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Abstract 
University entrepreneurial agenda is imperative to determine the student’s 
intention to be an entrepreneur. In this study, university entrepreneurial 
agenda refers to culture, leadership, and strategy of the university's effort in 
influencing the student's to be an entrepreneur. The intention is defined as 
the state of mind directing a person's attention and action towards self-
employment as opposed to organizational employment intention. This study 
aims to examine the relationship between university entrepreneurial agenda 
with student’s intention to be an entrepreneur among students from various 
faculty’s in UITM Puncak Alam. A total of 250 questionnaires adapted from 
Veciena et. al. (2005) and Venesaar et. al. (2006) were modified, 
distributed, and received a 100 percent response rate. The result was 
analyzed by using descriptive statistics, correlation, and hierarchical 
regression analysis. The findings revealed that university entrepreneurial 
agenda has a significant positive relationship with student's intention to be 
an entrepreneur (Culture: p<0.01, r=.455, Leadership: p<0.01, r=.259, 
Strategy: p<0.01, r=.249).  However, a student's commitment to culture 
(p=.373), leadership (p=.300), strategy (p=.660) does not moderate the 
relationship between university entrepreneurial agenda and student's 
intention to be an entrepreneur. In conclusion, the recommendations and 
suggestions for future research were made on the findings of this study.  
 
Keywords: University Entrepreneurial Agenda, Student’s Commitment, 
Student’s Intention 
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1.0 Introduction 
The requirement of university to be engaged in economy and 

society encourage most of the Higher Education Institution (HEI) to 
create and come out with the third output or third mission which is 
commercialization elements or activities (Bekcham & Cherwitz, 2009).  
Over the past two decades, in western universities, a “Third Mission” 
for universities has been articulated, alongside teaching and research 
and this third mission is understood as commercial engagement 
(Nelles & Vorley, 2010).  However, in Malaysia, the term third mission 
is commonly known as commercialization activities or income 
generation. 

The successful implementation of this third mission or 
commercial engagement demands a synthesis of three factors 
namely culture, leadership, and strategy (Nelles & Vorley, 2010).  
These elements had shaped an agenda that leads to the success of 
the third mission.  The third mission had a closer link to the 
entrepreneurial engagement or agenda and appears to be widely 
practiced by many countries (Nelles & Vorley, 2010). 

University entrepreneurial agenda should be taken into high 
consideration and action by HEI as it will benefit university 
performance, especially in productivity achievement.  In supporting 
the Entrepreneurship Action Plan for Higher Institution (2016 – 2020) 
program, the Ministry of Education and the Ministry of 
Entrepreneurship Development have also provided some programs in 
public universities to support the commercial engagement activities, 
for example, the Professional Training and Growing Education for 
Entrepreneurs (Protégé), which is a rebranded name of Skim Latihan 
1 Malaysia (SL1M), and was launch on 28 January 2019.  The 
Ministry of Finance also started an initiative called University 
Entrepreneurship Masterclass (U-Masterclass) which aims to help 
university students to turn their ideas into sustainable ventures. 

Recently, the Education Minister, Malik (2018) emphasized 
that entrepreneurship and education are two aspects that need to be 
considered and developed.  These two aspects may bring in elements 
of competitive advantage in the university itself.  Exposure to 
entrepreneurial aspects is one of the education processes that will 
lead the country to be innovative, creative, and developed (Malik, 
2018). 

So, the university should play a major role to boost up the 
student's intention to be an entrepreneur.  In producing a student with 
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entrepreneurial behavior, the university should educate them very 
well about entrepreneurship, provide them enough sources, facilities, 
and training so that, they will be more interested and create more 
intention to be involved in entrepreneurship careers.  In doing so, with 
financial support from trusted sources such as government or any 
financial institutions, the students will have an opportunity to start their 
own business appropriately. 

According to the Global Entrepreneurship Monitor Report 
(2013), 25% of early-stage entrepreneurs in South Asia and the Asia 
Pacific are a young age from 18 to 35 years old.  This means 
entrepreneurship plays an important role to increase the percentage 
of entrepreneurs from this group. Future young entrepreneurs should 
be exposed to the entrepreneurial world, in terms of knowledge, skills, 
and facilities to give them a better understanding of how 
entrepreneurs set up their business activities in the real world.  

Therefore, this study is in its attempt to further determine the 
internal issues that shaped the university entrepreneurial agenda of 
the university and further examine the impact of these agendas 
towards the student's intention to be an entrepreneur. 

 
2.0 Review of Literature 
2.1 Student’s Intention 

An intention is defined as the effort of a person to carry out 
entrepreneurial behavior (Linan et. al, 2011).  The intention will lead 
to entrepreneurship engagement or involvement among students.  
The intention might capture the motivational factors that may 
influence the behavior.  In this study, entrepreneurship intention is the 
core element that may influence the student to be an entrepreneur in 
the future.  

To set up a measurement of the intention, it is adapted from 
the scholar of Krueger & Brazeal (1994) who mentioned that there are 
two elements involved which are perceived desirability and perceived 
feasibility.  Perceived desirability refers to the attitude of a person.  
Attitude can be clarified as a crucial factor in determining student 
personality whether they are interested to be an entrepreneur or not.  
The other element of intention is self-efficacy which means the strong 
personal belief in skills and abilities in initiating a task and leading it to 
success (Bandura, 1997).  Besides, self-efficacy is important to make 
a person unable to achieve the desired goal in their life.  Therefore, 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

107 
 

self-efficacy should be embedded in each entrepreneur if they want to 
be successful in their business. 

 
2.2 Entrepreneurial University 

According to Fayolle & Redford (2014), the entrepreneurial 
university is term as a knowledge and innovation actor, the key to 
competitiveness, stimulation of economic growth, and wealth creation 
in today's globalized world.To produce quality entrepreneurial 
graduates, the students have to learn basic concepts, the importance 
and the role of entrepreneurship in establishing small and average 
companies and economical development, and learn how to be the 
source of new jobs that is independent of government link companies 
(Sayyed et. al, 2009).  

Nevertheless, a university should not focus only on the 
graduate's quality but they also have to be concerned about the role 
changes and the activities that need to be recognized for 
entrepreneurship.  Today, a new model of entrepreneurship has been 
shaped and created in which it encourages universities to be directly 
involved in commercializing research activities.  Studies have also 
shown that universities are eager to position themselves as 
‘entrepreneurial’ and building links to increase their impact within 
regions and beyond in tangible ways.  This is done through engaging 
in third mission activities, such as licensing, spin-out, and 'knowledge 
transfer' (Gordon, Hamilton, & Jack, 2012; Guerrero, Cunningham, & 
Urbano, 2015; Johnstone & Huggins, 2016; Larty, Jack, 
& Lockett, 2016). 

 
2.3 University entrepreneurial agenda 

The term university entrepreneurial agenda had been widely 
practiced in the United Kingdom as a third mission.  This term 
appears to be commonly used among the European higher education 
institutions and the emphasis of its implementation on the academic 
environment.  In its broadest terms, this mission is defined as 
everything that is not traditional teaching and research (Jongbloed et. 
al., 2008).  University today should not only focus on teaching and 
research, but they should be actively concern about commercial 
engagement as well.  In this study, the commercial engagement of 
the university is focused on the activity that shapes the university's 
entrepreneurial agenda.  Mitchelmore & Rowley (2010) defined 
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university entrepreneurial agenda as the third mission where activities 
of commercialization and licensing are emphasized.  In the 
perspective of Nelles & Vorley (2010), the third mission is known as 
the university entrepreneurial agenda which focuses on culture, 
leadership, and strategy.  

 
2.3.1 Culture 

Culture is another university entrepreneurial agenda that needs 
to be focused as it is the most important determinant.  Culture is 
created from a collection of people's behavior.  The way they adapt 
themselves in the environment and the way they react towards people 
will produce a culture.  In a university, the top management should 
change their behavior that best suits the entrepreneur environment.  
This was stated by Nelles & Vorley (2010) in their research which 
stated that culture is created from a collection of people's behavior 
which also reflects the attitude of individuals within the organization, 
the value they place on innovation, and their propensity for 
entrepreneurial engagement.  Conversely, dominant cultures evident 
within disciplines and institutions may counteract strategic and 
structural attempts to encourage the third stream (Nelles & Vorley) 
and there is an increasing number of studies now that highlighted the 
importance of a strong entrepreneurial culture within universities 
(Bramwell & Wolfe, 2008; Fernandez-Noguera et. al., 2018; Shah et. 
al., 2019). 

 
2.3.2 Leadership 

Leadership relates both to the key personnel who shape and 
alter structures and processes and to the strategic vision that guides 
organizational evolution (Nelles & Vorley, 2010).  Leaders are most 
effective when positioned in key coordinating offices, they do not 
necessarily have to be located in the central administration of the 
university and may include faculty and research staff (Nelles & Vorley, 
2010).  This is an effective way because a leader can be an expert in 
their field and they know better what is good for their faculty 
innovation process.  This was supported by Zucker & Darby (2001), in 
which they said, important leaders of university entrepreneurial 
agenda can be found within departmental leadership and within the 
faculty, with star scientists leading new forms of third-stream 
engagement.  
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2.3.3 Strategy 
An entrepreneurial strategy is most frequently outlined in 

corporate plans, often consisting of a list of Third-Mission objectives 
although it may also include prescriptions as to how these goals 
should be achieved (Nelles & Vorley, 2010; Johnson & Van De Ven, 
2017). In developing strategies and ensuring it can be managed 
effectively, there should be few parties involved to make the 
strategies workable and give a good impact on the student's intention 
to be an entrepreneur. The parties are the faculty members and the 
departments that engaged in the entrepreneurial strategy of the 
institution (Powers & McDougall, 2005; Wood, 2011). 

 
2.4 Student’s Commitment 

Commitment is defined as the state of being obliged or 
emotionally impelled to work (Allen & Meyer, 1990). Commitment can 
be related to anyone such as the students in which it will emphasize 
how the students required or encouraged to do any task instructed or 
not instructed by other people. Students that committed to any job 
normally will benefit themselves and other people as they can 
complete the task given in an appropriate time manner. A high level of 
commitment will help the students to be good entrepreneurs and this 
will have a good impact on their business achievement in the future.  
DeGeorge et. al. (2011) also mentioned in their research that 
individual behaviors will lead to a commitment to an entrepreneurial 
opportunity in an organizational setting.  
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2.5 Conceptual Framework 

 
Figure 10 : Conceptual Framework for the Relationship between University 

Entrepreneurial Agenda and Student’s Intention to be an Entrepreneur 

3.0 Methodology 
Ethical issues related to this research study were given the 

highest importance. In this regard, respondents were not asked to 
give any information about their names, addresses, or telephone 
numbers so that their privacy was not affected. No classified 
information was sought. All the information obtained was kept 
confidential without giving any chance to individuals or individuals, 
who are not related to the project, to have exposure to it. 

 
3.1 Research Design 

This study used correlation research design to explore the 
relationships between and among variables. The sampling frame for 
this study was the undergraduate full-time students from the faculty of 
Business and Management, UiTM, in which the data was obtained 
from the administrative office of the faculty. This study employed a 
simple random sampling technique in selecting respondents. 250 
undergraduate full-time students participated in this study. Reliability, 
descriptive, correlational, and regression analyses were used to 
analyze data to answer the objectives of this study. 
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3.2 Research Instrument 

The instrument for this study was the questionnaires consisted 
of three sections. The measurement of items was based on a six-
point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly 
Agree). The first section consisted of the demographic profile of the 
respondents while the second section consisted of three variables 
under the university entrepreneurial agenda which culture, leadership, 
and strategy that measures the student’s intention to be an 
entrepreneur. The university entrepreneurial agenda variable section 
was adapted from Nelles & Vorley (2010) and this instrument 
comprised of 26 items. The second section was a student's 
commitment developed by Allen & Meyer (1990) to measure the 
student’s commitment. The last section consisted of the items for 
student’s intention developed by Krueger & Brazeal, (1994), and this 
section comprised of 4 items. The research instrument was tested for 
both validity and reliability and had gone through rigorous tests such 
as factor analysis and normality tests. Figure 1 illustrates the 
conceptual framework for the study.  

 
3.3 Reliability Test 

Cronbach’s alpha was used to establish the reliability of the 
instrument. Table 1 depicts the alpha value interpretation and was 
adopted from Hair et. al. (2010). Table 1 depicts the reliability test for 
the instrument. The reliability Cronbach’s alpha was found to be .07 
or more, indicating either very good or excellent reliability value 
according to Sekaran & Bougie (2016). 

 
Table 1 : Measurement Scale for Cronbach’s Alpha used Rules of Thumb by 
Hair et al. (2010) 

Alpha Coefficient Range Strength of Association 
<0.6 Poor 

0.6 to <0.7 Moderate 
0.7 to <0.8 Good 
0.8 to <0.9 Very Good 
0.9 to 1.00 Excellent 
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Table 2 : Cronbach’s Alpha Scores for the University entrepreneurial 
agenda, Student’s Commitment and Student’s Intention (n=250) 

Section Scales No. of 
Scale 
Items 

Reliability 
Coefficient 

(Alpha) 

Strength of 
Associations 

 
 
 

B 
 

C 

University Entrepreneurial 
Agenda (iv) 
 
Culture Leadership 
Strategy 
Student’s Commitment (mv) 

 
 
 
8 
9 
9 
3 

 
 
 

.819 

.783 

.832 

.872 

 
 

 
Very Good 

Good 
Very Good 
Very Good 

D Student’s Intention (dv) 4 .909 Excellent 
 

4.0 Findings and Analysis 
A total of 250 questionnaires were distributed and it received a 

100% response rate. 
 

4.1 Profile of the Respondents 

Table 3 : Profile of the Respondents 

Respondent Profile Frequency Percentage (%) 
Gender 
Male 
Female 
Total 

 
58 
192 
250 

 
23.2 
76.8 
100 

 
Age 
20 years’ old and below 
21 – 22 years’ old 
23 – 24 years’ old 
25 years’ old and above 
Total 

 
 

13 
171 
51 
15 
122 

 
 

5.2 
68.4 
20.4 

6 
100 

 
Program Enrolled 
Marketing 
Business Economics 
Finance 
Islamic Banking 
International Business 
Retail Management 
Transport 
Entrepreneurship 
Total 

 
 

45 
64 
46 
25 
4 
23 
30 
13 
250 

 
 

18 
25.6 
18.4 
10 
1.6 
9.2 
12 
5.2 
100 
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Table 3 : Profile of the Respondents - continue 

Respondent Profile Frequency Percentage (%) 
Number of Times Involved in Entrepreneurial Activity 
Never 
1-2 
3-4 
5 and above 
Total 

 
162 
21 
54 
13 
250 

 
64.8 
8.2 
22.1 
4.9 
100 

Experience in Helping Entrepreneurs during 
Semester Break 
Yes 
No 
Total 

 
 

159 
91 
250 

 
 

63.6 
36.4 
100 

 
The study revealed that the majority of respondents were 

female (n=192, 76.8%), in the age group of 21 to 22 years old 
(68.4%), enrolled in the Business Economics program (25.6%), has 
never been involved in any entrepreneurial activity (64.8%) but do 
have experience in helping entrepreneurs during their semester break 
(63.6%). 

The demographic profile of the respondents revealed that the 
majority of the student' was rather young (below 24 years old) and 
represented by 94% of the total number of student's enrolled in the 
various undergraduate program at the Faculty of Business and 
Management, UiTM. This finding is not uncommon as the majority of 
undergraduate students around the globe are young. As reported by 
Edwards & van der Brugge (2012), the age of undergraduate students 
studying full-time in Australia is below 25. This can also be translated 
to the most undergraduate students are young, which means that 
they may be impatient, inexperienced yet fast learners. Edwards & 
van der Brugge (2012) also stated that female undergraduate 
students aged 25 and below have a higher number of populations 
studying in the university. This would probably mean that although 
most students, either male or female prefer to enroll full-time, the 
largest growth in enrolment share is among part-time students where 
females make up 60.9 percent of the population (Edward & van der 
Brugge, 2012).   

 
The Moderating Effects of Student’s Commitment  

This study sought to predict the effects of a student's 
commitment towards the relationship between university 
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entrepreneurial agenda and student’s intention to be an entrepreneur.  
Jones et. al (2008) reported that equally, the proportion of male and 
female students in Poland, aged 18-24 favored a future 
entrepreneurial career. Moreover, they welcomed an immediate 
entrepreneurial career upon graduation and found value in the 
development of a business proposal. The findings suggested that 
entrepreneurial education informs entrepreneurial intent and career 
aspirations. As such, the researchers wanted to examine if student’s 
commitment would moderate that relationship and be the vehicle for 
the students to be an entrepreneur. The model for student’s 
commitment was taken from Allen & Meyer (1990). 

The findings of the study revealed that student’s commitment 
did not moderate the relationship between university entrepreneurial 
agenda and the student's intention to be an entrepreneur. Perhaps, 
this is because the students were not ready to enter the 
entrepreneurial world. Zaidatul Akmaliah & Afsenah (2011) supported 
this statement in their research that student entrepreneurial leaders 
highlighted a lack of interest and commitment in entrepreneurial 
activities and this has been the most challenging factor faced by 
leading entrepreneurship universities. 

 
4.2 Does university entrepreneurship culture has a significant 

positive relationship with the level of student's intention to be 
an entrepreneur? 

Table 4 : The Results of Correlation between University Entrepreneurship 
Culture and Student’s Intention to be an Entrepreneur 

  Culture Student’s 
Intention 

Culture Pearson Correlation 1 .445** 
 Sig. (2-tailed)  .000 
 N 250 250 
Student’s Intention Pearson Correlation .445** 1 
 Sig. (2-tailed) .000  
 N 250 250 
**. Correlation is significant at the 0.01 level (2-tailed). 

 
Table 4 shows that the relationship between university 

entrepreneurship culture and student intention is moderate, significant 
positive relationship (r=.455, p<0.1) as said by Salkind (2014). The 
value of Pearson Correlation (r=.455) indicated that a moderate 
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university entrepreneurship culture possesses moderate student’s 
intention to be an entrepreneur. Therefore, this result accepted the 
research hypothesis. However, there are a few exposures about 
entrepreneurship in their education learning but still not enough to 
create a high value of culture among students in the university. This 
was supported by Fini et. al. (2009) in which they said that 
environmental influence has only an indirect impact and it does not 
predict the entrepreneurial intention. 

 
4.3 Does university entrepreneurship leadership has a significant 

positive relationship with the level of student's intention to be 
an entrepreneur 

Table 5 : The Results of Correlation between University Entrepreneurship 
Leadership and Student’s Intention to be an Entrepreneur 

  LEADERSHIP STUDENT’S 
INTENTION 

LEADERSHIP Pearson 
Correlation 

1 .259** 

 Sig. (2-tailed)  .000 
 N 250 250 
STUDENT’S 
INTENTION 

Pearson 
Correlation 

.259** 1 

 Sig. (2-tailed) .000  
 N 250 250 
**. Correlation is significant at the 0.01 level (2-tailed). 
 

Based on Table 5 above, the relationship between university 
entrepreneurship leadership and student intention is a weak, 
significant positive relationship (r=.259, p<0.1). This was mentioned 
by Salkind (2014) saying that the value of 0.20 – 0.40 is considered 
as having a weak relationship between the intended variables. The 
value of Pearson Correlation (r=.259) indicated that the weak 
university entrepreneurship leadership possess weak student’s 
intention to be an entrepreneur. Even though the level is weak, but it 
still poses a positive significant relationship, thus, this result accepted 
the research hypothesis. Therefore, it can be concluded that weak 
university entrepreneurship leadership possessed weak student’s 
intention to be an entrepreneur. Mumtaz et. al (2011) agreed to such 
a statement, by stating that some of the leadership items in the 
instrument have no significant relationship with the intention. 
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4.4 Does university entrepreneurship strategy have a significant 
positive relationship with the level of student's intention to be 
an entrepreneur 

Table 6 : The Results of Correlation between University Entrepreneurship 
Strategy and Student’s Intention to be an Entrepreneur 

  STRATEGY STUDENT’S 
INTENTION 

STRATEGY Pearson 
Correlation 

1 .294** 

 Sig. (2-tailed)  .000 
 N 250 250 
STUDENT’S 
INTENTION 

Pearson 
Correlation 

.294** 1 

 Sig. (2-tailed) .000  
 N 250 250 
**. Correlation is significant at the 0.01 level (2-tailed). 

 
As seen from Table 6, the relationship between university 

entrepreneurship strategy and student intention is a weak, significant 
relationship (r=.294, p<0.1). Salkind (2014) stated that having a value 
between 0.20 – 0.40 is considered as a weak relationship between 
the variables. The value of Pearson Correlation (r=.294) indicated that 
a weak university entrepreneurship strategy possesses weak 
student's intention to be an entrepreneur. Although the level of 
relationship is weak, it still poses a positive significant relationship, 
hence, this result accepted the research hypothesis. This is supported 
by Oosterbeek et. al (2008), in which their research results show that 
the program does not have the intended effects on the student’s 
intention to be an entrepreneur.  
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4.5 Overall Hierarchical Regression of University entrepreneurial 
agenda and Student's Commitment to Student's Intention to be 
an Entrepreneur  

Table 7 : The Overall Results of Hierarchical Regression of University 
entrepreneurial agenda and Student's Commitment to Student's Intention to 
be an Entrepreneur  

Variables Model 1 Model 2 Model 3 
Independent Variables 
University entrepreneurial agenda 

 
-.135 

 
.038 

 
-.531 

Moderator 
Student’s Commitment 

 
 

 
-.224 

 
-1.017 

Interaction Terms 
University entrepreneurial agenda*Student’s 
Commitment 

   
1.294 

R .458 .776 .778 
R Square .210 .602 .606 
Adjusted R Square .200 .596 .594 
F Change 21.749 92.667 53.092 
Sig. F Change .000 .000 .000 
Durbin-Watson   1.75 

 
It was found that the Student’s Commitment did not moderate 

the relationship between the overall University entrepreneurial 
agenda and Student’s Intention to be an entrepreneur.  Concerning 
the above graph, it can be concluded that students, referring to the 
findings above, were not swayed by their commitment to deciding to 
be an entrepreneur. Kickul & Zaper (2003) explained that commitment 
may no longer be persuasive towards the effect on student’s 
intention.  This was further supported by Carayannis et. al (2003), 
which mentioned that students were found to be less committed to 
being involved in the entrepreneurial world but more committed to 
earning monetary value in entrepreneurial activities. 

 
4.6 Summary of Hypotheses Results 

From the study, the results of the hypotheses testing on the 
relationship between university entrepreneurial agenda and student’s 
intention to be an entrepreneur were illustrated in Table 8 below: 
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Table 8 : Results for Hypotheses testing on the Relationship between 
University entrepreneurial agenda and Student’s Intention 

Hypothesis  Interpretation 
and 

values 

Results 

H1: There is a significant positive 
relationship between university 
entrepreneurship culture with the student 
who intends to be an entrepreneur. 
 
H2:  There is a significant positive 
relationship between university 
entrepreneurship leadership with student 
intention to be an entrepreneur. 
 
H3:  There is a significant positive 
relationship between the university 
entrepreneurship strategy with the student 
who intends to be an entrepreneur. 
 
H4:  Commitment moderates the 
relationship between entrepreneurial 
culture and a student's intention to be an 
entrepreneur. 
 
H5:  Commitment moderates the 
relationship between entrepreneurial 
leadership and the student's intention to be 
an entrepreneur. 
 
H6:  Commitment moderates the 
relationship between entrepreneurial 
strategy and student’s intention to be an 
entrepreneur. 

Significant 
positive 

influence 
(p<0.01) 

 
Significant 

positive 
influence 
(p<0.01) 

 
Significant 

positive 
influence 
(p<0.01) 

 
p=.373 

 
 
 
 

p=.300 
 
 
 

p=.660 

Hypothesis accepted 
 
 
 
 

Hypothesis accepted 
 
 
 
 

Hypothesis accepted 
 
 
 
 

Hypothesis rejected 
 
 
 
 

Hypothesis rejected 
 
 
 

Hypothesis rejected  

 
5.0 Discussions 

Based on the results above, it was found that student’s 
commitment did not act as moderators on the relationship between 
university entrepreneurial agenda and student’s intention to be an 
entrepreneur.  Dirk et. al. (2013) argued that if exposure to an 
entrepreneurship program fails to stimulate or encourage the 
development of knowledge, the result will be expressed as a lack of 
interest by students in pursuit of learning activities.  However, the 
findings of this study were different from the results of the previous 
studies which mention that student’s commitment to learning may 
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also develop into intentions for venturing into entrepreneurship as a 
career (Dirk et. al., 2013; Moses et. al., 2016). 

One relevant finding from this study is that all elements under 
University Entrepreneurial Agenda reported culture, leadership, and 
strategy as the predictor towards student’s intention to be an 
entrepreneur. Given the demanding nature of academic 
entrepreneurship programs, which according to Soutaris et. al (2007), 
intention does have an impact on the student's intention to be an 
entrepreneur. And if these programs are to be successful, 
academicians will play a more prominent role.  Price and Meyers 
(2006) clarified that a good academic entrepreneurial program very 
important, as it will help to reduce the odds of failure. Therefore, the 
competence of an academician is very important to encourage the 
students’ intention to be an entrepreneur. 

 
6.0 Conclusion 

When referring to the university entrepreneurial agenda and 
student’s intention, the results indicated that there is a positive 
relationship, which varies from weak to moderate.  In other words, the 
students felt that university entrepreneurial culture, leadership, and 
strategy plays an important role in motivating the student's intention to 
be an entrepreneur.  However, the results also indicated that 
student's commitment did not moderate the relationship between 
university entrepreneurial agenda and the student's intention to be an 
entrepreneur.  This could be because the university entrepreneurial 
agenda does not affect the student's commitment towards realizing 
the objectives of the program. 
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