creative entrepreneurship: Bridging creative confidence and
business readiness. Creativity and Innovation Management,
32(2), 1-14. https://doi.org/10.1111/caim.12567

Gangi, Y. (2023). The paradox of the creative entrepreneur: Artistic
passion vs. business competence. Small Business Economics,
60(1), 113-130. https://doi.org/10.1007/s11187-023-00785-2

Gorman, G., Hanlon, D., & King, W. (1997). Some research
perspectives on entrepreneurship education, enterprise
education, and education for small business management: A
ten-year review. International Small Business Journal, 15(3),
56-77.

Gul, S., Anjum, M. N., & Bajwa, M. A. (2023). Role of perceived
behavioral control, perceived trust, and entrepreneurial
intentions in crowdfunding intentions. Contemporary Issues in
Social Sciences and Management Practices, 2(4), 340-354.
https://doi.org/10.61503/cissmp.v2i4.107

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995).
Multivariate data analysis. Prentice-Hall.

Hasani, V., Zeqiri, J., Gagica, K., Gleason, K., & Ibraimi, S. (2023).
Education and enterprising profile of young community:
Evidence from a transition country. Journal of Enterprising
Communities: People and Places in the Global Economy, 17(2),
519-534. https://doi.org/10.1108/JEC-11-2021-0153

43

Hindle, K., & Moroz, P. W. (2009). Indigenous entrepreneurship as
a research field: Developing a definitional framework from the
emerging canon. [International Entrepreneurship —and
Management Journal, 6(4), 357-385.
https://doi.org/10.1007/s11365-009-0111-x

Hu, W., Hu, Y., Lyu, Y., & Chen, Y. (2021). Research on integrated
innovation design education for cultivating the innovative and
entrepreneurial ability of industrial design professionals.
Frontiers in Psychology, 12, 1-12.
https://doi.org/10.3389/fpsyg.2021.693216

Jing, S., Zhai, Q., & Landstrém, H. (2015). Entreprencurship
research in three regions—the USA, Europe, and China.
International Entrepreneurship and Management Journal,
11(4), 861-890. https://doi.org/10.1007/s11365-014-0315-6

Katz, J. A. (2008). Fully mature but not fully legitimate: A different
perspective on the state of entrepreneurship education. Journal
of Small Business Management, 46(4), 550-566.
https://doi.org/10.1111/j.1540-627x.2008.00256.x

Kautonen, T., Van Gelderen, M., & Fink, M. (2015). Robustness of
the theory of planned behavior in predicting entrepreneurial
intentions and actions, Entrepreneurship Theory and Practice,
39(3), 655-674. https://doi.org/10.1111/etap.12056

Kraus, S., Clauss, T., Breier, M., Gast, J., Zardini, A., & Tiberius,
V. (2022). Business model innovation in creative industries:
Insights from start-ups in fashion, music, and design. Journal
of Business Research, 146, 376-386.
https://doi.org/10.1016/j.jbusres.2022.03.021

Krueger, N. F., & Brazeal, D. V. (1994). Entrepreneurial potential
and potential entrepreneurs. Entrepreneurship Theory and
Practice, 18(3), 91-104.

Krueger, N. F., & Carsrud, A. L. (1993). Entrepreneurial intentions:
Applying the theory of planned behavior. Entrepreneurship &
Regional Development, 5(4), 315-330.
https://doi.org/10.1080/08985629300000020

Kurbanoglu, S. S. (2004). Oz-yeterlik inanct ve bilgi
profesyonelleri i¢in 6nemi. Bilgi Diinyasi, 5(2), 137-152.
https://doi.org/10.15612/bd.2004.484

Lifidn, F., & Chen, Y. W. (2009). Development and cross-cultural
application of a specific instrument to measure entrepreneurial
intentions. Entrepreneurship Theory and Practice, 33(3),
593-617. https://doi.org/10.1111/j.1540-6520.2009.00318.x

Lukas, J. W., Haddock, G., & Maio, G. R. (2020). Attitudes. Oxford
Research Encyclopedia of Psychology.
https://doi.org/10.1093/acrefore/9780190236557.013.247

Manimala, M. J.,, & Thomas, P. (2017). Entrepreneurship
education: Innovations and best practices. Springer.
https://doi.org/10.1007/978-981-10-3319-3 1

Naznen, F., Al Mamun, A., & Rahman, M. K. (2023). Modelling
social entrepreneurial intention among university students in
Bangladesh using value-belief-norm framework. Current
Psychology, 42(11), 31110-31127.
https://doi.org/10.1007/s12144-022-04119-2

Newman, A., Obschonka, M., Schwarz, S., Cohen, M., & Nielsen,
L. (2019). Entrepreneurial self-efficacy: A systematic review of
the literature on its theoretical foundations, measurement,
antecedents, and outcomes. Journal of Vocational Behavior,
110, 403-419. https://doi.org/10.1016/j.jvb.2018.05.012


https://doi.org/10.1016/j.jbvi.2023.00337
https://doi.org/10.1108/JEEE-02-2021-0049
https://doi.org/10.1016/j.techfore.2023.122453
https://doi.org/10.1111/caim.12567
https://doi.org/10.1007/s11187-023-00785-2
https://doi.org/10.61503/cissmp.v2i4.107
https://doi.org/10.1108/JEC-11-2021-0153
https://doi.org/10.1007/s11365-009-0111-x
https://doi.org/10.3389/fpsyg.2021.693216
https://doi.org/10.1007/s11365-014-0315-6
https://doi.org/10.1111/j.1540-627x.2008.00256.x
https://doi.org/10.1111/etap.12056
https://doi.org/10.1016/j.jbusres.2022.03.021
https://doi.org/10.1080/08985629300000020
https://doi.org/10.15612/bd.2004.484
https://doi.org/10.1111/j.1540-6520.2009.00318.x
https://doi.org/10.1093/acrefore/9780190236557.013.247
https://doi.org/10.1007/978-981-10-3319-3_1
https://doi.org/10.1007/s12144-022-04119-2
https://doi.org/10.1016/j.jvb.2018.05.012

44

Nowinski, W., Haddoud, M. Y., Lancari¢, D., Egerova, D., &
Czeglédi, C. (2019). The impact of entrepreneurship education,
entrepreneurial self-efficacy and gender on entrepreneurial
intentions of university students in the Visegrad countries.
Studies in Higher Education, 44(2), 361-379.
https://doi.org/10.1080/03075079.2017.1365359

Nunnally, J. C., & Bernstein, 1. H. (1994). The assessment of
reliability (3rd ed.). McGraw-Hill.

Oyugi, L. O. (2015). Self-efficacy and entrepreneurial intentions
among university students in Kenya. African Journal of
Business Management, 9(17), 634-641.

Paliwal, M., Rajak, B. K., Kumar, V., & Singh, S. (2022).
Assessing the role of creativity and motivation to measure
entreprencurial education and entrepreneurial intention.
International Journal of Educational Management, 36(5),
854-874. https://doi.org/10.1108/IJEM-05-2021-0178

Peterman, N. E., & Kennedy, J. (2003). Enterprise education:
Influencing students’ perceptions of entrepreneurship.
Entrepreneurship Theory and Practice, 28(2), 129-144.

Pittaway, L., & Cope, J. (2007). Entrepreneurship education: A
systematic review of the evidence. International Small
Business Journal, 25(5), 479-510.

Plaschka, G. R., & Welsch, H. P. (1990). Emerging structures in
entrepreneurship education: Curricular designs and strategies.
Entrepreneurship Theory and Practice, 14(3), 55-71.

Potishuk, V., & Kratzer, J. (2017). Factors affecting entrepreneurial
intentions and entrepreneurial attitudes in higher education.
Journal of Entrepreneurship Education, 20(1), 25-44.

Ramadani, V., Hisrich, R. D., & Abazi-Alili, H. (2022). Teaching
entrepreneurship in creative industries: The missing link
between artistic skills and business acumen. Education +
Training, 64(2), 103-119.
https://doi.org/10.1108/ET-03-2021-0097

Schlesinger, L. A., Kiefer, C. F., & Brown, P. B. (2022). Creative
entrepreneurs: How the arts drive innovation and business
growth. Harvard Business Review, 100(4), 67-75.

Shi, L., & Wang, J. (2023). The role of family support and social
norms in shaping entrepreneurial intention: Evidence from
China. Journal of Entrepreneurship in Emerging Economies,
15(3), 412-430. https://doi.org/10.1108/JEEE-06-2022-0179

Shi, X., Lafuente, E., & Liu, H. (2020). Enhancing entrepreneurial
self-efficacy and business skills through university-based
entrepreneurship  education.  International
Entrepreneurial Behavior & Research, 26(5), 953-976.
https://doi.org/10.1108/IJEBR-12-2019-0720

Shirokova, G., Bogatyreva, K., & Beliaeva, T. (2022). The effect
of entrepreneurship education on students’ attitudes toward
innovation and business creation. Technovation, 119, 102538.
https://doi.org/10.1016/j.technovation.2022.102538

Wilson, F., Kickul, J.,, & Marlino, D. (2007). Gender,
entrepreneurial self-efficacy, and entrepreneurial career
intentions: Implications for entrepreneurship education.
Entrepreneurship Theory and Practice, 31(3), 387-406.
https://doi.org/10.1111/j.1540-6520.2007.00179.x

Journal  of

Zhang Qin / Journal of Interdisciplinary Research Vol 10 No 1 (2025) 34-44

Zhao, H., Li, S., Hui, X., Ye, L., & Chen, M. (2022). The influence
of educational psychology on modern art design
entrepreneurship education in colleges. Frontiers in
Psychology, 13, 1-11.
https://doi.org/10.3389/fpsyg.2022.843484


https://doi.org/10.1080/03075079.2017.1365359
https://doi.org/10.1108/IJEM-05-2021-0178
https://doi.org/10.1108/ET-03-2021-0097
https://doi.org/10.1108/JEEE-06-2022-0179
https://doi.org/10.1108/IJEBR-12-2019-0720
https://doi.org/10.1016/j.technovation.2022.102538
https://doi.org/10.1111/j.1540-6520.2007.00179.x
https://doi.org/10.3389/fpsyg.2022.843484

