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Abstract: The rapid and competitive development of entrepreneurship demands that

entrepreneurs become more creative and innovative in creating or designing their products
and services to meet the increasingly diverse needs of society. To enhance the entrepreneurial
spirit in business, market anticipation for the future is necessary so that the products produced
can compete with other competitors and generate profits. The purpose of this research is to
understand the relationship between entrepreneurship, the background of entrepreneurs, and
future market anticipation. This research uses a sample, employing a purposive sampling
technique. Data were collected through the distribution of questionnaires to respondents
located in Tangerang who are members of the sample. This data analysis technique uses SEM
with Smart PLS. The research results show entrepreneurship has a positive and significant
impact on future market anticipation. Entrepreneurial background has a positive and
significant impact on future market anticipation. Entrepreneurial background has an
insignificant impact on entrepreneurship.
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Introduction
Entrepreneurship is an activity undertaken by individuals or groups to build a business
through creativity and innovation. The aim of entrepreneurship is to create job opportunities,
develop aspirations, and contribute to the country's economic growth. Entrepreneurship
involves imagination, creativity, talent, and innovation (Tang, 2017). However, in
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entrepreneurship, someone who wants to start their own business must have a broadmindset.
This mindset aims to ensure the development of the business and prevent it from lagging
behind competitors. In addition to having a broad mindset, entrepreneurs must also be able
to determine the opportunities they will pursue correctly., the concept and strategy of running
a business greatly depend on how we respond to and draw positive aspects from the factors of
business success (Donner et al., 2021). Many entrepreneurs fail because they make poor
decisions, lack solutions to maintain their established businesses, or choose to abandon or
neglect their established ventures.

The development of a unique competitive advantage, which creates value for customers and
is difficult for competitors to imitate, is crucial for business success. Companies that have a
competitive advantage will become leaders in their market and can achieve above-average
profits (Liu et al., 2024). Many entrepreneurs have achieved success by starting their careers
from the beginning. They struggled for years to develop their business. According to
(Srimulyani et al., 2023), a business can survive if an entrepreneur pays attention to the future
needs of consumers. By anticipating the future, an entrepreneur can easily gain positive value
from customers. Conversely, if an entrepreneur does not pay attention to future anticipation,
the business they build, or form will not last long because it will be left behind by competitors.
Therefore, anticipating the future is crucial for the sustainability of the business, as it enhances
customer value as it grows. People tend to choose to work directly rather than becoming
entrepreneurs due to several factors. The first factor influencing entrepreneurship is internal
factors such as learning outcomes, entrepreneurial intentions, and mental health (Vu &
Tolstoy, 2025).

The second factor is external factors such as opportunities, experience, and the family
environment. People are often reluctant to start a business because they are unprepared for
the risks involved. Moreover, the people in Indonesia are hesitant to become entrepreneurs
because they do not have a stable income and lack sufficient experience. Determining whether
entrepreneurship has a positive impact on future market anticipation is, therefore, the goal of
the study. The research also aims to ascertain whether the background of entrepreneurs
positively impacts future market anticipation. The research also aims to ascertain whether
entrepreneurs' backgrounds positively impact entrepreneurship. This research is meant to
help develop entrepreneurial skills so that they can be successful and sustain their businesses.
The data can show if entrepreneurship and entrepreneurs' backgrounds are important for
SMEs in predicting the future market (Wang et al., 2025).
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Literature Review
People or groups who are entrepreneurs take advantage of market possibilities by developing
plans and following them through in a methodical way. There are many different approaches
and methods that can be used to develop new goods or services that meet the needs of the
market (Fuad et al., 2024). According (Waldron et al., 2025), that entrepreneurship is the
process of creating something new and useful utilizing time, money, and physical resources.
This activity has risks, but it can bring money, joy, and independence. According (Townsend
et al., 2020), being an entrepreneur involves being able to deal with the way the economy
works right now. Entrepreneurs reach their aims by coming up with new products and
services, developing new ways to operate their company, or using raw materials in creative
ways (Li et al., 2025) say that an entrepreneur is someone who starts a business and is able to
take risks in many different situations.

The entrepreneurial spirit makes people operate their businesses like professionals and helps
them thrive. Taking risks demonstrates your ability to navigate the ups and downs of business
independently. An entrepreneur makes decisions with a clear head and a lot of courage, even
when things aren't clear. This deed shows that an entrepreneur may change the world around
them and also have an effect on it. People buy and sell items and services on the market, on
the other hand. The market is more than just a place; it also sets prices (Chioveanu, 2024).
People can engage in market activities at various locations, including traditional markets,
stores, malls, and modern shopping centers (Escudero-Gómez, 2024). The market is more
than just a place; it's also a living system of business. Businesspeople need to be ready for
changes by keeping an eye on market trends. The success of this approach will depend on the
aims and situations of each company. By monitoring the market and seeking potential risks
and opportunities, businesses can enhance the flexibility and completeness of their business
plans. For a business to be competitive and keep operating in the face of swift changes, this
strategy is the only way to go (Feng et al., 2024).

Hypothesis
H1: There is a positive influence of entrepreneurship on future market anticipation.
H2: There is a positive influence between the entrepreneur's background and future market
anticipation.
H3: There is a positive influence of the entrepreneur's background on entrepreneurship.

Research Method
This study uses purposive sampling, which means that it picks samples based on certain
criteria. The researcher has decided that the research population would be 120 pupils from a
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private school in theWest Jakarta area (Carayannis et al., 2003; Khan et al., 2025). The survey
only includes people who match the main criteria, which are that they are interested in and
use t-shirt items. We used questionnaires to get information from the people who answered.
The Likert scale, which is often used tomeasure people's attitudes, perceptions, and responses
to a message, was used to make the questionnaire . This survey uses a five-point Likert scale
to rate things. 5 means Strongly Agree (SA), 4 means Agree (A), 3 means Neutral (N), 2 means
Disagree (D), and 1 means Strongly Disagree (SD). We chose this scale because it could fully
capture differences in how people thought and felt. We used SmartPLS version 3.0 software
to do this. After that, we used the Structural Equation Modeling (SEM) method to look at the
data we had collected. We chose this method because it works well for exploratory research
with a relatively small sample size and can look at the relationships between latent variables
at the same time (Islam et al., 2025; Takyi-Annan & Zhang, 2023).

Result and Discussion
This research questionnaire was given to students located in West Jakarta. In this study, PLS
analysis is used. The PLS construct testing begins with the fulfillment of the loading value of
the indicator/proxy for each latent variable.

Data Analysis
In this study, we examine the influence of entrepreneur health, partner health, and
entrepreneurial success. Data were analyzed using the Smart PLS version 4 program. The
stages in PLS analysis include the outer model testing stage, the goodness of fit test stage, and
the inner model testing stage. The following is a discussion of each stage in the PLS analysis:

Outer Model Testing
The stage of testing themeasurementmodel includes tests of convergent validity, discriminant
validity, and composite reliability. The results of the PLS analysis can be used to test the
research hypothesis if all indicators in the PLS model meet the requirements of convergent
validity, discriminant validity, and composite reliability. The convergent validity test is
conducted by examining the loading factor values of each indicator against its construct. For
confirmatory research, the loading factor threshold used is 0.7, whereas for exploratory
research, the loading factor threshold used is 0.6, and for development research, the loading
factor threshold used is 0.5. Since this research is confirmatory, the loading factor threshold
used is 0.7. Here are the results of the PLS model estimation:

https://doi.org/10.58291/ijmsa.v4i2.386


International Journal of Management Science and Application

International Journal of Management and Application, ISSN 2963-2056, Volume 4 Number 2 September 2025
https://doi.org/10.58291/ijmsa.v4i2.386 32

Figure 1 PLS Model Estimation Results – Algorithm

Based on the PLS model estimation results in the image above, all indicators have loading
factor values above 0.7, so they are all declared valid for measuring their constructs. In
addition to examining the loading factor values of each indicator, convergent validity is also
assessed based on the AVE values of each construct. The PLS model is considered to have met
convergent validity if the AVE values of each construct are > 0.7. The following table shows
the loading factor values of each indicator and the AVE values of each construct. The validity
test is conducted using outer loadings and Average Variance Extracted (AVE), as well as the
cross-loadings method, Heterotrait-Monotrait Ratio (HTMT), and Fornell-Larcker Criterion
to ensure discriminant validity. Meanwhile, the reliability test is examined using Cronbach’s
Alpha and composite reliability.

Convergent Validity Testing
Convergent validity testing measures the extent to which a measure has a positive correlation
with an alternative measure derived from the same construct. The validity of each construct
indicator is assessed through convergent validity testing. Indicators are considered to have
good validity if the factor loadings are more than 0.70. However, factor loadings between 0.50
and 0.60 are still considered sufficient, so if they are less than 0.50, the indicator will be
removed from the model.

https://doi.org/10.58291/ijmsa.v4i2.386
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An indicator of a variable is considered excellent if the indicator has a loading factor value
greater than 0.7 (> 0.7). If the loading factor value for the indicator is less than 0.4 (< 0.4),
then the indicator can be removed from the research model (Pulling et al., 2025). Based on
the table, the results of the loading factor test for each indicator have met the validity criteria
because they have values greater than 0.7 (> 0.7), so the above variable indicators have met
the convergent validity requirements measured by the loading factor value of each indicator.
In addition to the factor loading value, convergent validity can also be measured by looking at
the Average Variance Extracted (AVE) value. The AVE value for each variable should be
greater than 0.50 in a favorable model (Rasheed et al., 2024). Table 1 Average Variance
Extracted Test Results.

Table 1 Average Variance Extracted
Variabel AVE

Customer Background 0.648
Digital Marketing Model 0.624
Social Media Used 0.673

Convergent validity is considered valid if the AVE value is greater than 0.5 (>0.5). Convergent
validity occurs when scores from different instruments measuring the same construct show a
high correlation. Therefore, table 1 validity test processing is considered valid due to its outer
loading value exceeding 0.5. In addition to outer loadings, the validity of the construct can
also be assessed using the AVE value. Each variable has an AVE value greater than 0.50.

Discriminant Validity
Model measurement uses cross-loading between constructs and their indicators. Latent
constructs predict indicators better than other constructs if the correlation between those
indicators and other constructs is lower. Discriminant validity analysis with cross-loadings
indicates that if an indicator's cross-loading value is higher with its own construct than with
other variables, then discriminant validity is confirmed. Discriminant validity is assessed
using the Heterotrait-Monotrait Ratio (HTMT) approach. A good HTMT value is 0.796, and
the threshold value is still acceptable if it is less than 0.90 (<0.90). If HTMT exceeds 0.90, it
indicates a lack of discriminant validity. From the results of the discriminant validity analysis,
it shows that the value of the Heterotrait-Monotrait Ratio for each variable indicator is less
than 0.90 (<0.90), so all indicators of each variable can be accepted.

Composite Reliability Testing
The reliability of a measurement indicates that the indicator is consistent for use over time.
We test for reliability by looking at the composite reliability and Cronbach's Alpha values. If

https://doi.org/10.58291/ijmsa.v4i2.386
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each item used to measure the variable has a composite reliability value >0.60, then the
variable is declared reliable; if each item used to measure the variable has a Cronbach’s Alpha
value >0.60, then the indicators or items for measuring the variable are declared reliable, see
Table 2 below.

Table 2 Cronbach’s Alpha dan Composite Reliability

The results in Table 2 show that the Cronbach’s Alpha and Composite Reliability values for
each variable indicator are above 0.60, meaning all indicators are reliable.

Goodness of fit Model Testing
The goodness-of-fit model test is conducted by examining the R-squared value.
The R-Square (R²) value is used to determine the coefficient of determination and measure
the degree of variation in changes in the independent variable against the dependent variable.
The R-Square value has 3 criteria, namely: a value of 0.75–1indicates a strong influence, a
value of 0.5–0.74 indicates a moderate influence, and a value of 0.25–0.49 indicates a weak
influence. The R-Square (R²) value is used to determine the coefficient of determination and
measure the level of variation in changes in the independent variable toward the dependent
variable. The R-square value has 3 criteria, namely, a value of 0.75–1 indicates strong
influence, a value of 0.5–0.74 indicatesmoderate influence, and a value of 0.25–0.49 indicates
weak influence.

Table 3 Coefficient of Determination Test (R²)
Variabel R-square R-Square adjusted

Digital Marketing Model 0.090 0.072
Social Media Used 0.074 0.064

Based on the results of the coefficient of determination (R²) test in the Table 3, it can be
explained that the R-squared value for the variable of innovation work behavior is 0.986,
which means that 98.6% of the dependent variable can be explained by the variables present
in this study, while the remaining 1.4% is explained by other variables not examined in this
study.

Variabel Composite Reliability Cronbach’s Alpha
Customer Background 0.902 0.865
Digital Marketing Model 0.892 0.853
Social media Used 0.911 0.878

https://doi.org/10.58291/ijmsa.v4i2.386
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Hypothesis Testing (Path Coefficients)
Hypothesis testing in Partial Least Square (PLS) can be conducted by examining the t-statistic
values or p-values that appear in the path analysis after performing bootstrapping, as shown
in Figure 2.

Figure 2 Results of the Inner Model Test Bootstrapping
Testing the hypothesis is done by comparing the t-statistic value with a minimum threshold
of 1.96. If the t-statistic value is greater than 1.96 and the p-values are less than 0.05, then the
hypothesis is not rejected or accepted. The hypothesis is rejected if the p-values are higher
than 0.05 and the t-statistic value is less than 1.96.

Table 4 Path Coefficients Test Results
Variabel

Original
sampel

T-
statistics

P-values Explanation

Customer Background – Digital
Marketing Model

0.122 0.998 0.318 Rejected

Social Media Used - Digital
Marketing Model

0.272 3.498 0.000
Accepted

Customer Background - Social
Media Used

-0.309 2.505 0.012
Accepted

Based on the results of the hypothesis testing above, the testing results are as follows:
1. In the path showing the influence of customer background—digital marketing model, the

obtained p-value is 0.318 with a T-statistic of 0.998 and a positively signed path

https://doi.org/10.58291/ijmsa.v4i2.386
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coefficient of 0.122. Since the p-value of the path is >0.05, the T-statistic is <1.96, and the
path coefficient is positively signed, it can be concluded that customer background has a
positive but not significant influence on the digital marketing model of the product. This
finding indicates that research hypothesis 1, which states, "Customer background has a
positive influence on the digital marketing model of t-shirt products," is not accepted.

2. On the path that shows the influence of social media using the digital marketing model,
the obtained p-value is 0.000 with a T statistic of 3.498 and a positive path coefficient of
0.072. Because the path p-value is less than 0.05, the T statistic is greater than 1.96, and
the path coefficient is positive, it can be concluded that the use of social media by
consumers has a positive and significant influence on the digital marketing model of t-
shirt products. This indicates that research hypothesis 2, which states, "The use of social
media by consumers has a positive influence on the digital marketing model of t-shirt
products," is accepted.

3. On the path showing the influence of customer background social media used the
obtained p-value is 0.012 with a T statistic of 2.505 and a negative path coefficient of -
0.309. Because the path p-value is < 0.05, the T statistic is > 1.96, and the path coefficient
is negative, it can be concluded that customer background has a negative and significant
influence on the use of social media by consumers. This finding indicates that research
hypothesis 3, which states "Customer background has a positive influence on the use of
social media by consumers," is rejected.

Discussion
A firm can survive when the proprietor is vigilant regarding future consumer demands.
Entrepreneurs who diligently monitor and predict forthcoming trends typically derive greater
value from their clientele. Conversely, individuals who neglect to anticipate market
developments are prone to being surpassed by competition. Entrepreneurs generally have the
capacity to foresee future trends in their sectors. This study identifies a positive and significant
correlation between a robust comprehension of entrepreneurship and the capacity to
anticipate market fluctuations. These findings align with a prior study, which similarly
emphasized a connection between entrepreneurial attributes and market foresight. According
to the data, we endorse the initial hypothesis, which posits that entrepreneurship favorably
influences individuals' perceptions of the future market. Entrepreneurs are risk-takers,
inventors, and those adept at managing enterprises to attain both financial and non-financial
objectives.

The study demonstrates that a regression coefficient of 0.31 signifies a significant and
beneficial influence of an entrepreneur's prior experiences on their expectations for future
market behavior. This corroborates the second theory, asserting that an entrepreneur's past

https://doi.org/10.58291/ijmsa.v4i2.386
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affects their market foresight. Parental and familial participation is essential in linking one's
background to entrepreneurial success. They offer assistance via networking possibilities,
money access, and moral support. Nonetheless, the results of this study differ from previous
research. Although an entrepreneur's history clearly impacts their entrepreneurial instincts
positively, the degree of this influence is moderate. Consequently, we dismiss the third
hypothesis, which suggested a robust positive correlation between background and
entrepreneurship.

Conclusions
Based on the study that has been done, we can say that entrepreneurship has a big and good
effect on how people think the market will be in the future. The initial hypothesis in this
investigation is supported by these results. The entrepreneur's past also has a big and
beneficial effect on how the market is expected to behave in the future; thus, the second
hypothesis is also accepted. The third hypothesis can't be adopted, though, because the
entrepreneur's history doesn't have a big effect on entrepreneurship. There are a number of
suggestions that may be made for small and medium-sized businesses (SMEs) based on the
research results. First, small andmedium-sized businesses (SMEs) need to keep getting better
at predicting how the market will change in order to stay competitive and thrive. Second,
small andmedium-sized businesses (SMEs) need to always pay attention to and improve their
entrepreneurial skills to keep their businesses going and keep coming up with new ideas.

References
Carayannis, E. G., Evans, D., & Hanson, M. (2003, 2003/09/01/). A cross-cultural learning

strategy for entrepreneurship education: outline of key concepts and lessons learned
from a comparative study of entrepreneurship students in France and the US.
Technovation, 23(9), 757-771. https://doi.org/https://doi.org/10.1016/S0166-
4972(02)00030-5

Chioveanu, I. (2024, 2024/03/01/). Consumer data and price discrimination by consideration
sets. Economics Letters, 236, 111605.
https://doi.org/https://doi.org/10.1016/j.econlet.2024.111605

Donner, M., Verniquet, A., Broeze, J., Kayser, K., & De Vries, H. (2021, 2021/02/01/). Critical
success and risk factors for circular business models valorising agricultural waste and
by-products. Resources, Conservation and Recycling, 165, 105236.
https://doi.org/https://doi.org/10.1016/j.resconrec.2020.105236

Escudero-Gómez, L. A. (2024, 2024/07/01/). Shopping centers challenging decline:
Competitive strategies in three case studies from Madrid's urban area. Journal of

https://doi.org/10.58291/ijmsa.v4i2.386
https://doi.org/https://doi.org/10.1016/S0166-4972(02)00030-5
https://doi.org/https://doi.org/10.1016/S0166-4972(02)00030-5
https://doi.org/https://doi.org/10.1016/j.econlet.2024.111605
https://doi.org/https://doi.org/10.1016/j.resconrec.2020.105236


International Journal of Management Science and Application

International Journal of Management and Application, ISSN 2963-2056, Volume 4 Number 2 September 2025
https://doi.org/10.58291/ijmsa.v4i2.386 38

Retailing and Consumer Services, 79, 103826.
https://doi.org/https://doi.org/10.1016/j.jretconser.2024.103826

Feng, L., Huang, D., Chen, F., & Liao, F. (2024, 2024/11/01/). Leveraging climate risk
disclosure for enhanced corporate innovation: Pathways to sustainable and resilient
business practices. International Review of Financial Analysis, 96, 103724.
https://doi.org/https://doi.org/10.1016/j.irfa.2024.103724

Fuad, M., Mohaghegh, M., & Malhotra, S. (2024, 2024/10/01/). Advantages of foreignness
and accelerator selection: A study of foreign-born entrepreneurs. Journal of World
Business, 59(6), 101584. https://doi.org/https://doi.org/10.1016/j.jwb.2024.101584

Islam, S., Hassan, S., Hossain, S., Ahmed, T., Karmaker, C. L., & Bari, A. B. M. M. (2025,
2025/07/01/). Exploring the influence of circular economy on big data analytics and
supply chain resilience nexus: A structural equation modeling approach. Green
Technologies and Sustainability, 3(3), 100219.
https://doi.org/https://doi.org/10.1016/j.grets.2025.100219

Khan, A. T., Adebamowo, C., Fullerton, S. M., Hirbo, J., Konigsberg, I. R., Kraft, P., Martin, I.,
Nelson, S. C., Ramsay, M., Wojcik, G. L., Adebamowo, S. N., Conomos, M. P., Darst,
B. F., Hysong, M. R., Li, Y., Martin, A. R., Mathias, R. A., Rich, S. S., Sakoda, L. C.,
Schrider, D. R., Sharma, J., Smith, J. L., Sun, Q., Zhang, Y., & Gogarten, S. M. (2025,
2025/07/03/). A data model for population descriptors in genomic research. The
American Journal of Human Genetics, 112(7), 1504-1514.
https://doi.org/https://doi.org/10.1016/j.ajhg.2025.05.011

Li, J., Wang, L., Dong, F., & Li, Q. (2025, 2025/09/01/). The impact of tax reduction and fee
cuts policy on corporate new-form productivity: Evidence from Chinese A-share listed
companies. International Review of Economics & Finance, 102, 104327.
https://doi.org/https://doi.org/10.1016/j.iref.2025.104327

Liu, W., Tian, Z., Liu, Y., Zhao, R., Tian, L., & Wang, D. Z. W. (2024, 2024/07/10/). A two-
stage game-theoretical framework for Pricing & Management problem of shared
mobility in a competitive market. Transportmetrica A Transport Science.
https://doi.org/https://doi.org/10.1080/23249935.2024.2372462

Pulling, B. W., Stanton, T. R., Braithwaite, F. A., Butler, D. S., Vogelzang, A. R., Moseley, G.
L., MacIntyre, E., & Catley, M. J. (2025, 2025/05/14/). Scale development of the
Osteoarthritis Conceptualisation Questionnaire: Phase 3 convergent validity and test-
retest reliability. The Journal of Pain, 105433.
https://doi.org/https://doi.org/10.1016/j.jpain.2025.105433

Rasheed, K., Saad, S., Zaland, A., Khan,M.W., Ali, Z., Haris,M., Ammad, S., & Sadiq, T. (2024,
2024/12/01/). Circular economy and critical barriers: Mapping the pathways and
success metrics for sustainable circular success in industrialised South Asian

https://doi.org/10.58291/ijmsa.v4i2.386
https://doi.org/https://doi.org/10.1016/j.jretconser.2024.103826
https://doi.org/https://doi.org/10.1016/j.irfa.2024.103724
https://doi.org/https://doi.org/10.1016/j.jwb.2024.101584
https://doi.org/https://doi.org/10.1016/j.grets.2025.100219
https://doi.org/https://doi.org/10.1016/j.ajhg.2025.05.011
https://doi.org/https://doi.org/10.1016/j.iref.2025.104327
https://doi.org/https://doi.org/10.1080/23249935.2024.2372462
https://doi.org/https://doi.org/10.1016/j.jpain.2025.105433


International Journal of Management Science and Application

International Journal of Management and Application, ISSN 2963-2056, Volume 4 Number 2 September 2025
https://doi.org/10.58291/ijmsa.v4i2.386 39

developing nations. Results in Engineering, 24, 102995.
https://doi.org/https://doi.org/10.1016/j.rineng.2024.102995

Srimulyani, V. A., Hermanto, Y. B., Rustiyaningsih, S., & Setiyo Waloyo, L. A. (2023,
2023/11/01/). Internal factors of entrepreneurial and business performance of small
and medium enterprises (SMEs) in East Java, Indonesia. Heliyon, 9(11), e21637.
https://doi.org/https://doi.org/10.1016/j.heliyon.2023.e21637

Takyi-Annan, G. E., & Zhang, H. (2023, 2023/09/15/). Assessing the impact of overcoming
BIM implementation barriers on BIM usage frequency and circular economy in the
project lifecycle using Partial least Squares structural Equation modelling (PLS-SEM)
analysis. Energy and Buildings, 295, 113329.
https://doi.org/https://doi.org/10.1016/j.enbuild.2023.113329

Tang, M. (2017). Creativity and innovation: basic concepts and approaches. In Handbook of
the management of creativity and innovation: Theory and practice (pp. 3-32).

Townsend, A., Abraham, C., Barnes, A., Collins,M., Halliday, E., Lewis, S., Orton, L., Ponsford,
R., Salway, S., Whitehead, M., & Popay, J. (2020, 2020/09/01/). “I realised it weren't
about spending the money. It's about doing something together:” the role of money in
a community empowerment initiative and the implications for health and wellbeing.
Social Science & Medicine, 260, 113176.
https://doi.org/https://doi.org/10.1016/j.socscimed.2020.113176

Vu, U., & Tolstoy, D. (2025, 2025/05/01/). Examining the complementary roles of market-
driven and market-driving orientations in the geographical diversification strategies
of e-commerce SMEs. Journal of Business Research, 194, 115375.
https://doi.org/https://doi.org/10.1016/j.jbusres.2025.115375

Waldron, T. L., McMullen, J. S., Newbert, S. L., Payne, G. T., & York, J. G. (2025,
2025/07/01/). Bold, broad, rigorous, and…relevant? Designing entrepreneurship
research for translation. Journal of Business Venturing, 40(4), 106511.
https://doi.org/https://doi.org/10.1016/j.jbusvent.2025.106511

Wang, X., Cui, A. P., Liu, L., & Zhao, L. (2025, 2025/08/01/). The effects of manager market
human capital on learning from international failures in small to medium-sized
enterprises (SMEs). International Business Review, 34(4), 102461.
https://doi.org/https://doi.org/10.1016/j.ibusrev.2025.102461

https://doi.org/10.58291/ijmsa.v4i2.386
https://doi.org/https://doi.org/10.1016/j.rineng.2024.102995
https://doi.org/https://doi.org/10.1016/j.heliyon.2023.e21637
https://doi.org/https://doi.org/10.1016/j.enbuild.2023.113329
https://doi.org/https://doi.org/10.1016/j.socscimed.2020.113176
https://doi.org/https://doi.org/10.1016/j.jbusres.2025.115375
https://doi.org/https://doi.org/10.1016/j.jbusvent.2025.106511
https://doi.org/https://doi.org/10.1016/j.ibusrev.2025.102461

