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Cultivating students’ creativity in entrepreneurship education at the college and university level is a key facet of entrepreneurship education in encouraging innovation in students. In this study, the influence of creativity, self-efficacy, entrepreneurial attitude, perceived control, and subjective norms, on students’ entrepreneurial intention were examined through a moderated model based on Ajzen’s (1985) Theory of Planned Behavior (TPB). A questionnaire survey was used to obtain the data from 523 students from different universities in China’s Zhejiang province. SPSS 20.0 was used to conduct descriptive analysis and exploratory analysis of the data, and Amos 22.0 was used to conduct confirmatory factor analysis. The research concluded that creativity has a significant impact on entrepreneurial intention; entrepreneurial self-efficacy has a marked effect on perceived behavior control; and perceived behavioral control, subjective norms and entrepreneurial attitude all significantly affect entrepreneurial intention. Finally, creativity has a significant moderating effect on the roles of perceived behavioral control and subjective norms on entrepreneurial intention, but not on the attitude to entrepreneurship. These results suggest that entrepreneurship education should focus on the cultivation of students’ creativity and entrepreneurial efficacy, while encouraging their entrepreneurial intention as well as developing their entrepreneurial skills and mindset.
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INTRODUCTION

As a conscious, planned, risky, and complex decision-making behavior, entrepreneurship is influenced by many factors in the process, among which creativity is a primary condition and entrepreneurial intention is an important driving factor for entrepreneurial behavior and action.

Intention is an essential prerequisite for individuals’ actions. Not all potential entrepreneurs will start their own businesses after spotting opportunities; entrepreneurship is driven by entrepreneurial intention. The greater the individual’s intention to undertake a given behavior then the more likely it will be effectively executed (Maresch et al., 2016). Moreover, entrepreneurship is a path-breaking value creation process where entrepreneurs are characterized by innovative intellect. In Schumpeter’s (1942) innovation theory, the essence of “creative destruction” lies in the creativity of entrepreneurs. Creativity, from the perspective of entrepreneurship, is reflected in the process of developing original and practical ideas to create new enterprises, or projects, and then bringing about new products or services (Mumford, 2003). As entrepreneurial intention serves as the prerequisite or critical step for entrepreneurship (Zhao et al., 2010), is it possible for creativity to inspire individuals’ entrepreneurial intention?

The paper is structured as follows. The section entitled, “Literature Review and Hypothesis Development” briefly reviews previous studies that touch on the relationship between creativity and entrepreneurial intention. The following section, “Aims and Hypotheses” introduces our hypotheses. The methodology and data are then presented in the section, “Materials and Methods.” The “Results” section then presents the relationships among the targeted variables. The paper concludes with a discussion of the contributions and limitations of this study in the final “Discussion and Conclusion” section.



LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT


The Theory of Planned Behavior Model

The Theory of Planned Behavior (TPB) was proposed by Ajzen (1985) through his article From Intentions to Actions: A Theory of Planned Behavior. According to the TPB Model, there are three attitude variables that affect entrepreneurial intention, which are the attitude toward the behavior, subjective norms and perceived behavioral control. This theory is developed from the theory of rational action. Since it was put forward, it has been widely used in the research of belief, attitude, behavior intention and other fields, having a significant impact particularly on consumption, public relations, health care, career choice and other predictions of social behavior. In recent years, due to the rise of entrepreneurship research in the world, the TPB has been rapidly applied to the research of entrepreneurship. Based on the TPB, entrepreneurial behavior can be explained as follows: The level of entrepreneurial intention is related to the attitude to the behavioral intention of entrepreneurs (attitude toward the behavior); the level of entrepreneurial intention is related to normative belief and compliance motivation (subjective norms); the level of entrepreneurial intention is related to control belief and perceived facilitating conditions (behavioral control). Liñán (2004) described the three entrepreneurial intent attitude variables in terms of personal preference or attractiveness of the idea; perceived social norms; and perceived entrepreneurial effectiveness. When these conditions are sufficient, the entrepreneurial intention of entrepreneurs is at a higher level, thus entrepreneurs are more likely to start their business. Since attitudes can change over time entrepreneurial intent can change as the individual’s perceptions change. Such changes can occur, for example, through education or experience which have the potential to increase self-efficacy and perceived entrepreneurial effectiveness, and desirability (Liñán et al., 2011; Bell and Bell, 2016). Perceived subjective norms can be considered as the individual’s perception of the opinion of other people (important to the individual) on the behavior. Aldrich and Cliff (2003) opined that the characteristics of the family system, including norms, values and family resources could impact new venture creation and Edelman et al. (2016) that social capital together with emotional social support can markedly affect entrepreneurial engagement and progression. Positive support and social norms (social pressures) can thus also encourage intent, whilst negative ones may discourage it.

Some scholars realized that environment or individual level variables could not adequately explain entrepreneurial behavior. They used the TPB model and entrepreneurial event model to discuss the key factors that affect entrepreneurial intention. In order to verify the effectiveness of the three attitude variables, they also introduced three pre-variables that were expected value, normative belief and self-efficacy (Krueger et al., 2000). At the same time, many studies had confirmed that the TPB could explain entrepreneurial intention (Kautonen et al., 2013). Based on the TPB, Moriano et al. (2012) conducted research on entrepreneurial intention across various cultural backgrounds. They selected 1,067 students from Germany, India, Iran, Poland, Spain, and Netherlands as samples to compare. The results supported the influence of attitude and perceived behavior control (self-efficacy) on entrepreneurial intention and the influence of cultural differences on subjective norms. Yang (2013) applied TPB to survey the entrepreneurial intention of 1,330 Chinese students. The results showed that attitude is the most effective predictor of entrepreneurial intention, followed by subjective norms, and then perceived behavioral control. Maes et al. (2014) conducted a survey on business school students’ entrepreneurial intention by using TPB and building a structural equation model. The results showed that the influence of gender on entrepreneurial intention was regulated by personal attitude and perceived behavioral control, but not by social norms. The ideal stage of learning and cultivating a positive attitude toward entrepreneurship should be in childhood and adolescence. However, most of the research subjects are college students rather than middle school students. Based on the revised plan behavior theory, Xu et al. (2016) adopted a stratified cluster sampling method to conduct a survey of entrepreneurship education in 1,018 middle schools in China, to investigate the impact of entrepreneurship education on the attitude, subjective norms, perceived behavioral control and entrepreneurial intention of middle school students. In order to confirm the determinants of academic entrepreneurial intention, Feola et al. (2019) adopted the structural equation model and triple helix model to test the model with Italian researchers. The results emphasized that all psychological variables of TPB were related to the prediction of academic entrepreneurial intention. The research results of Dai and Chen (2017) showed that college students’ entrepreneurial perception of behavior control had a significant impact on entrepreneurial behavioral intention.



Creativity

Creativity is an important component of individual cognitive processing, and has the ability to generate new and valuable ideas by recombining and matching information and knowledge (Zhang and Zhang, 2018). The divergence in the academic circle on the definition of creativity is wide. There are more than 100 definitions of creativity in various literatures (Meusburger, 2009). Creativity theory defined the leading factors affecting creativity as “four P’s,” namely process, product, person and place (Rhodes, 1961). In the cognitive method, researchers paid special attention to the process of creativity and tried to describe the mechanism and technology of creative thinking. For example, Torrance (1966) defined creativity as a process, that is, first, a person is aware of problems, defects, and disagreements which are difficult to identify, and then it is necessary to find solutions and put forward hypotheses, and finally to test and modify these hypotheses to deliver a successful outcome. With the emergence of the psychological measurement method of creativity initiated by Guilford et al. (1952), many studies also showed that creativity actually involved more abilities, such as the ability of openness, hierarchical thinking, autonomy, exploratory behavior, etc. If environmental factors are taken into account, creativity will be associated with factors such as autonomy and resource access. The characteristics of a creative lifestyle are unqualified attitude, behavior, and flexibility (Sternberg et al., 2012).

In the field of economic production, many scholars pay more attention to the relationship between creativity and products. For example, Mumford (2003) thought that creativity involved the production of novel and useful products, while Sternberg et al. (2012) suggested that creativity meant the production of “original and valuable things.” Some economists regard creativity as an important element of recombining elements to generate new technologies and products, to promote economic growth (Bloom et al., 2013). Therefore, the impact of creativity on the economy should not be ignored.

With the emergence of entrepreneurship, many scholars associate creativity with entrepreneurship because creativity is particularly crucial for entrepreneurial activities, and entrepreneurship itself is a creative activity. Remaining creative is a quality that a successful entrepreneur must have. In the field of entrepreneurship, creativity at an individual level refers to the process in which entrepreneurs can combine existing resources and generate new ideas to start innovative businesses (Chua and Bedford, 2016). Scholars are used to studying the relationship between creativity and entrepreneurship in the framework of organizational management. Social psychologists, organizational scientists, and management scientists have conducted extensive research on the relevant factors affecting the creativity of teams and organizations, and developed various comprehensive theoretical models, and emphasized the role of team composition, team process and organizational culture, and their interaction with promoting innovation (Woodman et al., 1993; Paulus and Dzindolet, 2008; Salazar et al., 2012; Harvey, 2014).



Entrepreneurial Intention

The study of entrepreneurial intention is a rapidly developing area of research (Liñán and Fayolle, 2015) and research suggests that entrepreneurial intention is an important precursor in becoming an entrepreneur (Zhao et al., 2010). Intention is a key antecedent of action, and the study of entrepreneurial intention can deepen people’s understanding of entrepreneurial cognition and behavior patterns. The formation of entrepreneurial intention is the product of the interaction between individuals and the environment, and its relative research focuses more on the influencing factors of entrepreneurial intention (Sun et al., 2011). Starting from personal characteristics or external environment, researchers explored various factors that may lead to entrepreneurial intention, and studied the influencing mechanism. Some scholars apply the decision-making model to the study of entrepreneurial intention. For example, Simon et al. (2000) investigated whether some individuals were engaged in entrepreneurship because their cognitive biases (mental short cuts) led them to perceive lower risks than might be the case. Based on a study of 192 students they opined that individuals often start ventures because they do not perceive the risks (rather than knowingly accept high levels) because cognitive biases such as a belief in the ‘law of small numbers’ (limited information) or an inflated illusion of control reduced their perception of risk.

In addition, some scholars have studied entrepreneurial intention based on social cognitive theory. Zhao et al. (2005) took self-efficacy as a key antecedent to influence entrepreneurial intention, and explored how factors such as formal learning perception, entrepreneurial experience, risk preference and gender, affected the formation of entrepreneurial intention by influencing entrepreneurial self-efficacy. They collected data from two rounds of MBA student samples. The empirical results illustrated that formal learning perception, entrepreneurial experience and risk preference can enhance entrepreneurial intention by improving entrepreneurial self-efficacy, while the effect mechanism of gender on entrepreneurial intention was relatively complex. Although gender differences do not bring differences in individual entrepreneurial self-efficacy, it can directly affect entrepreneurial intention, that is, women’s entrepreneurial intention was lower than men’s. The excessive attention to individual factors has led some scholars to fail to explore the environment as a factor affecting entrepreneurial intention. Therefore, with the continuous expansion of the research field, some scholars have begun to study the impact of environmental factors. In many studies, scholars have used the TPB to investigate the environmental factors.



Creativity and Entrepreneurial Intention

In recent years, many scholars have begun to pay attention to the influence of creativity on entrepreneurial intention. Being entrepreneurial enables entrepreneurs to better understand the connection between things, identify business opportunities and the rational allocation of entrepreneurial resources, so as to smooth the path of value creation. People with high creativity can maintain a positive attitude and high self-confidence in entrepreneurial activities. As creativity involves individual traits and abilities, many scholars also combine creativity to study entrepreneurs’ intention to start their own businesses. Hamidi et al. (2008) introduced creativity into the theoretical model of entrepreneurship education and entrepreneurial intention for the first time, using multiple and ordered regression analysis to test the hypotheses derived from the theory. The results showed that creativity exercises could improve students’ entrepreneurial intentions. Zampetakis et al. (2011) studied the connection between young people’s creativity and entrepreneurial intentions in a survey of 180 undergraduate business school students, and found that the more creative young people thought they were, the higher their entrepreneurial intentions were. Chia and Liang (2016) conducted a survey of the impact of creativity on entrepreneurial intention at a university in Taiwan, which divided the creativity of tourism students into two dimensions, namely, originality and practicality, and showed that students with higher creativity mirrored greater entrepreneurial intention. Miranda et al. (2017) used TPB to study the impact of attitudes, subjective norms and perception control on scholars’ entrepreneurship intentions. They conducted a survey of 1,178 Spanish university scholars from different institutions, professions and qualifications, and found that entrepreneurial intention was influenced by creativity, perceptual utility and entrepreneurial experience, and that creativity can have a positive impact on entrepreneurial attitudes. Hu et al. (2018) explored the extent to which entrepreneurial alertness regulated the impact of students’ proactive personality and creativity on entrepreneurial intentions. Through field surveys of 735 undergraduates at 26 Chinese universities, they demonstrated that entrepreneurial alertness had an absolute mediating effect between creativity, proactive personality and entrepreneurial intention. According to the TPB and entrepreneurship event models, Zhao et al. (2005) explained the logic of the impact of creativity on entrepreneurial intentions as, people with high creativity could maintain a positive attitude and high self-confidence in entrepreneurial activities. In today’s environment of encouraging entrepreneurship, intangible social norms will also support people to choose creative work. Despite creativity being highlighted as an important resources for entrepreneurs (Ahlin et al., 2014; Khedhaouria et al., 2015), research has yet to fully explore the role of creativity in the TBP. This research is designed to fill this gap and investigate the impact of creativity on entrepreneurial intention, and the moderating role of creativity, through the theory of TPB.



AIMS AND HYPOTHESES

As discussed in the previous sections, the relationships between creativity and entrepreneurial intention remain under-explored. Therefore, this study is based on the moderated TPB model, which has been extensively applied in the study of entrepreneurial intention, and has a good ability to explain the factors that influence entrepreneurial intention. The theoretical model of this study takes self-efficacy as the pre-variable of perceived behavioral control. It also introduces the variable of creativity to explore the influence of creativity on entrepreneurial intention, and determine whether creativity has a moderating effect on the relationship between entrepreneurial attitude, perceived behavior control, and subjective norms, on entrepreneurial intention (Figure 1). Based on this theoretical model, a questionnaire survey was conducted, and the relationship between creativity and entrepreneurial intention has been further explored. The hypotheses in this study are as follows:

H1: Entrepreneurial attitude has a positive effect on entrepreneurial intention.

H2: Perceived behavior control has a positive effect on entrepreneurial intention.

H3: Subjective norms have a positive effect on entrepreneurial intention.

H4: Creativity has a positive effect on entrepreneurial intention.

H4a: Creativity plays a positive role in moderating entrepreneurial attitude and entrepreneurial intention.

H4b: Creativity plays a positive role in moderating perceived behavior control and entrepreneurial intention.

H4c: Creativity plays a positive role in moderating subjective norms and entrepreneurial intention.

H5: Entrepreneurial self-efficacy has a positive effect on perceived behavior control.


[image: image]

FIGURE 1. The proposed structural relationships between creativity and entrepreneurial intention based on the theory of planned behavior model.




MATERIALS AND METHODS


Participants

This study, through SPSS20.0, carried out a descriptive analysis of the respondents’ gender, school, grade, profession, and whether there were entrepreneurs in their family etc. Of the undergraduate students surveyed, 43.79% were male and 56.21% were female. In terms of grades, freshmen students accounted for 54.68%, sophomores 24.67%, juniors 13%, and seniors 7.65%. In terms of major distribution, economic management accounted for 49.08%, science and engineering accounted for 25.62%, sports accounted for 0.4%, art accounted for 4%, philosophy and sociology accounted for 1.34%, literature and history accounted for 6.69%, and medicine and surgery accounted for 15.87%. In terms of entrepreneurs in the family, those with entrepreneurs accounted for 37.48%, and those without entrepreneurs accounted for 62.52%.



Instruments

This study was based on the measurement of 6 latent variables via 48 questions: entrepreneurial intention (four questions), entrepreneurial attitude (four questions), perceived behavior control (nine questions), subjective norms (four questions), creativity (five questions), and entrepreneurial self-efficacy (22 questions). This study adopted previously tested and validated scales to measure the research variables. In order to ensure the accuracy of the language translation of each item in the scales, the scales were translated into Chinese and then a second translator back translated the scales to check for conceptual equivalency (Bhalla and Lin, 1987). For the measurement of entrepreneurial intention, the four questions were drawn from the scale of Liñán and Fayolle (2015). For the measurement of entrepreneurial attitude, the four questions were drawn from the scale of Obschonka et al. (2012). For the measurement of perceived behavior control, the nine questions were drawn from Prodan and Drnovsek’s (2010) scale. For the measurement of subjective norms, the four questions were drawn from Obschonka et al.’s (2012) scale. For the measurement of creativity, the five questions were drawn from Miranda et al. (2017). Lastly, for the measurement of entrepreneurial self-efficacy, the 22 questions drew on DeNoble et al.’s (1999) scale. All the above items were measured by Likert 5-point scales.



Procedure

The survey was conducted in Zhejiang province, which has the most developed private economy and Internet economy in China. As one of the more developed provinces of China, Zhejiang province, also considered as China’s answer to Silicon Valley, is home to e-commerce giants like Alibaba Group Holding and NetEase. The technological start-ups in Zhejiang have contributed largely to its rising “new economy” where the provincial government has also capitalized on the role of entrepreneurship as its model for development (Zhang, 2018). The researchers first undertook a pilot study by distributing 100 questionnaires to students at Zhejiang University. Eighty two effective questionnaires were received, an effective questionnaire recovery rate of 82%. After testing and analysis, the CITC method was used to remove three questions with a correlation coefficient of less than 0.5. The final questionnaire was composed of 45 questions.

To reduce the sample selection bias, the survey was carried out in various locations with different cohorts and the questionnaires were administered randomly. To meet the research needs, from January 4, 2019 to February 28, 2019, the formal survey selected university students in Zhejiang as the sample selection range, controlled the respondents from the major, grade, gender and other aspects, and strived to meet the normal distribution of data. The coordinator contacted different universities in Zhejiang with an invitation to take part in the survey. If the universities agreed, they completed a registration form that indicated how many students would take part. The purpose of the research was outlined to the participants and a small incentive was provided to the respondents to compensate them for their time for completing the questionnaire. Six hundred and six questionnaires were distributed, and after excluding 83 invalid questionnaires, 523 valid questionnaires were obtained, a recovery rate of 86.45%.



RESULTS


Exploratory Tests

In order to ensure the quality of the analysis results of the model, it is necessary to analyze the reliability and validity of the formal questionnaire data. In this study, statistical software SPSS20.0 was used to analyze the validity of six potential variables that are entrepreneurial self-efficacy, entrepreneurial attitude, subjective norms, perceived behavioral control, entrepreneurial intention and creativity.

From the reliability analysis of the questionnaire (Table 1), the Cronbach α coefficient of the six dimensions is between 0.859 and 0.931, which are all greater than 0.7, indicating that the six dimensions of the scale all have good internal consistency reliability.


TABLE 1. Reliability analysis results.

[image: Table 1]From the validity analysis of the questionnaire (Table 2), it can be seen that the normalized load value of each measurement item in each dimension is greater than 0.7, the CR value of each dimension is greater than 0.7 and the AVE value is greater than 0.5, indicating that the scale has a good convergent validity.


TABLE 2. Convergent validity analysis results.

[image: Table 2]From the discriminant validity in Table 3 it can be seen that there is a positive correlation among the variables. The largest correlation coefficient between the studied constructs is 0.741 (between perceived behavior control and creativity). The figures also demonstrate that the square root of AVE value above the diagonal is greater than the correlative coefficient between the dimensions below the diagonal, indicating that the scale has a good discrimination validity.


TABLE 3. Discriminant validity analysis.

[image: Table 3]According to Table 4, exploratory factor analysis of all the questions of the questionnaire shows that the KMO is equal to 0.960, greater than 0.7, and the significance of Bartlett’s test is less than 0.001, less than 0.05 indicating that the scale is suitable for factor analysis. In addition, the analysis results show that the cumulative variance explanation percentage of the first factor extracted is 35.434%, less than 40%, and also less than half of the total variance of 73.249%, indicating that there was no common method difference bias.


TABLE 4. KMO and Bartlett’s Test.

[image: Table 4]From Table 5’s exploratory factor analysis of the rotated component matrix, it can be seen that the maximum factor load of each question of the six dimensions is on the common factor, and the factor structure is coincided with the dimension structure of the questionnaire, indicating that the scale has a good result validity.


TABLE 5. Rotated component matrix.
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Model Analysis

The model is analyzed by hierarchical regression, and the test results of Model 1 and Model 2 in Table 6 illustrated that entrepreneurial self-efficacy has a significant positive effect on perceived behavior control (β = 0.727, p < 0.001). According to the test results of Model 3 and Model 4, entrepreneurial attitude, subjective norm, perceived behavior control and creativity all have a significant positive influence on entrepreneurial intention (β1 = 0.387, p1 < 0.001; β2 = 0.234, p2 < 0.001; β3 = 0.103, p3 = 0.007; β4 = 0.136, p4 = 0.001).


TABLE 6. Results of regression analysis.

[image: Table 6]Model 5 and Model 6 indicate the moderating effect of creativity between entrepreneurial attitude and entrepreneurial intention. From the results of the analysis, it can be seen that the interaction between creativity and entrepreneurial attitude is not significant (β = −0.136, p > 0.05), indicating that creativity has no moderating effect between entrepreneurial attitude and entrepreneurial intention. Model 7 and Model 8 verify the moderating effect of creativity between subjective norms and entrepreneurial intentions. From the analysis results and Figure 2, the interaction between creativity and subjective norms is significantly positive (β = 0.372, p < 0.001), indicating that creativity plays a significant and positive role in moderating subjective norms and entrepreneurial intentions. Model 9 and Model 10 verify the moderating effect of creativity between perceived behavior control and entrepreneurial intention. From the analysis results and Figure 3, it can be seen that the interaction between creativity and perceived behavior control is significantly positive (β = 0.608, p < 0.001), indicating that creativity plays a significant and positive role in moderating the action of perceived behavior control on entrepreneurial intention.
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FIGURE 2. A line chart of the moderating effect of creativity between subjective norms and entrepreneurial intention.
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FIGURE 3. A line chart of the moderating effect of creativity between perceived behavior control and entrepreneurial intention.




DISCUSSION AND CONCLUSION

This paper uses SPSS20.0 and Amos 22.0 software to construct the SEM structural equation model, and analyzes the influence of creativity on entrepreneurial intention, based on 523 valid questionnaires from college students. The results show that creativity has a positive influence on entrepreneurial intention, but it is the entrepreneurial attitude that is the most important factor that affects entrepreneurial intention rather than creativity, followed by the perceived behavioral control, and then the subjective norms. In addition, creativity has a positive moderating effect on both the actions of perceived behavioral control and subjective norms on entrepreneurial intention. The results also show that entrepreneurial self-efficacy has a positive influence on the perception of behavioral control. To sum up the results hypotheses, H1, H2, H3, H4, H4b, H4c, and H5 were statistically proven, whilst H4a was not statistically supported. The results of this research support Ajzen’s (1991) TPB model and the three attitudes that lead to intent. The factor that is considered to be the weakest attitude, perceived social norms (Ajzen, 1991; Liñán et al., 2011) was found to be significant in this research, which supports the contention that it is context specific and is a significant factor in China. This type of influence can be more significant in some contexts (Fayolle and Gailly, 2015). Since entrepreneurial attitude is the strongest factor influencing entrepreneurial intention, any mediation effect through creativity may be relatively insignificant in comparison. Finally, the importance of personal entrepreneurial attitude and perceived behavioral control to entrepreneurial intent in this research supports previous findings (e.g., Liñán et al., 2011). This paper has the following theoretical significance: Firstly, the need to broaden the scope of creativity research. In the past, the field of creativity research was mainly focused in economic organizations, like enterprises and research and design institutions, and the research subjects were mostly enterprise leaders or research and design personnel. In this study, the theory of creativity has been applied to the field of higher education, and college students were taken as the research subjects to broaden the scope of creativity research. Secondly, the need to expand research into the influencing factors of entrepreneurial intention. Although previous studies have also paid close attention to the influence of individual factors on entrepreneurial intention, creativity is still an easily neglected individual factor. This study introduces creativity as an individual factor to extend the influencing factors of entrepreneurial intention. This also confirms the research conclusions and viewpoints of Ahlin et al. (2014) and Khedhaouria et al. (2015), that is, creativity can be regarded as a valuable ‘raw material’ owned by individuals, which can promote the enhancement of entrepreneurial intention by improving the awareness and skills related to entrepreneurship, such as opportunity identification, etc.

Based on the above analysis, this study believes that in the context of China’s current economic transformation and upgrading, to achieve the upgraded version of “mass entrepreneurship and innovation” for college students, efforts can be made from the following aspects. First, colleges and universities could continue to improve the quality of their entrepreneurship education. This can be done by expanding the teaching material for entrepreneurship modules to cultivate students’ creativity and by improving teaching methods for entrepreneurship education to improve students’ understanding of entrepreneurship and stimulate students’ creativity. This can include a range of different learning experiences, including not only in-class teaching, but also extra-curricular activities, which have been found to be particularly efficacious in developing students’ entrepreneurial mindsets in the Chinese context (Cui et al., 2019). This research has highlighted the role that Ajzen’s (1991) three TPB attitudes, and creativity, play in entrepreneurial intent. Based on this research, to develop entrepreneurial intent, both individually and more widely, entrepreneurship education should focus on positively developing the three attitudes, and individuals’ creativity. Previous research has found that entrepreneurship education can efficiently develop creativity, which can successfully nurture entrepreneurial intentions (Shahab et al., 2019). Active experiential approaches can be beneficial in entrepreneurship education (Fuchs et al., 2008), particularly those that provide an authentic learning experience. Authentic learning experiences can encourage deeper learning, encourage engagement and more effectively prepare students (Macht and Ball, 2016). For example, hands-on entrepreneurial experiences can help to develop intent and stimulate creativity, which can be further developed by the creation of specific goals and the sense of competition (Bell and Bell, 2016).

Secondly, the government could create a better entrepreneurial environment for university entrepreneurs. Preferential policies could be provided for college students, such as setting up a special entrepreneurship support fund, providing free business premises, and providing tutorials. Furthermore, establishing an effective entrepreneurial atmosphere across whole society would encourage young people to innovate and start their own businesses. This could be achieved by holding entrepreneurship competitions, media publicity, and other forms of promotion. Finally, the increased joint ventures between universities and industries, financial institutions and/or relevant associations would create an entrepreneurial ecosystem and encourage innovation. Developing and tailoring entrepreneurial ecosystems conducive to the support of entrepreneurship education has been highlighted as an effective way to support the development of students’ entrepreneurial attitudes and abilities (Bell, 2019).



LIMITATIONS

Although this research expands the use of the TPB model to study the relationship between creativity and entrepreneurial intention, it also has practical significance for entrepreneurship education. However, in common with all research, some potential limitations exist and will now be considered along with future research opportunities. Firstly, this paper uses self-assessment to measure individual creativity, which may deviate from the actual situation. In future research, we can use mutual assessment or test, to obtain a deeper and more objective measurement of individual creativity. Secondly, this research focuses on the impact of creativity on individual entrepreneurial intention. Future research can explore the impact of entrepreneurs’ creativity in entrepreneurial teams, entrepreneurial performance and entrepreneurial growth, which can further expand the research area. Finally, research can be undertaken to investigate across a range of universities, and the number of samples can be increased to improve the external validity of the research conclusions.



DATA AVAILABILITY STATEMENT

The original contributions presented in the study are included in the article/supplementary material, further inquiries can be directed to the corresponding author/s.



ETHICS STATEMENT

The study was reviewed and approved by Wenzhou University Ethics Committee. Written informed consent to participate in this study was provided by the participants.



AUTHOR CONTRIBUTIONS

YS designed the work. YS and JW designed the field survey. TY assisted in the data collection. YS, TY, RB, and JW analyzed the data and experiment result. YS, RB, and WJ wrote the manuscript.



REFERENCES

Ahlin, B., Drnovšek, M., and Hisrich, R. D. (2014). Entrepreneurs’ creativity and firm innovation: The moderating role of entrepreneurial self-efficacy. Small Bus. Econ. 43, 101–117. doi: 10.1007/s11187-013-9531-7

Ajzen, I. (1985). “From intentions to actions: a theory of planned behavior,” in Action-Control: From Cognition to Behavior, eds J. Kuhi and J. Beckmann (Heidelberg: Springer), 11–39. doi: 10.1007/978-3-642-69746-3_2

Ajzen, I. (1991). The theory of planned behavior. Organ. Behav. Hum. Decis. Process. 50, 179–211. doi: 10.1016/0749-5978(91)90020-T

Aldrich, H. E., and Cliff, J. E. (2003). The pervasive effects of family on entrepreneurship: toward a family embeddedness perspective. J. Bus. Venturing 18, 573–596. doi: 10.1016/S0883-9026(03)00011-9

Bell, R. (2019). Predicting entrepreneurial intention across the university. Educ. Train. 61, 815–831. doi: 10.1108/ET-05-2018-0117

Bell, R., and Bell, H. (2016). An enterprise opportunity for entrepreneurial students: student enterprise development and experience assessed through the student voice. Educ. Train. 58, 751–765. doi: 10.1108/ET-12-2014-0150

Bhalla, G., and Lin, L. (1987). Cross-cultural marketing research: a discussion of equivalence issues and measurement strategies. Psychol. Mark. 4, 185–216.

Bloom, N., Romer, P. M., Terry, S. J., and Van Reenen, J. (2013). A trapped-factors model of innovation. Am. Econ. Rev. 103, 208–213. doi: 10.1257/aer.103.3.208

Chia, C. C., and Liang, C. (2016). Influence of creativity and social capital on the entrepreneurial intention of tourism students. J. Enterpren. Manag. Innovat. 12, 151–168. doi: 10.7341/20161227

Chua, H. S., and Bedford, O. (2016). A qualitative exploration of fear of failure and entrepreneurial intent in Singapore. J. Career Dev. 43, 319–334. doi: 10.1177/0894845315599255

Cui, J., Sun, J., and Bell, R. (2019). The impact of entrepreneurship education on the entrepreneurial mindset of college students in China: the mediating role of inspiration and the role of educational attributes. Int. J. Manag. Educ. doi: 10.1016/j.ijme.2019.04.001 [Epub ahead of print]

Dai, J., and Chen, Y. (2017). An empirical study on entrepreneurial intention of college students based on the theory of planned behavior: a case study of 348 undergraduates in Fujian province. Chin. Grad. Employ. 23, 49–54. doi: 10.3969/j.issn.1009-0576.2017.12.016

DeNoble, A. F., Jung, D., and Ehrlich, S. B. (1999). “Entrepreneurial self-efficacy: the development of a measure and its relationship to entrepreneurial action,” in Frontiers of Entrepreneurship Research, eds R. D. Reynolds, W. D. Bygrave, S. Manigart, C. M. Mason, G. D. Meyer, H. J. Sapienze, et al. (Waltham, MA: P&R. Publications), 73–87.

Edelman, L. F., Manolova, T., Shirokova, G., and Tsukanova, T. (2016). The impact of family support on young entrepreneurs’ start-up activities. J. Bus. Venturing 31, 428–448. doi: 10.1016/j.jbusvent.2016.04.003

Fayolle, A., and Gailly, B. (2015). The impact of entrepreneurship education on entrepreneurial attitudes and intention: hysteresis and persistence. J. Small Bus. Manag. 53, 75–93. doi: 10.1111/jsbm.12065

Feola, R., Vesci, M., Botti, A., and Parente, R. (2019). The determinants of entrepreneurial intention of young researchers: combining the theory of planned behavior with the triple helix model. J. Small Bus. Manag. 57, 1424–1443. doi: 10.1111/jsbm.12361

Fuchs, K., Werner, A., and Wallau, F. (2008). Entrepreneurship education in Germany and Sweden: what role do different school systems play? J. Small Bus. Enterprise Dev. 15, 365–381. doi: 10.1108/14626000810871736

Guilford, J. P., Wilson, R. C., and Christensen, P. R. (1952). A Factor−Analytic Study of Creative Thinking: II. Administration of Tests and Analysis of Results. Los Angeles, CA: University of Southern California.

Hamidi, D. Y., Wennberg, K., and Berglund, H. (2008). Creativity in entrepreneurship education. J. Small Bus. Enterprise Dev. 15, 304–320. doi: 10.1108/14626000810871691

Harvey, S. (2014). Creative synthesis: exploring the process of extraordinary group creativity. Acad. Manag. Rev. 39, 324–343. doi: 10.5465/amr.2012.0224

Hu, R., Wang, L., Zhang, W., and Bin, P. (2018). Creativity, proactive personality, and entrepreneurial intention: the role of entrepreneurial alertness. Front. Psychol. 9:951. doi: 10.3389/fpsyg.2018.00951

Kautonen, T., Van Gelderen, M., and Tornikoski, E. T. (2013). Predicting entrepreneurial behaviour: a test of the theory of planned behaviour. Appl. Econ. 45, 697–707. doi: 10.1080/00036846.2011.610750

Khedhaouria, A., Gurău, C., and Torrès, O. (2015). Creativity, self-efficacy, and small-firm performance: the mediating role of entrepreneurial orientation. Small Bus. Econ. 44, 485–504. doi: 10.1007/s11187-014-9608-y

Krueger, N. F., Reilly, M. D., and Carsrud, A. L. (2000). Competing models of entrepreneurial intentions. J. Bus. Venturing 15, 411–432. doi: 10.1016/S0883-9026(98)00033-0

Liñán, F. (2004). Intention-based models of entrepreneurship education. Piccolla Impresa/Small Business 3, 11–35.

Liñán, F., and Fayolle, A. (2015). A systematic literature review on entrepreneurial intentions: citation, thematic analyses, and research agenda. Int. Enterpren. Manag. J. 11, 907–933. doi: 10.1007/s11365-015-0356-5

Liñán, F., Rodríguez-Cohard, J. C., and Rueda-Cantuche, J. M. (2011). Factors affecting entrepreneurial intention levels: a role for education. Int. Enterpren. Manag. J. 7, 195–218. doi: 10.1007/s11365-010-0154-z

Macht, S. A., and Ball, S. (2016). “Authentic alignment” – A new framework of entrepreneurship education. Educ. Train. 58, 926–944. doi: 10.1108/ET-07-2015-0063

Maes, J., Leroy, H., and Sels, L. (2014). Gender differences in entrepreneurial intentions: a TBP multi-group analysis at factor and indicator level. Eur. Manage. J. 32, 784–794. doi: 10.1016/j.emj.2014.01.001

Maresch, D., Harms, R., Kailer, N., and Wimmer-Wurm, B. (2016). The impact of entrepreneurship education on the entrepreneurial intention of students in science and engineering versus business studies university programs. Technol. Forecast. Soc. 104, 172–179. doi: 10.1016/j.techfore.2015.11.006

Meusburger, P. (2009). “The role of places, environments and spatial contexts,” in Milieus of Creativity, eds P. Meusburger, J. Funke, and E. Wunde (Amsterdam: Springer), 97–153. doi: 10.1007/978-1-4020-9877-2_7

Miranda, F. J., Chamorro-Mera, A., and Rubio, S. (2017). Academic entrepreneurship in Spanish universities: an analysis of the determinants of entrepreneurial intention. Eur. Res. Manag. Bus. Econ. 23, 113–122. doi: 10.1016/j.iedeen.2017.01.001

Moriano, J. A., Gorgievski, M., Laguna, M., Stephan, U., and Zarafshani, K. (2012). A cross-cultural approach to understanding entrepreneurial intention. J. Career Dev. 39, 162–185. doi: 10.1177/0894845310384481

Mumford, M. D. (2003). Where have we been, where are we going? Taking stock in creativity research. Creativ. Res. J. 15, 107–120. doi: 10.1080/10400419.2003.9651403

Obschonka, M., Goethner, M., Silbereisen, R. K., and Cantner, U. (2012). Social identity and the transition to entrepreneurship: the role of group identification with workplace peers. J. Vocat. Behav. 80, 137–147. doi: 10.1016/j.jvb.2011.05.007

Paulus, P. B., and Dzindolet, M. (2008). Social influence, creativity and innovation. Soc. Influ. 3, 228–247. doi: 10.1080/15534510802341082

Prodan, I., and Drnovsek, M. (2010). Conceptualizing academic-entrepreneurial intentions: an empirical test. Technovation 30, 332–347. doi: 10.1016/j.technovation.2010.02.002

Rhodes, M. (1961). An analysis of creativity. Phi Delta Kappan 42, 306–307.

Salazar, M. R., Lant, T. K., Fiore, S. M., and Salas, E. (2012). Facilitating innovation in diverse science teams through integrative capacity. Small Gr. Res. 43, 527–539. doi: 10.1177/1046496412453622

Schumpeter, J. A. (1942). Capitalism Socialism and Democracy. New York, NY: Allen & Unwin.

Shahab, Y., Chengang, Y., Arbizu, A. D., and Haider, M. J. (2019). Entrepreneurial self-efficacy and intention: do entrepreneurial creativity and education matter? Int. J. Entrepren. Behav. Res. 25, 259–280. doi: 10.1108/IJEBR-12-2017-0522

Simon, M., Houghton, S. M., and Aquino, K. (2000). Cognitive biases, risk perception, and venture formation: how individuals decide to start companies. J. Bus. Venturing 15, 113–134. doi: 10.1016/S0883-9026(98)00003-2

Sternberg, R. J., Sternberg, K., and Mio, J. S. (2012). Cognitive Psychology. Belmont, CA: Wadsworth.

Sun, Y., Hu, B., and Yang, T. (2011). Research on the influencing factors of entrepreneurial intension of university students based on the achievement motivation. Sci. Technol. Manag. Res. 31, 130–134. doi: 10.3969/j.issn.1000-7695.2011.13.03

Torrance, E. P. (1966). The Torrance Tests of Creative Thinking-Norms-Technical Manual Research Edition-Verbal Tests, Forms A and B-Figural Tests. Princeton, NJ: Personnel Press.

Woodman, R. W., Sawyer, J. E., and Griffin, R. W. (1993). Toward a theory of organizational creativity. Acad. Manage. Rev. 18, 293–321. doi: 10.5465/AMR.1993.3997517

Xu, X., Ni, H., and Ye, Y. (2016). Factors influencing entrepreneurial intentions of Chinese secondary school students: an empirical study. Asia Pac. Educ. Rev. 17, 625–635. doi: 10.1007/s12564-016-9439-4

Yang, J. (2013). The theory of planned behavior and prediction of entrepreneurial intention among Chinese undergraduates. Soc. Behav. Pers. 41, 367–376. doi: 10.2224/sbp.2013.41.3.367

Zampetakis, L. A., Gotsi, M., Andriopoulos, C., and Moustakis, V. (2011). Creativity and entrepreneurial intention in young people: empirical insights from business school students. Int. J. Enterpren. Innovat. 12, 189–199. doi: 10.5367/ijei.2011.0037

Zhang, M. (2018). Hangzhou: China’s Answer to “Silicon Valley”, Is a Hit with Returning Graduates Study Finds. Available online at: https://www.scmp.com/business/companies/article/2152935/hangzhou-chinas-answer-silicon-valley-hit-returning-graduates (accessed April 30, 2020)

Zhang, X., and Zhang, K. (2018). The relation between creativity and entrepreneurial intention: a moderated mediating effect model. Foreign Econ. Manag. 40, 67–78. doi: 10.16538/j.cnki.fem.2018.03.005

Zhao, H., Seibert, S. E., and Hills, G. E. (2005). The mediating role of self-efficacy in the development of entrepreneurial intentions. J. Appl. Psychol. 90, 267–296. doi: 10.1037/0021-9010.90.6.1265

Zhao, H., Seibert, S. E., and Lumpkin, G. T. (2010). The relationship of personality to entrepreneurial intentions and performance: a meta-analytic review. J. Manag. 36, 381–404. doi: 10.1177/0149206309335187


Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Copyright © 2020 Shi, Yuan, Bell and Wang. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.


OPS/images/fpsyg-11-01209-g002.jpg
uolnualul [esnaualdaiug

0.8

0.6

04

0.2

——Low creativity

---#%--High creativity

Low subjective norm

High subjective norm





OPS/images/fpsyg-11-01209-g001.jpg





OPS/images/fpsyg-11-01209-g003.jpg
o o o o

uonuajui jeanauaidasyuz

S & & 5 o <
0 O AN N AE O

'
—

Low perceived
behavioral contral

High perceived
behavioral contral

—e—Low creativity|

---#--High creativity|






OPS/images/cross.jpg
3,

i





OPS/xhtml/Nav.xhtml




Contents





		Cover



		Investigating the Relationship Between Creativity and Entrepreneurial Intention: The Moderating Role of Creativity in the Theory of Planned Behavior



		INTRODUCTION



		LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT



		The Theory of Planned Behavior Model



		Creativity



		Entrepreneurial Intention



		Creativity and Entrepreneurial Intention







		AIMS AND HYPOTHESES



		MATERIALS AND METHODS



		Participants



		Instruments



		Procedure







		RESULTS



		Exploratory Tests



		Model Analysis







		DISCUSSION AND CONCLUSION



		LIMITATIONS



		DATA AVAILABILITY STATEMENT



		ETHICS STATEMENT



		AUTHOR CONTRIBUTIONS



		REFERENCES

















OPS/images/fpsyg-11-01209-t005.jpg
Item

Factor 1

Factor 2

Factor 3

Factor 4

Factor 5

Factor 6

Perceived behavior control 5
Perceived behavior control 3
Perceived behavior control 1
Perceived behavior control 4
Perceived behavior control 2
Perceived behavior control 6
Perceived behavior control 8
Perceived behavior control 7
Perceived behavior control 9
Entrepreneurial self-efficacy 3
Entrepreneurial self-efficacy 2
Entrepreneurial self-efficacy 6
Entrepreneurial self-efficacy 4
Entrepreneurial self-efficacy 5
Entrepreneurial self-efficacy 1
Entrepreneurial intention 1
Entrepreneurial intention 2
Entrepreneurial intention 4
Entrepreneurial intention 3
Subjective norms 3
Subjective norms 4
Subjective norms 1
Subjective norms 2
Entrepreneurial attitude 1
Entrepreneurial attitude 2
Entrepreneurial attitude 3
Entrepreneurial attitude 4
Creativity 5

Creativity 4

Creativity 2

Creativity 3

Creativity 1

0.723
0.718
0.669
0.662
0.646
0.642
0.601
0.591
0.590

0.798
0.786
0.735
0.732
0.719
0.578

0.764
0.739
0.733
0.709

0.822
0.764
0.730
0.703

0.746
0.688
0.684
0.615

0.689
0.677
0.606
0.594
0.570

Varimax is used.





OPS/images/cover.jpg
frontiers
in Psychology

Investigating the Relationship
Between Creativity
and Entrepreneurial Intention:
The Moderating Role
of Creativity in the Theory
of Planned Behavior





OPS/images/fpsyg-11-01209-t004.jpg
Kaiser-Meyer-Olkin measure of sampling adequacy 0.960

Bartlett’s test Approx. chi-square 11615.558
Df 496.000
Sig.

<0.001






OPS/images/fpsyg-11-01209-t003.jpg
Latent variable Creativity Subjective Entrepreneurial Perceived Entrepreneurial Entrepreneurial
norm attitude behavioral intention self-efficacy

control

Creativity 0.823

Subjective norms 0.569** 0.780

Entrepreneurial attitude 0.653"* 0.559"* 0.811

Perceived behavior control 0.676™* 0.668™** 0.741 0.758

Entrepreneurial intention 0.598™* 0.440"* 0.7 T 0.682*** 0.828

Entrepreneurial self-efficacy 0.630™* D.801m* 0.641* D72 0.638 * *x 0.823

The boldface above the diagonal is the square root of the AVE. **p < 0.001.






OPS/images/fpsyg-11-01209-t002.jpg
Latent variable Item Non-standard Standard Standard T value CR AVE
factor loading factor loading error
Creativity Creativity 1 1.000 0.799 0.913 0.678
Creativity 2 1.189 0.872 0.052 22.835"*
Creativity 3 1.144 0.811 0.055 20.713**
Creativity 4 1.163 0.824 0.055 2175
Creativity 5 1.068 0.810 0.052 20.690**
Subjective norms Subjective norms 1 1.000 0.749 0.861 0.608
Subjective norms 2 0.860 0.773 0.050 17.164**
Subjective norms 3 0.898 0.760 0.053 16.851**
Subjective norms 4 0.997 0.835 0.054 18.458***
Entrepreneurial attitude Entrepreneurial attitude 1 1.000 0.811 0.884 0.657
Entrepreneurial attitude 2 1.026 0.861 0.046 22.435"*
Entrepreneurial attitude 3 0.939 0.785 0.047 19.845***
Entrepreneurial attitude 4 0.836 0.783 0.042 19.792**
Perceived behavior control Perceived behavior control 1 1.000 0.741 0.574 0.928
Perceived behavior control 2 1.001 0.746 0.058 17.281%
Perceived behavior control 3 1.052 D.755 0.060 17.516™
Perceived behavior control 4 1.051 0.774 0.058 18.005**
Perceived behavior control 5 0.877 0.752 0.056 17.426™
Perceived behavior control 6 0.994 0.782 0.055 18.202*
Perceived behavior control 7 1.012 0.758 0.058 17.593"
Perceived behavior control 8 1.027 0.725 0.061 16.763"*
Perceived behavior control 9 1.066 0.783 0.058 18.227*
Entrepreneurial intention Entrepreneurial intention 1 1.000 0.888 0.897 0.685
Entrepreneurial intention 2 0.930 0.845 0.036 25.607**
Entrepreneurial intention 4 1.000 0.854 0.038 26.129™
Entrepreneurial intention 3 0.824 0.714 0.043 18.361
Entrepreneurial self-efficacy Entrepreneurial self-efficacy 1 1.000 0.829 0.932 0.696
Entrepreneurial self-efficacy 2 1.049 0.857 0.043 24.199***
Entrepreneurial self-efficacy 3 1.038 0.869 0.042 24.762**
Entrepreneurial self-efficacy 4 1.060 0.854 0.044 24104
Entrepreneurial self-efficacy 5 0.954 0.812 0.043 22.257%
Entrepreneurial self-efficacy 6 0.991 0.781 0.047 21.024***

*p < 0.001.








OPS/images/fpsyg-11-01209-t006.jpg
Variable types

Perceived behavior control

Entrepreneurial intention

Entrepreneurial intention

Model 1

Control variable

Gender —0.044
(0.062)

Sophomore (compared with freshman) 0.082
(0.072)

Junior (compared with freshman) 0.021
(0.094)

Senior (compared with freshman) 0.001
0.117)

Family entrepreneurship —0.153"*
(0.061)

Independent variable

Entrepreneurial self-efficacy

Entrepreneurial attitude

Subjective norms

Perceived behavior control

Moderator variable

Creativity

Interaction

Creativity x entrepreneurial attitude

Creativity x subjective norms

Creativity x perceived behavior control

R? 0.033

AR? 0.033

F-value 3.513***

Model 2

0.013
(0.043)
0.051
(0.050)
0.015
(0.065)
0.025
(0.080)

—0.047
(0.043)

0.725"*
(0.034)

0.543
0.510

102.014*

Model 3

—0.140*
(0.074)
0.004
(0.086)
-0.018
0.112)

—0.010
(0.139)

—0.056
(0.073)

0.022
0.022
2.313*

Model 4

—0.086™"
(0.052)
—0.039
(0.060)
—0.007
(0.078)
—0.041
(0.097)

0.062*
(0.052)

0.387***
(0.043)
0.234*
(0.043)
0.103*
(0.056)

0.136™
(0.049)

0.535
0.513
65.613"*

Model 5

—0.140*
(0.074)
0.004
(0.086)
-0.018
0.112)

—0.010
(0.139)

—0.056
(0.073)

0.022
0.022
2.313"

Model 6

—0.130"*
(0.054)
—0.010
(0.062)
—0.036
(0.081)
—0.028
(0.100)

0.022
(0.053)

0.348™
0.114)

0.497*
0.12)

—0.136
(0.03)

0.377
0.355
38.861"*

Model 7

—0.140*
(0.074)
0.004
(0.086)
—0.018
0.112)

—0.010
(0.139)

—0.056
(0.073)

0.022
0.022
2.313*

Model 8

~0.055
(0.063)
~0.025
0.071)
0.019
(0.093)
—0.057
(0.115)

0.057
(0.062)

0.311*
(0.129)

0.056
(0.15)

0.372*
(0.04)

0.498
0.476
63.714

Model 9

—0.140*
(0.074)
0.004
(0.086)
~0.018
0.112)

—0.010
(0.139)

—0.056
(0.073)

0.022
0.022
2.313*

Model 10

—0.077
(0.056)
—0.038
(0.064)
—0.019
(0.084)

—0.024
(0.104)

0.065*
(0.056)

0.161
(0.133)

—0.090
(0.146)

0.608"**
(0.041)

0.459
0.438
54.698"*

0 < 0.05: *p < 0.01: **p < 0.001.





OPS/images/logo.jpg
’ frontiers
in Psychology





OPS/images/fpsyg-11-01209-t001.jpg
Item Corrected Cronbach’s Cronbach’s
item-total alpha if item alpha
correla- deleted
tion
Creativity 1 0.749 0.900 0.913
Creativity 2 0.813 0.886
Creativity 3 0.769 0.896
Creativity 4 0.791 0.891
Creativity 5 0.773 0.895
Subjective norm 1 0.681 0.833 0.859
Subjective norm 2 0.688 0.827
Subjective norm 3 0.709 0.818
Subjective norm 4 0.747 0.802
Entrepreneurial attitude 1 0.757 0.846 0.883
Entrepreneurial attitude 2 0.784 0.835
Entrepreneurial attitude 3 0.732 0.856
Entrepreneurial attitude 4 0.717 0.862
Perceived behavior control 1 Q.712 0.916 0.924
Perceived behavior control 2 0.713 0915
Perceived behavior control 3 0.733 0.914
Perceived behavior control 4 0.741 0.914
Perceived behavior control 5 0.732 0.914
Perceived behavior control 6 0.744 0.914
Perceived behavior control 7 0.718 0.915
Perceived behavior control 8 0.690 0.917
Perceived behavior control 9 0.739 0.914
Entrepreneurial intention 1 0.827 0.839 0.893
Entrepreneurial intention 2 0.789 0.854
Entrepreneurial intention 3 0.777 0.858
Entrepreneurial intention 4 0.670 0.887
Entrepreneurial self-efficacy 1 0.773 0.922 0.931
Entrepreneurial self-efficacy 2 0.824 0.915
Entrepreneurial self-efficacy 3 0.840 0.913
Entrepreneurial self-efficacy 4 0.820 0.916
Entrepreneurial self-efficacy 5 0.780 0.921
Entrepreneurial self-efficacy 6 0.755 0.925





