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Received: Abstract:

30/09/2025 This study explores the key determinants shaping e-entrepreneurial intentions of female
Revised: students, focusing on e-entrepreneurial attitudes and digital entrepreneurial alertness within the
07/10/2025 Theory of Planned Behavior (TPB). The study investigates the moderating effect of
Accepted: Entrepreneurial Self-efficacy on these relationships to empower women in digital
22/10/2025 entrepreneurship. Adopting a quantitative approach grounded in TPB, data were collected from
Published: 354 female students using a structured survey and analyzed with Partial Least Squares Structural
06/11/2025 Equation Modelling (PLS-SEM). The study revealed that positive attitudes towards e-

entrepreneurship and heightened digital entrepreneurial alertness significantly shape e-
entrepreneurial intentions. Furthermore, entrepreneurial self-efficacy strengthens the influence
of digital alertness and attitudes on e-entrepreneurial intentions. The results underscore the
importance of psychological and cognitive factors in shaping women’s intentions towards
digital entrepreneurship. The cross-sectional design limits temporal variation, and the use of
convenience sampling restricts generalizability. Additionally, the focus on young female
participants overlooks variations across caste and socioeconomic status. Future research should
consider additional factors like entrepreneurial resilience, education, and support systems. This
study incorporates a unique dimension of digital entrepreneurial alertness and attitudes into TPB
to explore their influence on women's e-entrepreneurial intentions and offers practical insights
for policymakers and educators aiming to empower women in digital entrepreneurship in
emerging markets.
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1. INTRODUCTION: and rapid advancement. Thus, e-entrepreneurship
In today's world digitalization has dramatically represents a modern and advanced approach to
transformed various aspects of life, with cutting-edge entrepreneurship that utilizes innovative internet

and innovative technologies significantly impacting
every facet of human existence. With the emergence of
the internet and advancement in Information &
Communication Technology (ICTs) has profoundly
transformed the business globally. Therefore, it is
unsurprising that the spread of digital technologies has
established a  favourable  environment  for
entrepreneurship, greatly encouraging entrepreneurship
to utilise these technologies in launching new ventures
and managing their activities (Namabisan and Baron,
2021).

Entrepreneurship  is  undergoing a  profound
transformation due to major shifts in the marketplace

technologies as the cornerstone for launching and
developing new business ventures. E-entrepreneurship
represents a distinct branch of entrepreneurship that
emphasizes the utilization of digital technologies and
online platforms to create and manage business
ventures, and this area has emerged as a focal point of
scholarly and practical interest in recent years (Farooq et
al., 2018; Lai and To, 2020). E-entrepreneurship refers
to the conduct and management of business activities
through digital technologies and internet-based
platforms. It relies significantly on tools such as email,
social media, online forums, e-commerce websites, and
other digital applications to initiate, operate, and expand
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entrepreneurial ventures (Farooq et al., 2018; Yong et
al., 2015).

E-entrepreneurship presents a promising opportunity for
women, offering significant advantages on two fronts.
First, at a personal level, it aligns with women’s daily
responsibilities and caregiving roles integrating
seamlessly into their lifestyle. Second, from a business
perspective, e-entrepreneurship provides several key
advantages: it simplifies market research (Hair et al.,
2012), reduces operational costs (Nambisan, 2017), and
leverages social media for global market reach, which is
instrumental in fostering customer relationships (Hair et
al., 2012; Nambisan, 2017). Despite the rapid growth of
female entrepreneurs globally, with women now
representing a significant and expanding segment of the
entrepreneurial landscape, there remains a notable lack
of comprehensive studies focusing on this group (Brush
& Cooper, 2012; Rosca et al., 2020). Additionally,
significant gender disparities persist in the use of
technologies (Pappas et al., 2018), highlighting the
ongoing underrepresentation of women in this sector,
and there is a need for further investigation (Pappas et
al., 2018; Rajahonka & Villman, 2019).

Recognizing the significant economic benefits of female
entrepreneurship, governments, policymakers, academic
institutions, and business leaders are actively
collaborating to motivate and support women in starting
and growing their businesses (Islam et al., 2018). The
study found that demographic factors significantly
influence the motivational drivers of women
entrepreneurs, with trained and experienced women
being more responsive to such
factors(Shunmugasundaram, 2023). Integrating e-
entrepreneurship education into a formal curriculum has
the potential to motivate and equip women with the
skills and confidence needed to start their businesses. E-
entrepreneurial activity drives economic expansion,
putting increasing pressure on academic institutions to
cultivate an entrepreneurial mindset among students.
Entrepreneurship education plays a vital role in shaping
students' career aspirations by encouraging them to
consider self-employment and entrepreneurial ventures
as viable career paths (Zhang et al., 2014). Grasping the
concept of intention is vital for comprehending the
mindset of the younger generation, particularly students
especially regarding their career choices, and also
entrepreneurship education significantly influences the
development of entrepreneurial intention (Hassan et al.,
2021). Entrepreneurial intentions are shaped by a range
of psychological traits and tendencies as well as by an
individual’s skill, abilities, and social environment
(Zhao et al., 2005). E-entrepreneurial intention refers to
the desire to launch a new venture via online platforms,
the ambition to own and operate a digital business, or the
aspiration to achieve self-employment through internet-
based means (Zhao et al. 2010). The present research
explores how e-entrepreneurial attitude and digital
entrepreneurial alertness impact the intention to engage
in e-entrepreneurship among female university students
in India, while also assessing the moderating effect of e-
entrepreneurial self-efficacy on these relationships. The

structure of the paper is as follows: Section 2 provides
the theoretical foundation, reviews relevant literature,
and develops the research hypotheses. Section 3
describes the data collection procedures and the
methodological framework used to achieve the study's
objectives. Section 4 introduces the empirical model and
offers a detailed discussion of the results. The final
sections of the paper, namely Sections 5, 6, and 7,
present the key findings and conclusions, examine the
practical and theoretical implications, acknowledge the
limitations of the study, and outline recommendations
for future research.

2. LITERATURE REVIEW

2.1 Theoretical Background:

A research study focusing on "behavior and behavioral
intention" was developed using the Theory of Planned
Behavior (TPB) proposed by (Ajzen, 1991). The study
aimed to explore how behavioral changes are shaped by
various elements, including social norms, personal
attitudes, and behavioral viewpoints and also these
factors can directly impact an individual's behavior,
particularly when the individual has adequate control
over their actions under appropriate circumstances
(Ajzen, 1971, 1991). This theory involves five key
components: attitude, subjective norms, perceived
control over behavior, intention to act, and the actual
behavior itself (Ajzen, 1991). Attitude represents an
individual’s evaluative judgment, either favorable or
unfavorable, towards engaging in a specific behavior.
Subjective norms involve the beliefs about whether
important others approve or disapprove of the behavior.
In the context of behavioral studies, perceived
behavioral control denotes the degree to which an
individual feels confident in their ability to execute a
particular action, taking into account both internal and
external factors that may facilitate or hinder the
behavior. Finally, behavioral intention refers to the
motivational aspects that drive an individual towards a
specific behavior, where stronger intentions make it
more likely that the behavior will be carried out.
Initially, the Theory of Planned Behavior (TPB)
emphasizes the importance of individuals' conscious
intentions in guiding their behavior and actions.
However, this focus on deliberate intentions is not fully
addressed within the framework of the Theory of
Reasoned Action (TRA), another prominent behavioral
theory in social psychology (Ajzen and Fishbein, 1975).
As an extension of the Theory of Reasoned Action
(TRA), the Theory of Planned Behavior (TPB) (Madden
et al.,1992), has been employed to gain insights into
particular intentions and behaviors. It specifically
examines how attitudes towards certain behaviors and
subjective norms influence these intentions. The Theory
of Planned Behavior, as articulated by Ajzen (2013), has
become one of the most extensively applied models for
examining entrepreneurial intentions in prior scholarly
studies. In recent years, the Theory of Planned Behavior
(TPB) has increasingly been utilized to forecast
entrepreneurial intentions across diverse groups,
including university students (Mensah I. K. et al., 2021),
vocational college students (Niu X. et al., 2022), and
academic researchers (Feola R. et al., 2019). Moreover,
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researchers have sought to combine the Theory of
Planned Behavior (TPB) with other theoretical models,
including self-efficacy theory (Vafaei-Zadeh A. et al.,
2023), self-determination theory (Al-Jubari I. 2019), and
social cognitive theory (Chu C. C. et al., 2020) to create
new frameworks that offer a more comprehensive
understanding of factors which affecting entrepreneurial
intentions (EI). Social cognitive theory was developed
by (Bandura, 1986) and it posits that personal,
behavioral, ~and  environmental = factors  are
interdependent and exert mutual influence on one
another. The theory emphasizes two central elements:
self-efficacy and expected outcomes. This theory is
utilized in examining both behavioral (Boudreaux et al.,
2019) and entrepreneurial intentions in various studies
(Boutaky & Sahib Eddine, 2022).

2.2 Digital entrepreneurial alertness and E-
entrepreneurial intentions:

Kirzner (1979) The notion of entrepreneurial alertness
was initially proposed to explain an individual’s unique
ability to recognize and act upon business opportunities
that are often overlooked by others. Entrepreneurial
alertness forms a crucial aspect of the entrepreneurial
mindset (Cui & Bell, 2022). Entrepreneurial alertness, a
key component of the entrepreneurial mindset, refers to
a cognitive process where individuals actively seek out
and identify signals, recognize patterns and linkages,
and critically evaluate information about potential
opportunities (Cui & Bell, 2022; Tang et al., 2012). On
the other hand, Entrepreneurial intention is a crucial
element of entrepreneurial behavior, as it involves
careful deliberation and decision-making and this
intention is closely linked to an individual's behavior or
personality, particularly when they are determining the
type of career they wish to follow in the future
(Kolvereid and Isaksen, 2006). The entrepreneurial
journey starts with identifying opportunities, where
perceptive individuals possess the cognitive skills
needed to spot these opportunities (Saadat et al., 2021;
Hassan et al., 2020). An individual with elevated
entrepreneurial alertness is more likely to exhibit
stronger entrepreneurial intentions, motivating them to
transform a business idea into a viable venture (Awwad
& Al-Aseer, 2021). Thompson (2009) highlights a
strong link between entrepreneurial intention and
alertness. It has been experimentally validated that
entrepreneurial alertness strengthens the connection
with entrepreneurial intention, as both factors contribute
to improving an individual's decision-making regarding
future career choices, and this enhancement in alertness
and intention aids in refining the decision-making
process for one's professional trajectory (McMullen and
Shepherd, 2006). An individual's heightened sensitivity
to recognizing and interpreting business opportunities
plays a crucial role in the emergence of entrepreneurial
intentions (Hu et al., 2018). Hence, Previous research
indicates a correlation between entrepreneurial alertness
and the entrepreneurial intention.

H1. Digital entrepreneurial alertness positively
influences e-entrepreneurial intention.

2.3 E-entrepreneurial attitude and E-
entrepreneurial intentions:

According to the Theory of Planned Behavior (TPB), an
individual’s intention to perform a particular behavior is
primarily influenced by three core components: their
personal attitude towards the behavior, the perceived
social pressure to engage in the behavior (subjective
norms), and their perceived ability to control or perform
the behavior (perceived behavioral control). In context
of entrepreneurial studies, attitude frequently plays a
significant role in understanding how these intentions
are formed and influenced (Wardana et al., 2020).
Attitude refers to a person’s personal view or evaluation
of themselves, others, objects, events, and phenomena
(Liu et al., 2019). It encompasses a positive or negative
judgment about behaviors and their potential outcomes
(Abdelfattah et al., 2022). From a different viewpoint, it
can be argued that entrepreneurial attitudes play a crucial
role in shaping one's adaptability, capabilities, and
proactive actions throughout the business process
(Mitchell et al., 2002). The capacity to adjust to various
situations highlights why attitude is a crucial predictor
of entrepreneurial aspirations, which can be viewed
through the lens of an individual's motivation to start a
new business (Faroog et al., 2018b; Pirzada et al., 2017).
Attitudes have a straightforward and positive influence
on the development of entrepreneurial tendencies
(Arniati, Puspita, Amin, & Pirzada, 2019). Numerous
empirical studies have consistently demonstrated a
strong and positive connection between an individual's
attitude and their intention to pursue entrepreneurial
ventures. For instance, studies conducted in Hong Kong
indicate that students with favorable perceptions of
entrepreneurship are more likely to exhibit strong
intentions to pursue entrepreneurial ventures (Law and
Breznik, 2017). People are likely to start a business only
when they have a positive alignment between their
attitude towards entrepreneurship and their intentions
(Gieure et al., 2020). Drawing from the insights
discussed above, this research advances the following
hypothesis.

H2: Attitude towards e-entrepreneurship positively
affects the E-entrepreneurial intentions

2.4 Moderating Role of Entrepreneurial Self-
efficacy:

Self-efficacy, a core concept within Social Cognitive
Theory, refers to an individual’s belief in their ability to
plan and carry out the behaviors necessary to accomplish
particular objectives (Bandura, 1997). Self-efficacy
denotes an individual's belief in their capability to carry
out a specific task effectively, especially when they
possess the necessary competencies (Liu et al., 2019).
Self-efficacy has garnered significant attention in
research focused on entrepreneurial intentions (Pihie &
Bagheri, 2013). Enhanced entrepreneurial self-efficacy
strengthens an individual's capacity to navigate
challenges and embrace risks, ultimately leading to
success in the entrepreneurial journey (Elnadi and
Gheith, 2021). Batool et al. (2015) contend that self-
efficacy is just as crucial in the context of e-
entrepreneurship. Entrepreneurial self-efficacy is widely
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recognized as a key determinant of both the intention to
initiate a business and the subsequent entrepreneurial
actions. It is posited that self-efficacy influences
entrepreneurial intention not only directly but also
indirectly by shaping an individual's decision-making
process regarding entrepreneurial pursuits (Lee et al.,
2011; Krueger et al., 2000). A substantial body of
research utilizing the theory of planned behavior has
consistently demonstrated that the three key attitudinal
factors—namely, attitude towards entrepreneurship,
subjective norms, and perceived behavioral control—are
crucial in shaping the intention to pursue
entrepreneurship (Kolvereid, 1996a; Krueger et al.,
2000). Self-efficacy, however, can influence the strength
of relationship between one's attitude towards
entrepreneurship and their intentions to pursue
entrepreneurial activities. Numerous studies have
demonstrated a strong correlation between the
entrepreneurial attitudes and intention to engage in
entrepreneurial activities (Kolvereid, 1996b; Autio et al.,
2001; Lifian & Chen, 2009). An individual's disposition
towards a specific behavior is often influenced by their
perceptions of the likely consequences associated with
performing  that  behavior  (Bandura, 1977).
Alternatively, when e-entrepreneurial self-efficacy
(ESE) is examined as a moderating variable between
entrepreneurial alertness and entrepreneurial intention
(ED), it significantly enhances the overall entrepreneurial
ecosystem by strengthening the relationship between
opportunity recognition and the intention to pursue

entrepreneurship. Entrepreneurial self-efficacy
strengthens the connection between entrepreneurial
alertness and entrepreneurial intentions, serving as a
catalyst that increases the confidence needed to identify
and capitalize on opportunities (Otache et al., 2024).
Individuals who possess high levels of self-efficacy tend
to remain dedicated to their entrepreneurial pursuits and
demonstrate greater resilience in the face of challenges.
This persistence can enhance the influence of their
digital entrepreneurial alertness on the formation of
entrepreneurial intentions. Research indicates that a
strong sense of entrepreneurial self-efficacy (ESE) is
positively associated with heightened entrepreneurial
intentions. This correlation is particularly evident when
individuals are adept at recognizing and seizing business
opportunities (Amani et al., 2024). Therefore, e-
entrepreneurial self-efficacy may serve as a moderating
variable in the relationship between attitude towards e-
entrepreneurship, digital entrepreneurial alertness, and
e-entrepreneurial intention. Accordingly, the following
hypotheses were formulated to examine the moderating
effects.

H3: The relationship between digital entrepreneurial
alertness and e-entrepreneurial intention is
moderated by e-entrepreneurial self-efficacy.

H4: The relationship between attitude towards e-
entrepreneurship and e-entrepreneurial intention is
moderated by e-entrepreneurial self-efficacy.

Digital H3
Entrepreneurial

Alertness

E-entrepreneurial
Attitude

E-entrepreneurial
Self-Efficacy
H1 .
E-entrepreneurial
Intention
H4
H2

Figure I: The Research Framework of the Study (Source: Author’s Own Compilation)

3. RESEARCH METHODOLOGY:

3.1 Research Design and Sample

The existing body of entrepreneurial literature primarily
emphasizes male entrepreneurs, often overlooking the
experiences and contributions of women in this domain
(Turker and Selcuk, 2009). Israr and Saleem (2018)
suggest that students possess the greatest potential for

entrepreneurship compared to other age groups seeking
to launch businesses. This study considered female
students aged 18 years and above from different
universities in India. Henderson and Robertson (2000)
emphasised that the future lies in the innovative and
creative capacities of the younger generation. This study
adopted a cross-sectional design, as outlined by Dana
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and Dana (2005). According to Mukyala et al. (2017),
this research design focuses on analyzing data gathered
from a population or a representative subset at a specific
point in time, providing a snapshot of current conditions
or phenomena. This approach allows for the analysis of
multiple variables and their interactions within a defined
group or sample, helping to determine the frequency or
occurrence of a specific condition, behavior, or trait
within the larger population.

3.2 Data Collection:

The study employed a self-designed questionnaire that
was distributed through a non-probability convenience
sampling method. This technique has also been used in
previous similar studies (Anwar et al., 2020; Sharma, N.
et al., 2023). The study draws on primary data collected
from a total of 354 female students enrolled in
undergraduate and postgraduate programs across diverse
academic disciplines such as Commerce, Engineering,
Business, Economics, and others, representing various
universities across India. A structured questionnaire,
consisting of two main sections, was used as the research
tool. The first section, "Section A," focuses on gathering
demographic information about the respondents, while
"Section B" is aimed at assessing key variables such as
e-entrepreneurial intention, e-entrepreneurial  self-
efficacy, and digital entrepreneurial alertness.

3.3 Variable Measurement:

To evaluate e-entrepreneurial intention, digital
entrepreneurial alertness, e-entrepreneurial attitude, and
e-entrepreneurial self-efficacy, = we  employed
measurement scales that were previously established
and validated in past studies. A five-point Likert scale
was utilized in the questionnaire, where participants
rated their agreement from '1 — strongly disagree' to '5 —
strongly agree, E-entrepreneurial intentions are
measured by adopting the six items from (Solesvik,

2013; Jeong and Choi, 2017), digital entrepreneurial
alertness was assessed through seven-item measures
developed by (Tang et al., 2012), and the e-
entrepreneurial attitude was assessed using a set of four
items originally suggested by another source (Miralles
etal., 2016). Finally, e-entrepreneurial self-efficacy was
assessed using a set of five items adapted from existing
scales (Pham, M. et al., 2023). Study employed modified
version of previously validated measurement scales,
which had been used in various research settings and
with different sample groups. To confirm their
suitability for this research, the reliability and validity of
these adapted scales were rigorously tested.

4. DATA ANALYSIS:

The research employed Partial Least Squares (PLS)
method to evaluate hypothesized model. Study's model
was assessed with the aid of Smart-PLS version 4.1.0.6
software (Ringle et al., 2015). Following the
recommendations of (Hair et al., 2017), a two-step
analytical approach was applied in this evaluation.
Analysis begins by assessing measurement model to
establish its reliability and validity, which followed by
the evaluation of structural model to examine the
proposed relationships between variables.

4.1 Measurement Model:

The initial phase of the analysis focuses on assessing the
measurement model to ensure the constructs and their
corresponding items are both valid and reliable. A
composite construct analysis was employed to
determine both the validity and reliability of data (Hair
etal., 2020). Study assessed reliability through two main
indicators: the consistency of the construct measures and
the internal coherence while Validity was evaluated
using both convergent and discriminant validity as key
indicators d (Klarner et al., 2013).

Table I: Item loading, Cronbach's Alpha, Construct Reliability, and Convergent validity

Construct ltem Loading | CA CR AVE
(>0.5) (>0.7) (>0.7) (>0.5)
Digital Entrepreneurial
Alertness (DEA) DEA1 0.771 0.899 0.899 0.559
DEA2 0.726
DEA3 0.743
DEA4 0.808
DEA5S 0.704
DEAG6 0.739
DEA7 0.738
E-entrepreneurial  Attitude
(EEA) EEA1 0.798 0.861 0.861 0.608
EEA?2 0.763
EEA3 0.827
EEA4 0.728
(Eégq;repre”e“”a' Intention |\ eeyy | 0.676 0887 | 0889 | 0573
EEI2 0.812
EEI3 0.817
EEI4 0.800
EEI5 0.702
EEI6 0.722
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E-entrepreneurial Self-

efficacy (ESE) ESE1 0.737 0.858 0.858 0.603
ESE2 0.808
ESE3 0.774
ESE4 0.784

Notes: CA = Cronbach's Alpha, CR = Composite Reliability, AVE = Average Variance Extracted.

Table I1: Discriminant validity via the HTMT criterion

Construct 1 2 3 4
1. Digital Entrepreneurial Alertness

2. E-entrepreneurial Attitude 0.727

3. E-entrepreneurial Intention 0.849 0.888

4. E-entrepreneurial Self-efficacy 0.473 0.514 0.595

Table | presents the results of the item consistency
analysis, revealing no major concerns. Each construct
demonstrated indicator loadings above 0.6, indicating
reliable measurement, in line with the consistency
standards recommended by Hair et al. (2016). To assess
the reliability of the constructs, we employed Cronbach's
alpha (CA) and composite reliability (CR), and both
measures exceeded recommended threshold of 0.70,
which indicates strong internal consistency (Hair et al.,
2017). Average variance extracted (AVE) for each
construct exceeded 0.5, which establishes that
convergent validity was achieved (Hair et al., 2017).
There were no concerns identified regarding
discriminant validity. In Table Il we can see the
Discriminant validity via the HTMT criterion.
Heterotrait-Monotrait (HTMT) ratio of correlations is
based on the multitrait-multimethod  matrix,
representing a reliable process (Henseler et al., 2016).
Following guidelines established by Hair et al. (2019)
and Henseler et al. (2014), the HTMT values shown in
Table 2 are all below the accepted thresholds of 0.85 or
0.90, suggesting that discriminant validity is adequately
established with no significant issues.

4.2 Structural Model:

The structural model was evaluated through several
procedures. Initially, the model's fit was determined by
examining Standard Root Mean Square Residual
(SRMR). Henseler et al. (2016) suggest that an SRMR
value under 0.10 indicates a well-fitting model. In our
analysis, the SRMR value was 0.039, which is below
this threshold, confirming that the structural model
aligns well with the gathered data. Secondly,
multicollinearity was assessed using Variance Inflation
Factors (VIF), with all values falling below the
acceptable limit of 3.3 (Hair et al., 2017). This confirms
that, multicollinearity is not a concern in analysis.
Thirdly, coefficient of determination (R2) was applied to
evaluate the predictive accuracy of model. As presented
in Table IlI, the R? values exceed the 0.26 threshold
(Cohen, 2013) which is 0.764, demonstrating that the
model's predictive capability is strong and dependable.
The Stone-Geisser (Q?) test was conducted, providing
further validation and reinforcement of the previously
obtained results and, the Q2 values of the variables were
calculated using the blindfolding technique, and all
obtained values were positive, indicating that the model
possesses strong predictive relevance.

Table 111: R?, Q? and VIF (Collinearity test)

PLS Criteria
R? Q? VIF
DEA EEA ESE
EEI 0.764 0.748 2.687 2.742 1.482
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Figure 11: Structural Model
Table 1V: Hypothesis Testing
Hypothesised Paths B t-statistic Effect Size (f) | P values Support
DEA -> EEI 0.413 12.368*** 0.385 0.000 Yes
EEA -> EEI 0.433 13.132%** 0.415 0.000 Yes
ESE x DEA -> EEI 0.091 2.784** 0.019 0.005 Yes
ESE x EEA -> EEI 0.062 2.077* 0.010 0.038 Yes

Notes *** P<0.001, ** P<0.01, * P<0.05

Hypotheses were evaluated through generating t-values
and significance levels through a bootstrapping
procedure, utilizing 5,000 subsamples for statistical
testing (Hair et al., 2011; Henseler et al., 2009). Results
indicate that path coefficients play a critical role,
confirming each of proposed hypotheses as outlined in
Table IV. Additionally, study assessed effect size (f2) to
determine the extent to which an exogenous construct
significantly influences an endogenous variable. This
evaluation follows Cohen's (1992) guidelines, where f2
value = 0.35 indicates strong effect, 0.15 represents
moderate effect, and 0.02 suggests small effect. As
illustrated in Table 4, majority of independent variables
demonstrate a significant impact on dependent variables.
Table 4 presents findings related to hypotheses H1
through H4. Hypothesis testing shows primary direct
effect (H1): Digital entrepreneurial alertness is
positively influencing the e-entrepreneurial intention (8
=0.413,t=12.368, and P < 0.000). Likewise, the second
immediate outcome (H2) Attitude towards e-
entrepreneurship,  significantly — affects the E-
entrepreneurial intentions (B = 0.433, t = 13.132, and P

< 0.000). The moderation analysis was crucial in
evaluating whether e-entrepreneurial self-efficacy
affected the strength of the relationship between the
independent variables—digital entrepreneurial alertness
and e-entrepreneurial attitude—and the dependent
variable, e-entrepreneurial intention. The moderation
analysis results revealed a notable and positive
interaction  effect, consistent with  established
benchmarks, hence (H3) e-entrepreneurial self-efficacy
positively moderated relationship between digital
entrepreneurial alertness and e-entrepreneurial intention
(p=0.091,t=2.784, and P < 0.005). Similarly, in (H4)
e-entrepreneurial self-efficacy positively moderated
relationship between e-entrepreneurial attitude and e-
entrepreneurial intention (f = 0.062, t = 2.077, and P <
0.038).

5. DISCUSSION AND CONCLUSION:

The growth of digital entrepreneurship globally calls for
a heightened focus on factors that influence e-
entrepreneurial intentions. In this study, we focused on
e-entrepreneurial intentions of female students and also
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various variables which influence their e-entrepreneurial
intentions. This study focused on exploring the influence
of Digital Entrepreneurial Alertness (DEA) and E-
entrepreneurial Attitude (EEA) on the e-entrepreneurial
intentions (EEI) of female university students.
Additionally, it examined how E-entrepreneurial Self-
efficacy (ESE) moderates the relationship between these
factors. This study initially explored the connection
between Digital Entrepreneurial Alertness and e-
entrepreneurial intention. Findings underscored that
Digital Entrepreneurial Alertness plays pivotal role in
shaping e-entrepreneurial intention which are supported
by various studies (McMullen and Shepherd, 2006; Mir
et al., 2022). Result is consistent with Saptono et al.
(2020), who emphasized significance of fostering an
entrepreneurial mindset, comparable to a heightened
sense of awareness, in equipping students for
entrepreneurship. Secondly in this study we explored the
connection between e-entrepreneurial attitude and e-
entrepreneurial intention where finding highlighted that
e-entrepreneurial attitude positively influenced the e-
entrepreneurial intention (Singh et al., 2022; Neacsu, et
al., 2015). So this finding explain that a person's
optimistic perception of the business they plan to launch
significantly influences and enhances their motivation to
pursue it (Lifian et al., 2013). In study we have consider
E-entrepreneurial Self-efficacy as a moderating variable
which  moderate  the relationship of Digital
Entrepreneurial ~ Alertness and  e-entrepreneurial
intention and also relationship of e-entrepreneurial
attitude and e-entrepreneurial intention. Identified self-
efficacy as significant factor influencing intentions
(Badura, 1977). The relationship between supportive
factors and the intention to become an entrepreneur may
be shaped by an individual's belief in their own
entrepreneurial capabilities (Boyd and Vozikis, 1994).
In finding we can see that E-entrepreneurial Self-
efficacy affect relationship of Digital Entrepreneurial
Alertness and e-entrepreneurial intention and also
relationship of e-entrepreneurial attitude and e-
entrepreneurial intention. A person with strong self-
efficacy in a specific area trusts their ability to gather
necessary resources and influence the course of events
in their life e (YYang, 2016).

The study conducted on female students in Indian higher
education institutions confirms that all proposed factors
have a significant impact on their intentions to engage in
e-entrepreneurship. If we talk about the practical
implications of the study, so to foster e-entrepreneurship
among Indian women, it is essential to cultivate a
proactive digital mindset, heightened entrepreneurial
awareness in the digital space, and a strong sense of self-
confidence in managing online ventures. Furthermore, it
is essential for policymakers to focus on providing
educational resources and structural assistance to foster
the development of future women entrepreneurs. This
research aims to provide fresh insights into the factors
influencing women's e-entrepreneurship from various
angles. This framework can assist the government in
formulating effective policies aimed at fostering
women's e-entrepreneurship in India. Greater emphasis
is needed on understanding how education influences
women's engagement in e-entrepreneurship. The

insights gained can guide educational institutions to
move beyond merely raising awareness. They can focus
on identifying and supporting interested women students
through dedicated initiatives, such as launching targeted
programs and setting up incubation centers (Sharma,
2023; Anwar et al., 2020; Almobaireek and Manolova,
2013).

6. LIMITATIONS & RECOMMENDATIONS:

In the discussion of the limitations of the study, one
significant methodological drawback of this research
lies in its cross-sectional design. To gain deeper and
more meaningful insights, future research should adopt
a longitudinal approach. One significant drawback of the
study was the use of convenience sampling. Since only
a small number of higher education institutions were
included, the findings have restricted applicability and
cannot be broadly generalized. The study's scope is
restricted as it focuses solely on young female
participants, without examining variations across caste
or socioeconomic class, factors that can significantly
influence outcomes in developing nations like India.
Future research could explore additional factors that
influence  entrepreneurial  intentions, such as
entrepreneurial resilience, entrepreneurial education,
academic and extracurricular achievements, perceived
structural and relational support, and perceived potential
for e-entrepreneurship.

REFERENCES:

1. Abdelfattah, F., Al Halbusi, H., & Al-Brwani, R.M.
(2022). Influence of self-perceived creativity and
social media use in predicting E-entrepreneurial
intention. International Journal of Innovation
Studies, 6(3), 119-127.
https://doi.org/10.1016/].ijis.2022.04.003

2. Ajzen, . (1971). Attribution of dispositions to an
actor: effects of perceived decision freedom and
behavioral utilities. J. Pers. Soc. Psychol., 18(2),
144,

3. Ajzen, 1. (1991). The theory of planned behavior.
Organ. Behav. Hum. Decis. Process., 50(2),
179e211

4. Ajzen. (June 1, 2013). Constructing a TpB
questionnaire:  conceptual and methodological
considerations. [Online]. Available:
http://people.umass.edu/aizen/tpb.html.

5. Ajzen, I, & Fishbein, M. (1975). A Bayesian
analysis of attribution processes. Psychol. Bull.,
82(2), 261

6. Al-Jubari L (2019). College Students’
Entrepreneurial Intention: Testing an Integrated
Model of SDT and TPB [Article]. SAGE Open, 9(2),
15, Article 2158244019853467.
https://doi.org/10.1177/2158244019853467

7. Amani, D., Ismail, I. J., Makona, A., Changalima, I.
A., & Kazungu, I. (2024). Extending the mediation
role of entrepreneurial self-efficacy on enhancing
students’ entrepreneurial intentions: A moderated
mediation model. The International Journal of
Management Education, 22(1), 100915.

8. Anwar, I., Saleem, I., Islam, K.B., Thoudam, P. and
Khan, R. (2020), “Entrepreneurial intention among

Advances in Consumer Research

959


https://doi.org/10.1016/j.ijis.2022.04.003
http://people.umass.edu/aizen/tpb.html
https://doi.org/10.1177/2158244019853467

How to cite: Divya Nandini Sharma, Navigating the Digital Frontier: The Influence of Alertness, Attitude, and Self-Efficacy on Female
Students' E-Entrepreneurial Intentions, Advances in Consumer Research, vol. 2, no. 5, 2025, pp. 952-963.

10.

11.

12

13.

14.

15.

16.

17.

18.

19.

20.

21.

female university students: examining the
moderating role of entrepreneurial education”,
Journal  for  International  Business  and
Entrepreneurship Development, Vol. 12 No. 4, pp.
217-234.

Almobaireek, W.N. and Manolova, T.S. (2013),
“Entrepreneurial ~ motivations among female
university youth in Saudi Arabia”, Journal of
Business Economics and Management, Vol. 14 No.
Supplement_1, pp. S56-S75.

Arniati, T., Puspita, D., Amin, A. and Pirzada, K.,
(2019). The implementation of good corporate
governance model and auditor independence in
earnings’ quality improvement, Entrepreneurship
and Sustainability Issues, 7(1): 188-200.

Awwad, M. S., & Al-Aseer, R. M. N. (2021). Big
five personality traits impact on entrepreneurial
intention: The mediating role of entrepreneurial
alertness. Asia Pacific Journal of Innovation and
Entrepreneurship, 15(1), 87-100.
https://doi.org/10.1108/APJIE-09-2020-0136

.Autio, E., H. Keeley, R., Klofsten, M., Parker, G. C.,

& Hay, M. (2001). Entrepreneurial intent among
students in Scandinavia and in the USA. Enterprise
and Innovation Management Studies, 2, 145-160.
https://doi. org/10.1080/14632440110094632
Bandura, A. (1977). Social Learning Theory.
Englewood Cliffs, NJ.: Prentice Hall.

Bandura, A. (1986). The Explanatory and Predictive
Scope of Self-Efficacy Theory. Journal of Social and
Clinical Psychology, 4(3), 359-373.
https://doi.org/10.1521/jscp.1986.4.3.359

Bandura, A. (1997). Self-efficacy: The exercise of
contro.  New  York: W. H. Freeman.
https://doi.org/10.1891/0889-8391.13.2.158

Batool, H., Rasheed, H., Malik, M.I., & Hussain, S.
(2015). Application of partial least square in
predicting e-entrepreneurial intention among
business students: evidence from Pakistan. Journal
of Innovation and Entrepreneurship, 4(1), 1-16.
https://doi.org/10.1186/s13731-015-0019-3

Boyd, N.G. and Vozikis, G.S. (1994),“The influence
of self-efficacy on the development of
entrepreneurial intentions and actions”,
Entrepreneurship Theory and Practice, Vol. 18 No.
4, pp. 63-77.

Boudreaux, C.J., Nikolaev, B.N., & Klein, P. (2019).
Socio-cognitive traits and entrepreneurship: The
moderating role of economic institutions. Journal of
Business Venturing, 34(1), 178-196.
https://doi.org/10.1016/j.jbusvent.2018.08.003
Boutaky, S., & Sahib Eddine, A. (2022).
Determinants of entrepreneurial intention among
scientific students: A social cognitive theory
perspective. Industry and Higher Education,
09504222221120750.
https://doi.org/10.1177/09504222221120750
Brush, C.G. and Cooper, S.Y. (2012), “Female
entrepreneurship and economic development: an
international perspective”, Entrepreneurship and
Regional Development, Vol. 24 No. 2, pp. 1-6, doi:
10.1080/08985626.2012.637340.

ChuC. C, S.Bin, Yang H. L., Zheng M. Q., & Li B.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

B. (2020). Emotional Competence, Entrepreneurial
Self-Efficacy, and Entrepreneurial Intention: A
Study Based on China College Students’ Social
Entrepreneurship Project. Frontiers in psychology,
11, Article 547627.
https://doi.org/10.3389/fpsyg.2020. 547627 PMID:
33312146.

Cohen, J. (2013). Statistical power analysis for the
behavioral sciences. Academic press.

Cohen, J. (1992). Quantitative methods in
psychology: A power primer. Psychological
Bulletin.

Cui, J., & Bell, R. (2022). Behavioural
entrepreneurial mindset: How entrepreneurial

education activity impacts entrepreneurial intention
and behaviour. The International Journal of
Management  Education, 20 (2), 100639.
https://doi.org/10.1016/j.ijme.2022. 100639

Dana, L.P. and Dana, T.E. (2005), “Expanding the
scope of methodologies used in entrepreneurship
research”, International Journal of
Entrepreneurship and Small Business, Vol. 2 No. 1,
pp. 79-88.

Elnadi, M., & Gheith, M.H. (2021). Entrepreneurial
ecosystem, entrepreneurial  self-efficacy, and
entrepreneurial intention in higher education:
Evidence from Saudi Arabia. The International
Journal of Management Education, 19(1), 100458.
https://doi.org/10.1016/j.ijme.2021.100458

Farooq, M. S., Salam, M., ur Rehman, S., Fayolle,
A., Jaafar, N., & Ayupp, K. (2018). Impact of
support from social networks on entrepreneurial
intention of fresh business graduates. Educ p Train,
60(4), 335e353

Faroog, M.S., (2018b). Modelling the significance of

social support and entrepreneurial skills for
determining  entrepreneurial behaviour  of
individuals: A structural equation modelling

approach. World Journal of Entrepreneurship,
Management and Sustainable Development, 14(3),
242-266.

Feola R., Vesci M., Botti A., & Parente R. (2019).
The Determinants of Entrepreneurial Intention of
Young Researchers: Combining the Theory of
Planned Behavior with the Triple Helix Model
[Article]. Journal of Small Business Management,
57(4), 1424-1443.
https://doi.org/10.1111/jsbm.12361

Hassan, A., Saleem, 1., Anwar, I., & Hussain, S. A.
(2020).  Entrepreneurial intention of Indian
university students The role of opportunity
recognition and  entrepreneurship  education.
Education + Training, 62(7/8), 843-861.
https://doi.org/10.1108/ET-02-2020-0033

Hassan, A., Anwar, |, Saleem, I., Islam, K. M. B., &
Hussain, S. A. (2021). Individual entrepreneurial
orientation,  entrepreneurship  education  and
entrepreneurial intention: The mediating role of
entrepreneurial motivations. Industry and Higher
Education, 35(4), 403-418.
https://doi.org/10.1177/09504222211007051.

Hair, J. J. F., Hult, G. T. M., Ringle, C., & Sarstedt,
M. (2016). A primer on partial least squares

Advances in Consumer Research

960


https://doi.org/10.1108/APJIE-09-2020-0136
https://doi.org/10.1521/jscp.1986.4.3.359
https://doi.org/10.1891/0889-8391.13.2.158
https://doi.org/10.1186/s13731-015-0019-3
https://doi.org/10.1016/j.jbusvent.2018.08.003
https://doi.org/10.1177/09504222221120750
https://doi.org/10.1016/j.ijme.2022.%20100639
https://doi.org/10.1016/j.ijme.2021.100458
https://doi.org/10.1111/jsbm.12361
https://doi.org/10.1108/ET-02-2020-0033
https://doi.org/10.1177/09504222211007051

How to cite: Divya Nandini Sharma, Navigating the Digital Frontier: The Influence of Alertness, Attitude, and Self-Efficacy on Female
Students' E-Entrepreneurial Intentions, Advances in Consumer Research, vol. 2, no. 5, 2025, pp. 952-963.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45,

46.

structural equation modelling (PLS-SEM). Sage
publications.

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M.
(2017). A Primer on Partial Least Squares Structural
Equation Modelling (PLS-SEM), Seconded.
London: Thousand Oaks: SAGE

Hair, J. F., Jr, Howard, M. C., & Nitzl, C (2020).
Assessing measurement model quality in PLS-SEM
using confirmatory composite analysis. Journal of
Business Research, 109, 101-110.

Hair, Joe F, Ringle, C. M., & Sarstedt, M. (2011).
PLS-SEM: Indeed a silver bullet. Journal of
Marketing Theory and Practice, 19(2), 139-152.
Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C.
M. (2019). When to use and how to report the results
of PLS-SEM. European Business Review, 31(1), 2—
24. https://doi.org/10.1108/EBR-11-2018-0203
Henseler, J., Ringle, C. M., & Sarstedt, M. (2014). A
new criterion for assessing discriminant validity in
variance-based structural equation modelling.
Journal of the Academy of Marketing Science, 43(1),
115-135. https://doi.org/10.1007/s11747-014-0403-
8

Henseler, J., Ringle, C. M., & Sinkovics, R. R.
(2009). The use of partial least squares path
modelling in international marketing, 20 pp. 277-
319). Emerald Group Publishing Limited.
https://doi.org/10.1108/S1474-
7979(2009)0000020014

Hair, J. F., Sarstedt, M., & Ringle, C. M. (2017).
Partial least squares structural equation modelling. In
Handbook of Market Research (Issue September)
Hair, N., Wetsch, L.R., Hull, C.E., Perotti, V. and
Hung, Y.T.C. (2012), “Market orientation in digital
entrepreneurship: advantages and challenges in a
web 2.0 networked world”, International Journal of
Innovation and Technology Management, Vol. 9, p.
6, doi: 10.1142/S0219877012500459.

Henderson, R. and Robertson, M. (2000), “Who
wants to be an entrepreneur? Young adult attitudes
to entrepreneurship as a career”, Career
Development International, Vol. 5 No. 6, pp. 279-
287.

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using
PLS path modelling in new technology research:
updated guidelines. Ind. Manag. Data Syst., 116(1),
2e20.

Islam, M., Bokhari, A., & Abalala, T. (2018).
Perceptions to start up business as a career choice
among Saudi female higher education students.
Societies, 8(2), 31.
https://doi.org/10.3390/s0c8020031.

Israr, M. and Saleem, M. (2018), “Entrepreneurial
intentions among university students in Italy”,
Journal of Global Entrepreneurship Research, Vol.
8 No. 1, p. 20.

Jeong, J., & Choi, M. (2017). The expected job
satisfaction affecting entrepreneurial intention as
career choice in the cultural and artistic industry.
Sustainability, 9(10), 1689.
https://doi.org/10.3390/s5u9101689

Kirzner, 1. M. (1979). Perception, Opportunity and
Profit. University of Chicago Press.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

Klarner, P., Sarstedt, M., Hoeck, M., & Ringle, C.
M. (2013). Disentangling the effects of team
competences, team adaptability, and client
communication on the performance of management
consulting teams. Long Range Planning, 46(3), 258—
286.

Kolvereid, L. (1996a). Organizational employment
versus self-employment: Reasons for career choice
intentions. Entrepreneurship Theory and Practice,
20(3), 23-31.
https://doi.org/10.1177/104225879602000302
Kolvereid, L. (1996b). Prediction of employment
status choice intentions. Entrepreneurship Theory
and Practice, 21(1), 47-58. https://
doi.org/10.1177/104225879602100104. https://doi.
0rg/10.1111/j.1540-6520.2009.00318.x

Kolvereid, L., & Isaksen, E. (2006). New business
start-up and subsequent entry into selfemployment.
Journal of Business Venturing, 21(6), 866-885.
https://doi.org/10.1016/j.jbusvent.2005.06.008
Krueger, N. F., Reilly, M. D., & Carsrud, A. L.
(2000). Competing models of entrepreneurial
intentions. Journal of Business Venturing, 15(5),
411- 432. https://doi.org/10.1016/S0883-
9026(98)00033-0

Lai,L.S. L., & To, W. M. (2020). E-Entrepreneurial
intention among young Chinese adults. Asian J.
Technol. Innovat., 28(1), 119e137.

Lee, L., Wong, P. K., Foo, M.D., & Leung, A.
(2011). Entrepreneurial intentions: The influence of
organizational and individual factors. Journal of
Business Venturing, 26, 124-136.
https://doi.org/10.1016/j.jbusvent.2009.04.003
Lifian, 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.

Lifian, F., Nabi, G., & Krueger, N. (2013). British
and Spanish  entrepreneurial intentions: A
comparative study. Revista de economia Mundial,
33, 73-103.

Liu, X., Lin, C., Zhao, G., & Zhao, D. (2019).
Research on the effects of entrepreneurial education
and entrepreneurial self-efficacy on college students’
entrepreneurial intention. Frontiers in Psychology,
10, 869. https://doi.org/10.3389/fpsyg.2019.00869
Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A
comparison of the theory of planned behavior and the
theory of reasoned action. Pers. Soc. Psychol. Bull.,
18(1), 3e9.

McMullen, J. S., & Shepherd, D. A. (2006).
Entrepreneurial action and the role of uncertainty in
the theory of the entrepreneur. Academy of
Management Review, 31(2), 132-152.
https://doi.org/10.5465/amr.2006.19379628

Mir, A. A, Hassan, S., & Khan, S. J. (2022).
Understanding digital entrepreneurial intentions: A
capital theory perspective. International Journal of
Emerging Markets.
https://doi.org/10.1108/IJOEMO05-2021-0687.
Miralles, F., Giones, F., & Riverola, C. (2016).
Evaluating the impact of prior experience in

Advances in Consumer Research

961


https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://doi.org/10.3390/soc8020031
https://doi.org/10.3390/su9101689
https://doi.org/10.1177/104225879602000302
https://doi.org/10.1016/j.jbusvent.2005.06.008
https://doi.org/10.1016/S0883-9026(98)00033-0
https://doi.org/10.1016/S0883-9026(98)00033-0
https://doi.org/10.1016/j.jbusvent.2009.04.003
https://doi.org/10.3389/fpsyg.2019.00869
https://doi.org/10.5465/amr.2006.19379628
https://doi.org/10.1108/IJOEM05-2021-0687

How to cite: Divya Nandini Sharma, Navigating the Digital Frontier: The Influence of Alertness, Attitude, and Self-Efficacy on Female
Students' E-Entrepreneurial Intentions, Advances in Consumer Research, vol. 2, no. 5, 2025, pp. 952-963.

entrepreneurial intention. International
Entrepreneurship and Management Journal, 12(3),
791-813

61. Mitchell, R.K., Busenitz, L., Lant, T., McDougall,
P.P., Morse, E.A., & Smith, J.B. (2002). Towards a
theory of entrepreneurial cognition: Rethinking the
people side of entrepreneurship  research.
Entrepreneurship Theory and Practice, 27(2), 93-
104. https://doi.org/10.1111/1540-8520.00001

62.Mensah I. K., Zeng G. H., Luo C. Y., Xiao Z. W., &
Lu M. Q. (2021). Exploring the Predictors of
Chinese  College  Students’  Entrepreneurial
Intention[Article]. SAGE Open, 11(3), 14, Article
21582440211029941.
https://doi.org/10.1177/21582440211029941

63. Mukyala, V., Bananuka, J., Basuuta, M.,
Tumwebaze, Z. and Bakalikwira, L. (2017),
“Accountability of local government authorities: a
developing economy perspective”, African Journal
of Business Management, Vol. 11 No. 12, pp. 266-
274,

64. Nambisan, S., & Baron, R. A. (2021). On the costs
of digital entrepreneurship: Role conflict, stress, and
venture performance in digital platform-based
ecosystems. Journal of Business Research, 125(June
2019), 520-532.
https://doi.org/10.1016/j.jbusres.2019.06.037

65. Nambisan, S. (2017), “Digital entreprencurship:
towards a digital technology perspective of
entrepreneurship”, Entrepreneurship: Theory and
Practice, Vol. 41 No. 6, pp. 1029-1055, doi: 10.
1111/etap.12254.

66.Neacsu, M. N., Radulescu, R., Ditoiu, M. C.,
Aluculesei, A. C., & Mahika, E. C. (2015). Study
Regarding the Entrepreneurial Intention Among
Young People in The Context Of The Romanian
Business Environment. European Journal of
Business and Social Sciences, 4(01), 121-135.

67.Niu X., Niu Z., Wang M., & Wu X. (2022). What are
the key drivers to promote entrepreneurial intention
of vocational college students? An empirical study
based on structural equation modelling. Frontiers in
Psychology. 13.
https://doi.org/10.3389/fpsyq.2022.1021969 PMID:
36389516.

68. Otache, I., Edopkolor, J. E., Sani, I. A., & Umar, K.
(2024). Entrepreneurship education and
entrepreneurial intentions: Do entrepreneurial self-
efficacy, alertness and opportunity recognition
matter? The International Journal of Management
Education, 22(1), 100917.

69. Pappas, M.A., Drigas, A.S., Papagerasimou, Y.,
Dimitriou, H., Katsanou, N., Papakonstantinou, S.
and Karabatzaki, Z. (2018), “Female
entrepreneurship and employability in the digital era:
the case of Greece”, Journal of Open Innovation:
Technology, Market, and Complexity, Vol. 4 No. 2,
doi: 10. 3390/joitmc4020015.

70.Pham, M., Lam, B. Q., & Le, V. P. T. (2023). The e-
entrepreneurial intention of students: The role of
self-efficacy  and education. Entrepreneurial
Business and Economics Review, 11(1), 127-143.

71.Pihie, Z.A.L., & Bagheri, A. (2013). Self-efficacy

and entrepreneurial intention: The mediation effect
of self-regulation. Vocations and Learning, 6(3),
385-401. https://doi.org/10.1007/s12186-013-9101-
9

72.Pirzada, K., Mustapha, M.Z. and Alfan, E.B., (2017).
Antecedents of Ethnic Diversity: The Role of
Nomination Committees. International Journal of
Economics and Management, 11(S1), 103-119

73.Rajahonka, M. and Villman, K. (2019), “Women
managers and entrepreneurs and digitalization: on
the verge of a new era or a nervous breakdown?”,
Technology Innovation Management Review, Vol. 9
No. 6, pp. 14-24, doi: 10.22215/TIMREVIEW/1246.

74.Ringle, C. M., Wende, S., and Becker, J.-M. 2024.
"SmartPLS  4." Bonningstedt: SmartPLS,
https://www.smartpls.com.

75.Rosca, E., Agarwal, N. and Brem, A. (2020),
“Women entreprencurs as agents of change: a
comparative analysis of social entrepreneurship
processes in emerging markets”, Technological
Forecasting and Social Change, Vol. 157 May,
120067, doi: 10.1016/j.techfore.2020.120067.

76.Saadat, S., Aliakbari, A., & Bell, R. (2021). The
effect of entrepreneurship education on graduate
students’ entrepreneurial alertness and the mediating
role of entrepreneurial mindset. Education +
Training, 64(7), 892-909.
https://doi.org/10.1108/ET-06-2021-0231

77.Saptono, A., Wibowo, A., Narmaditya, B. S.,
Karyaningsih, R. P. D., & Yanto, H. (2020). Does
entrepreneurial education matter for Indonesian
students’ entrepreneurial preparation: The mediating
role of entrepreneurial mindset and knowledge.
Cogent  Education, 7(1), Article 1836728.
https://doi.org/10.1080/2331186X.2020.1836728

78.Sharma, N. (2023). Espoused model of women
entrepreneurship : antecedents ~ to  women
entrepreneurial intention and moderating role of
entrepreneurial self-e ffi cacy.
https://doi.org/10.1108/JEC-01-2023-0011

79.Shunmugasundaram, V. (2023). Gender and
Entrepreneurship : Motivational Factors for Women
Entrepreneurs in India. 13(2), 102-108.

80.Singh, A., Rana, N. P., & Parayitam, S. (2022). Role
of social currency in customer experience and co-
creation intention in online travel agencies:
Moderation of attitude and subjective norms.
International Journal of Information Management
Data Insights, 2(2), Article 100114.
10.1016/j.jjimei.2022.100114.

81. Solesvik, M. Z. (2013). Entrepreneurial motivations
and intentions: Investigating the role of education
major. Education + Training, 55(3), 253-271.

82.Tang, J., Kacmar, K. M. M., & Busenitz, L. (2012).
Entrepreneurial alertness in the pursuit of new
opportunities. Journal of Business Venturing, 27(1),
77-94.
https://doi.org/10.1016/j.jbusvent.2010.07.001

83. Turker, D. and Selcuk, S.S. (2009), “Which factors
affect entrepreneurial intention of university
students?”, Journal of European Industrial Training,
Vol. 33 No. 2, pp. 142-159.

84. Thompson, E. R. (2009). Individual entrepreneurial

Advances in Consumer Research

962


https://doi.org/10.1111/1540-8520.00001
https://doi.org/10.1016/j.jbusres.2019.06.037
https://doi.org/10.1007/s12186-013-9101-9
https://doi.org/10.1007/s12186-013-9101-9
https://www.smartpls.com/
https://doi.org/10.1108/ET-06-2021-0231
https://doi.org/10.1080/2331186X.2020.1836728
https://doi.org/10.1016/j.jbusvent.2010.07.001

How to cite: Divya Nandini Sharma, Navigating the Digital Frontier: The Influence of Alertness, Attitude, and Self-Efficacy on Female

Students' E-Entrepreneurial Intentions, Advances in Consumer Research, vol. 2, no. 5, 2025, pp. 952-963.

intent: Construct clarification and development of an
internationally reliable metric. Entrepreneurship
Theory and  Practice, 33(3), 669-694.
https://doi.org/10.1111/j.1540-6520.2009.00321.x

85. Vafaei-Zadeh A., Ganesan V., Hanifah H., Teoh A.
P., & Ramayah T. (2023). Cyber-entrepreneurial
intention among students in Public Universities:
evidence from an Emerging Country [Article].
Education and Information Technologies, 28(5),
5385-5419.  https://doi.org/10.1007/s10639-022-
11362-4 PMID: 36373038.

86. Wardana, L.W., Narmaditya, B.S., Wibowo, A.,
Mahendra, A.M., Wibowo, N.A., Harwida, G., &
Rohman, A.N. (2020). The impact of
entrepreneurship ~ education  and  students’
entrepreneurial mindset: the mediating role of
attitude and self-efficacy. Heliyon, 6(9), e04922.
https://doi.org/10.1016/j.heliyon.2020.e04922

87.Yang, J.H. (2016), “Self-Efficacy as moderator in
entrepreneurship education and entrepreneurial
intention: comparison between Korean and Chinese
university students”, The Journal of Small Business
Innovation, Vol. 19 No. 1, pp. 17-35.

88.Yang, K.-P., Hsiung, H.-H., & Chiu, Y.-J. (2015).
The comfort zone of the value circumplex for
entrepreneurship: a structural analysis. Career Dev.
Int., 20(6), 663e683.

89.Zhang, Y., Duysters, G., & Cloodt, M. (2013). The
role of entrepreneurship education as a predictor of
university students’ entrepreneurial intention.
International Entrepreneurship and Management
Journal, 10(3), 623-641.
https://doi.org/10.1007/s11365-012-0246-z

90. Zhao, H., Seibert S. E., and Hills G. E. (2005). The
mediating role of self-efficacy in the development of
entrepreneurial intentions. Journal of Applied
Psychology, 90(6), 1265 - 1272.
https://doi.org/10.1037/0021-9010.90.6.1265.

91. Zhao, H, Seibert, SE, & Lumpkin, GT. (2010). The
relationship of personality to entrepreneurial
intentions and performance: a meta-analytic review.
Journal of Management, 36, 381-404.

Advances in Consumer Research

963


https://doi.org/10.1111/j.1540-6520.2009.00321.x
https://doi.org/10.1016/j.heliyon.2020.e04922
https://doi.org/10.1007/s11365-012-0246-z
https://doi.org/10.1037/0021-9010.90.6.1265

