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Abstract 

This study explores differences between perceptions of self-efficacy, assessments 

related to entrepreneurs’ role and social networks awareness that supports business creation 

process, among individuals with some degree of higher education and university students that 

attended compulsory and voluntary courses of entrepreneurship training. The results show 

significant differences between educational attainment among Mexican population and the 

degree of influence of perceptions in relation to entrepreneurship that differs among students 

of compulsory and voluntary courses on entrepreneurship training. 

Introduction 

Even though academics and politicians differ on many aspects of the nature of 

entrepreneurship, they agree in two points. First, entrepreneurial initiatives are an 

instrumental factor for economic and social progress, and key to sustainable development of 

countries and regions (Hall et al., 2010; Murphy et al., 2006). Second, in that individuals hold 

an important role in the process of entrepreneurship (Rauch & Frese, 2007). 

Within this dynamic, topics such as knowledge, skills and attitudes required in the 

training of entrepreneurs receive increasing attention among academics, researchers and 

policy makers in developed economies (Kuratko, 2005; OECD, 2010) and emerging 

economies (West et al, 2008). In this context, within Latin America countries, a change in 

business development policies has allowed an increase in the promotion of business creation 

and entrepreneurial activity (Kantis, 2004). 

While it is true that the delimitation and success of entrepreneurial phenomenon 

depends on a number of factors, education is one of the most relevant (Dickson et al, 2008. 

Neck & Greene, 2011). This could explain why many countries have integrated in their 
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political agenda various initiatives and programs aimed to raise awareness and encourage the 

creation of new businesses, particularly in higher education (Liñan, 2004). This is also 

supported by the ongoing debate regarding the incorporation of entrepreneurship education on 

various levels of education (Allen et al., 2010). 

In recent years, issues related to entrepreneurship education4 were a subject that has 

been widely studied (Matlay, 2005; Mwasalwiba, 2010; Pittaway & Cope, 2007); in 

particular, the analysis of the influence of Universities on entrepreneurial activity and 

behavior through their training programs (Béchard & Grégoire, 2005; Katz, 2003; 

Mwasalwiba, 2010). 

Recently, research has added more cognitive and behavioral approaches based on 

entrepreneurial intention models (Krueger & Brazeal, 1994; Shapero & Sokol, 1982) and the 

Theory of Planned Behavior (Ajzen and Fishbein, 1980; Ajzen, 1991) in order to broaden the 

understanding of the impact of training in entrepreneurship, as well as the perceptions 

regarding new venture creation among individuals (Mwasalwiba, 2010). In this context, 

despite the growing body of literature, analysis of the effects of training in entrepreneurship 

remain undeveloped (Graevenitz et al., 2010). 

Therefore due to the lack of research on the effect of education in entrepreneurship in 

emerging countries, such as the case of Mexico. We employ a Human Capital Theory 

framework to evaluate the differences in the perception of self-confidence to start a business 

within people with diverse educational levels. We also aim to evaluate differences and degree 

of influence on the perception of self-confidence, image of the entrepreneur and knowledge of 

professional networks among higher education students. Our focus is to distinguish 

mandatory courses with emphasis on the development of entrepreneurial spirit, in contrast to 

those students who have taken these courses on a voluntary basis. 

1 Theoretical background and hypothesis 

Garavan and O'Cinneide (1994, p.4) indicate that based on appropriate learning 

processes, entrepreneurship education seeks to develop the potential and instill attitudes of 

self-sufficiency to promote entrepreneurship among individuals; and the most obvious form of 

entrepreneurship is the creation of a new venture. Essentially, education in entrepreneurship 

seeks to convey to students the knowledge, skills and motivation from a variety of disciplines 

(Peltier & Scovotti, 2010) to increase the likelihood of success in creating companies under a 

variety of contexts (Allen et al., 2010). It has been suggested that universities have adequate 

platforms on which entrepreneurship education can take place (Peltier & Scovotti, 2010). 

Despite the interest shown in the political agendas of both developed and emerging 

economies (Matlay, 2005), it is considered that research regarding the effects of 
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entrepreneurship education5 is still at an early stage (Gorman et al., 1997), and faces 

methodological, conceptual and contextual issues (Matlay, 2006). 

A study by Graevienitz et al. (2010), among students undertaking a mandatory course 

on entrepreneurship, provides evidence that entrepreneurship courses can be seen as a way to 

inform students about career options and create learning opportunities for calibrating and 

redefinition of their career choices. 

1.1 Education under the framework of the Human Capital Theory 

In the initial stage of the entrepreneurial process, different contextual and cognitive 

processes influence the ability of people to identify new means-ends necessary for the 

discovery of opportunities (Mitchell et al, 2007). Among non-psychological characteristics 

that influence the tendency of individuals to exploit opportunities is education and experience, 

which affect the expected value of the result of the exploitation of an opportunity. 

Human Capital Theory studies the decisions that individuals make about their 

professional future and their choice between entrepreneurship and self-employment (Becker, 

1964). Human capital can be acquired throughout life, through formal, informal and 

accumulated experience (Giménez, 2006). Under the framework of human capital, formal 

education is seen as a source of knowledge, skills, discipline, motivation and confidence 

(Cooper et al., 2004) as well as a source of cognitive skills needed to adapt to the changing 

environment (Hatch & Dyer, 2004). 

If human capital is developed by learning and experience, cognitive theorists suggest 

that it could influence the thinking of individuals (Ucbasaran et al., 2008). Although the 

cognitive dimensions of entrepreneurs are receiving increasing attention (Baron, 2008; 

Krueger, 2009), they remain scarcely explored, especially within the framework of the theory 

of human capital, with some exceptions (Arenius & Minitti 2005; Fernandez et al, 2009). 

1.2 Cognitive factors related to entrepreneurial behavior 

It is important to mention that by improving the understanding of the entrepreneurial 

mindset, there is potential to improve in turn the impact of entrepreneurship education. Some 

authors claim that through the experience of entrepreneurial training, the attitudes and 

intentions of individuals tend to change significantly (Peterman & Kennedy, 2003), even to a 

deep level of cognition (Gaglio & Katz, 2001; Krueger, 2007; Mitchell, 2005). 

In the analysis of the drivers of entrepreneurial behavior and the decision to create a 

new venture, additional variables should be incorporated, such as education. Such variables 

can determine, to some degree, the set of subjective perceptions in relation to 

entrepreneurship, such as the presence of role models and confidence in one’s abilities 

(Arenius & Minniti, 2005). 

 

 

                                                           
5 For a better understanding of the categorization and contemporary research on entrepreneurship, we 

recommend to review the work of Matlay (2005, 2006), Pittaway and Cope (2007), Mwasalwiba (2010) who 

have realized critical and systematic reviews. 
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1.2.1 Self-efficacy 

Self-efficacy reflects the belief in one's ability to achieve the desired results. 

According to Wood and Bandura (1989, p.364), self-efficacy is defined as "the belief in one's 

ability to mobilize the motivation, cognitive resources and the necessary courses of action to 

address the specific demands of the situation". In other words, it refers to the belief of an 

individual in their own ability to perform a set of specific tasks, which is a subjective 

perception of their own abilities. This has nothing to do with the fact if the individual 

possesses these abilities or not, but rather the belief in one's ability to use these skills 

effectively and consistently under difficult circumstances (Pervin, 2003). 

Markman et al. (2005) suggest that self-efficacy can be a strong indicator of 

entrepreneurial activity. Meanwhile, Drvnovsek, et al. (2010) note that the understanding of 

the nature of self-efficacy in entrepreneurship and the mechanisms through which it affects 

entrepreneurial intentions, can help expand the understanding of the entrepreneurial process 

effectiveness, and therefore improve skills of individuals who aspire to become successful 

entrepreneurs. 

Recently, research has shown, either through direct or indirect influence, the 

relationship of self-efficacy with specific performance within the stages of the entrepreneurial 

process (Kolvereid & Isaksen, 2006), the entrepreneurial characteristic variability (Chen et al., 

1998; Markman et al, 2005) and how self-efficacy can be raised through training and 

education to improve the rate of entrepreneurial activity (Florin, et al., 2007). In line with 

these arguments, the following hypotheses are proposed: 

H1a "The perception of the ability to create an enterprise considered through the 

entrepreneurial self-efficacy, differs among individuals who have some degree of higher 

education, in comparison to the rest of the population with lower level of education." 

H1b "College students who have attended mandatory courses with an emphasis on 

entrepreneurship perceive their ability to create a company differently in comparison to the 

students who have attended courses with an emphasis on entrepreneurship voluntarily". 

1.2.2 Perception of the entrepreneur 

A crucial element in the process of new venture creation is the social value of 

entrepreneurs, since it can affect the attitudes and perceptions toward entrepreneurship 

(Krueger, 2007; Ruiz Navarro et al., 2008). Based on a literature review, Ireland and Webb 

(2007, p. 916) have suggested that on an individual level, entrepreneurship is a process of 

identity construction, since entrepreneurs established companies generally influenced by self-

identities (Farmer et al. 2011). For the construction of an identity, at least some knowledge 

and understanding of the role of the entrepreneur is required (Hoang & Gimeno, 2010). A 

study by Krueger (2003) found that although individuals tend to maintain a wide range of 

mental models about the role of the entrepreneur, learning, and in our case training, results in 

a more focused and realistic vision of the role of the entrepreneur. 

Individuals, using archetypes – idealized visions of behavior and typical 

characteristics of a particular role – directly influence their motivation and behavior (Hoyle & 

Sherill, 2006). In this context, Ibarra (1999) suggests that individuals, who have as reference 
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characteristics and behaviors of successful role models, form an identity on what they desire 

as a future career. 

Although deep assessment of this dimension is beyond the scope of this investigation, 

we have decided to explore this construct in general. We will do so based on the view 

individuals have about the role of an entrepreneur and the prestige they perceive from this 

role, which can be influenced by their environment and, specifically, by the entrepreneurship 

education. In line with these arguments, the following hypotheses are proposed: 

H2a "The population with university education perceives the image and prestige of the 

entrepreneur differently, compared to the rest of the population, with lower level of 

education." 

H2b "University students who have been enrolled in compulsory courses with an 

emphasis on entrepreneurship perceive the figure and prestige of the entrepreneur differently; 

in comparison to those students have attended such courses voluntarily". 

1.3 The role of professional networks (support by external actors) in the decision 

to start a business 

In the delimitation of entrepreneurship at an individual level, previous research has 

suggested that entrepreneurship emerges from an interaction between social networks of the 

entrepreneur and cognitive factors (De Carolis et al., 2009). In this regard, social networks 

can influence directly the interest and attitudes towards entrepreneurship (Sequeira et al., 

2007) as they provide support, credibility and contacts for entrepreneurs (Ostgaard & Birley, 

1996). 

From the perspective of the theory of social capital, networks play a crucial role in 

obtaining information and access to resources. Specifically, professional networks6 are useful 

in access to information that would otherwise be unavailable or very costly to obtain 

(Davidsson, 2003). The role of social networks was studied in relation to the discovery of 

opportunities, and the identification, collection and location of scarce resources (Birley, 

1985). 

Professional networks can serve, as a means to improve; entrepreneur’s skills since 

through these networks access to financial information or resources such as investors, 

customers and suppliers tends to improve (Sequeira et al., 2007). While the importance of 

networks has been widely recognized in studies on entrepreneurship, the study of the 

influence of social networks in relation to education in entrepreneurship has received little 

attention (Beresford & Beresford, 2010). 

Based on a survey of engineering students Soutaris, et al. 2007 suggests that a proper 

course of promoting the entrepreneurial spirit should include multiple components, such as 

elements of teaching, planning the launch of a business, university support and interaction 

                                                           
6 The social network of an individual can be composed of several people to whom he relates on a social level in 

the first instance. Thus the structure of a social network can be characterized in different ways (Sequeira et al., 

2007). As for the type of network, there can be personal or informal networks (which includes family, friends or 

close acquaintances) and business or formal networks (eg organizations) (O'Donnell et al., 2001). 
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with practice (especially through events where the support professional networks is available). 

In line with the arguments presented above, we suggest the following hypothesis: 

H3 "College students who have enrolled in mandatory classes with emphasis on 

venture creation differ in the assessment and understanding of professional networks and 

their support in the creation of a company in comparison to those students have attended such 

courses voluntarily". 

2 Contextual background and methods 

In the majority of countries included in the GEM (Global Entrepreneurship Monitor) 

special report on entrepreneurship education (Coduras-Martinez et al., 2010), more than a 

fifth of the working age population has received some training in entrepreneurship ; of this 

amount, about 80% was obtained through formal education. Particularly for Mexico, 16.2% of 

the population have received this type of training, mostly on a voluntary basis, suggesting 

self-selection (p.46); in this cohort, 27% of persons with formal training acquired it through 

higher or university level education (p.25). 

In Mexico more than a half of the universities have programs focused on encouraging 

entrepreneurship, suggesting that training in entrepreneurship has become one of the 

mainstays for the promotion of entrepreneurship and one of the most important tools Mexican 

universities offer to their students (Mayer-Granados, 2010). However, most schools tend to 

include courses with a focus on business creation or development of new products in their 

curricula, just because other competing institutions offer those (Alvarez et al., 2006). 

2.1 Data collection and applied procedures 

Obtaining primary information and data processing was carried out in two stages. In 

the first stage, we used the APS7 2008 GEM8 results database in order to check the differences 

in attitudes within the Mexican population with university education, considering the 

population in the age range of 18-64 years. In addition to the age categories variable, we 

selected two variables related to the perception of abilities: "I possess the knowledge, skills 

and experience required to start a business", and the image and prestige of the entrepreneur: 

"In my country those who have started a successful business, have a high level of status and 

respect…”. Table 1 below, presents the description of the sample. 

 

 

 

 

 

 

 

 

                                                           
7 A standardized surveys conducted globally under the GEM (Reynolds et al., 2005) methodology. 
8 We have performed the corresponding analysis with the APS 2008 database because it is the latest available 

database that features information specific for Mexico, with a total of 2,523 valid data. 



19 
 

Table 1. Description of the sample and studied population APS GEM 2008 

Sample characteristics* Total 

Demographic 

  

  

Total 2,433   

Male 1,190 48.9% 

Female 1,243 51.1% 

Education level 

  

  

  

  

Total 2,462   

Higher education (with or without degree) 347 14.1% 

Tertiary school 711 28.9% 

Secondary level with diploma 874 35.5% 

Secondary level without diploma 530 21.5% 

* 2008 Data (Total number of valid data 2,523)  

Source: authors 

For the second stage, we used data obtained from a survey of students in courses 

focused on entrepreneurship, enrolled in the last semesters of their degree, in order to analyze 

their attitudes and perceptions towards entrepreneurship as part of the entrepreneurship 

education programs of their institution. In this survey three variables were chosen: a) "Having 

studied or studying courses with an emphasis on entrepreneurship has helped me to feel able 

to create a company", b) "Having studied or studying courses with an emphasis on 

entrepreneurship has helped me to value the image and prestige of an entrepreneur" and c) 

"Having studied or studying courses with an emphasis on entrepreneurship has helped me to 

know where to turn (government agencies, consultants, etc.) in order to get help for the 

process of creation of my company. Each question was answered by an affirmative or 

negative response, for those whose answer was affirmative a follow up question was asked to 

rate the intensity of their response with a Likert scale of 5 points, where 1 corresponded to 

"very low" and 5 "very high". 

Data collection took place between January and February 2010 in four universities in 

different regions of Mexico, which have formal programs to promote entrepreneurship, that 

are offered to students on mandatory and on voluntary basis. A total of 477 questionnaires 

were received. Table 2, presents the description of this sample. 

Table 2. Description of the sample and studied population 

Sample characteristics Total EOEE EVEE 

Demographic** 

  

  

Total 477 272 205 

Males 
217a 

(45.5%) 

114b 

(23.9%) 

103 

(21.6%) 

Females 
260 

(54.5%) 

158 

(33.1%) 

102 

(21.4%) 

Institution*** 

  

  

  

Universidad Autónoma de 

Aguascalientes 
143 (30%) 

143 

(30.0%)  

Universidad Autónoma de Nuevo 

León 

25 

(5.2%)  

25 

(2.5%) 

Universidad Autónoma de San Luis 

Potosí 

180 

(37.7%)  

180 

(37.7%) 

Universidad Politécnica de San Luis 

Potosí 

129 

(27.0%) 

129 

(27.0%)  
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Degree / Area*** 

  

Business and Social Sciences 
332 

(69.6%) 

195 

(40.9%) 

137 

(28.7%) 

Engineering and Technology 
145 

(30.4%) 
77 (16.1%) 

68 

(14.3%) 
EOEE: Entrepreneurial Spirit Mandatory Education       

EVEE: Entrepreneurial Spirit Non-mandatory Education       

a. Valid cases per each variable, b. Percentage based on total valid cases per each variable 

** Significant differences: Pearson Chi-square, p < .05 

*** Significant differences: Pearson Chi-square, p < .001 

Source: authors 

SPSS software was use to run descriptive analysis and evaluation of the proposed 

hypothesis, at a confidence level of 95%. Pearson chi-square to test independence between the 

variables examined, in case of 2x2 tables. Yates continuity correction coefficients of phi was 

also considered; Finally, for tables with more than two categories, we considered Cramer's V 

constant to determine the correlation coefficient and the effect of association between the 

variables, as determined by Cohen (1988).  

Preliminary analysis of the data, both from the GEM APS 2008 database and the 

survey in Mexican universities did not show a normal distribution; therefore, we used the 

nonparametric Mann-Whitney U test to confirm significant differences between the groups 

defined in each stage of the study (Palacios González & Céspedes Alley, 2002). 

3 Results 

As shown in Table 3, significant differences among the Mexican population were 

found with respect to education and the ability to create a business, in line with results 

obtained by Mira Solves (2006). That is the perception of the ability to create a company 

considered through the entrepreneurial self-efficacy among individuals who have some degree 

of higher education, in comparison to the rest of the population (H1a). This suggests that 

people with a higher education level perceive their ability to create a company more 

favorably, since the proportion of people who consider themselves capable, to create a 

company increases with education level. 

Table 3. Results of perception of self-efficacy in relation to educational attainment 

Perception of self-efficacy on business creation N=2,387 

Percentage of Population Yes No 
Do not 

know 
Chi-square Statistical Test 

With Higher Education studies 68.4% 24.8% 6.8% 

χ 2 = 8.959 (*) p < 0.05 Without Higher Education studies 59.9% 32.5% 7.6% 

Total 61.1% 31.4% 7.5% 

Detail by educational level 

Higher education (with or without 

degree) 
68.4% 24.8% 6.9% 

χ 2 = 47,940 (**) p < 0.001 Tertiary level 63.9% 27.0% 9.1% 

Secondary level with diploma 62.3% 30.4% 7.3% 

Secondary level without diploma 50.8% 43.0% 6.2% 
(*) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 25.12 
(**) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 25.12 

Source: authors 



21 
 

On the other hand, in relation to the assessment of the figure and prestige of the 

entrepreneur (H2a) no significant differences were found with respect to educational level. 

This indicates that the educational level does not affect the perception of the figure and 

prestige of the entrepreneur (Table 4). 

Table 4. Results of perceived image and prestige of the entrepreneur and its relation to 

educational attainment 

Valuation of the image and prestige of the entrepreneur N=2,381 

Percentage of Population Yes No 
Do not 

know 
Chi-square Statistical Test 

With Higher Education Studies 50.7% 40.7% 8.6% 

χ 2 = 3.292 (*) p = .193 Without Higher Education Studies 53.3% 36.0% 10.7% 

Total 53.0% 36.6% 10.4% 

Detail by educational level 

Higher education (with or without 

degree) 
50.7% 40.7% 8.6% 

χ 2 = 24,108 (**) p < 0.001 Tertiary level 52.0% 40.3% 7.7% 

Secondary level with diploma 55.5% 31.4% 13.1% 

Secondary level without diploma 51.4% 37.9% 10.7% 
(*) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 34.06 
(**) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 34.06 

Source: authors 

Moreover, individuals with secondary education valued the figure and prestige of the 

entrepreneur the most, which could explain the significant differences in the breakdown by 

educational levels (Table 4). 

For the results obtained from data collected among university students in Mexico, chi-

square test indicates that there are significant differences and an association, albeit weak, 

between the perception of the ability to create a company and exposure to mandatory courses 

with the emphasis on entrepreneurship (H1b), χ 2 (1, n = 477) = 3.896, p = 0.048, phi = 0.100 

(Table 5). 

Table 5. Results of the mandatory courses relation to perception of self-efficacy 

Perception of self-efficacy on business creation N=477 

Percentage of Population EOEE EVEE Chi-square Statistical Test 

Feel capable to create a business 96.7% 92.2% χ 2 = 3.896 (*)                  

phi = .100 
p < 0.05 

Do not feel capable to create a business 3.3% 7.8% 

Detail per degree of influence N=452 

Very low 1.5% 4.2% 

χ 2 = 16,164 (**)         

CramerV= .189 
p < 0.05 

Low 9.5% 15.9% 

Neutral 28.5% 37.0% 

High 39.5% 30.2% 

Very high 20.9% 12.7% 
With continuity correction (Yates correction) 

    (*) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 10.74 
(**)  0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 5.02 

Source: authors 

We also analyzed the degree of influence of the population that perceived the ability to 

create a company with respect to the type of attended courses. Chi-square test indicates that a 
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significant association exists, with average effect between the perceived ability to start a 

company and the degree of influence in relation to exposure to mandatory courses with an 

emphasis on entrepreneurship, χ 2 (1, n = 452) = 16,164, p = .003 (Table 6). 

Regarding the perception of the figure and prestige of the entrepreneur and its junction 

with the type of course with an emphasis on entrepreneurship (H2b), Chi-square test of 

independence (with Yates continuity correction) indicates that there is an insignificant 

association between the valuation of the image and prestige of the entrepreneur and exposure 

to mandatory courses with an emphasis on entrepreneurship, χ 2 (1, n = 477) = 0.779, p = 

.377, .047 (table 6). 

Table 6. Results of mandatory courses influence on the perception of image of entrepreneur 

Valuation of perceived image and prestige of the entrepreneur N=477 

Percentage of Population EOEE EVEE Chi-square Statistical Test 

Value the image and prestige of the 

entrepreneur 
91.2% 88.3% 

χ 2 = .779 (*)                  

phi = .047 
p = .377 

Do not value the image and prestige of 

the entrepreneur 
8.8% 11.7% 

Detail per degree of influence N=429 

Very low 1.6% 2.8% 

χ 2 = 5.571 (**)         

CramerV= .114 
p = .234 

Low 8.9% 13.8% 

Neutral 24.2% 27.6% 

High 40.3% 37.0% 

Very high 25.0% 18.8% 
With continuity correction (Yates correction) 

    (*) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 20.63 
(**) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 3.80 

Source: authors 

On the other hand, the degree of influence of the population in terms of assessing the 

image and prestige of the entrepreneur, regarding the type of courses which they have 

attended or attend (Table 6). The chi-square independence test confirms that there is no 

significant association between the valuation of the image and prestige of the entrepreneur 

and the degree of influence in relation to exposure to mandatory courses with an emphasis on 

entrepreneurship, χ 2 (1, n = 429) = 5.571 p = 0.234. Although in general, the valuation of the 

entrepreneur is high, with an average of 3.69 (Table 6). 

Regarding the knowledge and support of professional networks in new venture 

creation and its junction with the type of course with an emphasis on entrepreneurship (H3), 

Chi-square test of independence (with Yates continuity correction) indicates that there is a 

significant association between knowledge of professional networks and attendance of 

mandatory courses with an emphasis on entrepreneurship, χ 2 (1, n = 477) = 4.078, p = 0.043, 

phi = 0.092 (Table 7). 
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Table 7. Results of the influence of mandatory curses on the awareness and support of 

professional networks in the creation of new ventures 

Awareness of professional networks  N=477 

Percentage of Population EOEE EVEE Chi-square Statistical Test 

Know useful professional networks 58.1% 48.8% 
χ 2 = 4.078 (*)                  

phi = .092 
p < 0.05 Do not know useful professional 

networks 
41.9% 51.2% 

Detail per degree of influence N=258 

Very low 5.7% 5.0% 

χ 2 = 3.256 (**)         

CramerV= .112 
p = .516 

Low 18.4% 24.0% 

Neutral 41.8% 36.0% 

High 25.3% 30.0% 

Very high 8.9% 5.0% 
With continuity correction (Yates correction) 

    (*) 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 94.12 
(**) 0 0 values (0%) have an expected frequency lower than 5. The minimum expected frequency is 5.43 

Source: authors 

Observing the degree of influence of the population regarding the knowledge and support of 

professional networks in relation to the type of attended courses, Chi-square test of independence 

indicates that there is no significant association between this assessment and the degree of influence in 

relation to exposure to mandatory courses with an emphasis on entrepreneurship, χ 2 (1, n = 258) = 

3.256 p = .516. 

Table 8. Result of the Mann-Whitney U test 

Variable Group 
Valid 

cases 

Means 

range 
Mean Median 

Mann-

Whitney U 
Z 

Perception of self-

efficacy on business 

creation 

EOEE 263 246.06 3.69 4.00 
19710.00 -3.926*** 

EVEE 189 199.29 3.31 3.00 

Valuation of the image 

and prestige of the 

entrepreneur 

EOEE 248 226.17 3.78 4.00 
19675.00 -2.287** 

EVEE 181 199.70 3.55 4.00 

Awareness of 

professional networks 

EOEE 158 131.29 3.13 3.00 
7617.50  -0.507  

EVEE 100 126.68 3.06 3.00 
EOEE: Entrepreneurial Spirit Mandatory Education 

EVEE: Entrepreneurial Spirit Non-mandatory Education 

**p<.05, ***p<.01 

Source: authors 

The results of the Mann-Whitney U test confirm that there are significant differences 

in relation to exposure to mandatory entrepreneurship training courses in relation to the ability 

to create a business. Moreover, regarding the valuation of the image of the entrepreneur, 

contrary to the results obtained in the chi-square test, significant differences were found 

(Table 8). Regarding the degree of influence of the knowledge and support of the professional 

networks in creating a new venture, no significant differences were found. 
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4 Discussion and conclusion 

The objectives of this study were, first, to assess the differences between people that 

has some degree of higher education and other educational levels, with regard to the 

perception and evaluation of the entrepreneur, and business creation. Second, we have 

evaluated these same perceptions among college students who have attended mandatory 

courses with emphasis on entrepreneurship, with regard to those students who have attended 

voluntary courses. Third, we have assessed differences on knowledge of useful professional 

networks to support entrepreneurship. To test the proposed hypotheses, we have analyzed data 

from the database APS 2008 GEM project, and 477 student survey subjects in four 

universities in Mexico. 

Significant differences were found in relation to the perception of the ability to create 

a business, among those individuals who have some degree of higher education in relation to 

the rest of persons with lower levels of education. This result could suggest that people with 

some degree of higher education perceived in a greater extent their capability to create a 

business. In a similar way, we have found significant differences within collected information 

among students of universities in Mexico. The analysis showed an association on self-efficacy 

on business creation and the exposure to mandatory courses with an emphasis on 

entrepreneurship. However, despite a significant association we found that the degree of this 

impact is not very high. 

Moreover, we could not verify that there are significant differences with respect to 

educational level regarding the valuation of the image and prestige of the entrepreneur. This 

result could indicate that educational level does not affect this perception, and even more, we 

have found that other educational levels value in a greater degree the entrepreneur. In 

addition, due to inconclusive results, in general the valuation of the entrepreneur both type of 

courses is high. We could not determine the existence of significant differences in the degree 

of influence regarding the type of courses, which college students have attended. 

In relation to knowledge about useful professional networks, nearly 50% of students 

said that attending entrepreneurship courses has allowed them to know various professional 

networks to support the creation of a company. Although significant differences between the 

attendance of mandatory and voluntary courses were found, the degree of influence on the 

knowledge of such networks among students is similar for both types of courses, with an 

average influence. 

We believe that the results of this study contribute to the discussion on the existence of 

an effect of training in entrepreneurship at higher education level, regarding the development 

of perceptions about the entrepreneurial process. These perceptions have the potential to 

increase the likelihood of a future entrepreneurial behavior (Baron, 2004). 

Moreover, the knowledge of the degree of influence of certain activities, in both 

curricular and extracurricular entrepreneurial programs, can be helpful to those universities 

interested in strengthening and promoting appropriate policies to improve the entrepreneurial 

environment within their institutions. 



25 
 

However, the results of this study should be taken with extreme caution as they only 

reflect specific data related to individual and contextual characteristics of the employed 

samples that remain outside the scope of this research. In addition, information obtained from 

the database APS GEM reflects only data aggregated at national level. The exploratory nature 

of this study is limited to establish the degree and type of influence entrepreneurship courses 

regarding entrepreneurial perceptions and not the degree of entrepreneurial intention among 

students. 

Finally, future studies could benefit by integrating control groups to assess differences 

in entrepreneurial insights and a deeper analysis of whether entrepreneurship courses promote 

knowledge and perceived support of professional networks. In addition, by considering 

constructs to measure students entrepreneurial intention a better understanding of 

entrepreneurial behavior can be reached. 
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