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ABSTRACT
Objective: The main objective of the article is to show how the influence of Covid-19 affects entrepreneurial
motivation through the variables of creativity, leadership, and communication, understood as information
available and transferable within the environment.
Research Design & Methods: The study was performed by means of an email survey questionnaire conducted
on 63 employees in Madrid (Spain). The propositions and the research model were tested with fuzzy-set qualitative comparative analysis (fsQCA).
Findings: The results illustrate that employees who aspire to become entrepreneurs evidence specific configurations in relation to the variables proposed before the Covid-19 pandemic. Nevertheless, these configurations in the new normal are only determinant for the absence of entrepreneurial decision.
Implications & Recommendations: Background affects the link between the variables of creativity, communication, leadership, and entrepreneurial motivation. Thus, the uncertainty derived from Covid-19 influences
entrepreneurial development, and consequently, it is recommended to consider these aspects in government
policies that encourage support to potential entrepreneurs.
Contribution & Value Added: Through a comprehensive assessment, this research contributes to the literature on entrepreneurship by addressing the gap related to entrepreneurial motivation and the impact of the
new normal in the face of Covid-19.
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INTRODUCTION
Entrepreneurship is an extremely important issue in the twenty-first century (Soriano, 2010) and entrepreneurial motivation plays a decisive role in the development of entrepreneurship (Cervelló-Royo et al.,
2020). Entrepreneurs, opportunities, and entrepreneurial behaviours are key elements in entrepreneurship theory (Kusa et al., 2021). The Covid-19 pandemic poses an unprecedented challenge in many respects (Belitski et al., 2022), however, it takes on special relevance in economic development. Considering that the entrepreneurial individual’s work is not guided by any manual, they must contemplate different perspectives and implications (Dobón & Soriano, 2008) to overcome the market dynamism that
has led to the need for entrepreneurs to adapt, in order to achieve business sustainability. New aspects
related to the entrepreneur role in society in crisis situations become relevant. Consequently, uncertainty
has affected entrepreneurial development, so the study of the variables involved in entrepreneurial motivation before and during the pandemic situation takes on special relevance.
Over the years, many scholars have investigated entrepreneurial motivations (Liñán & Chen, 2009),
thus providing insights into the perceived strengths and weaknesses in shaping personal attitudes towards entrepreneurship. To succeed in the global business environment, it is necessary to identify
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opportunities, since entrepreneurship requires non-routine innovative activity to be developed, which
involves the development of instincts, intuition and inspirations (Sharma, 2019). The aim of this research work is to show how the influence of Covid-19 affects entrepreneurial motivation. Ultimately,
the skills and abilities to undertake a business should be considered (Fernández-Pérez et al., 2019).
Hence, the goal of the research is the analysis of creativity, a variable highlighted in the research of
Capella-Peris et al. (2020); Rueda Barrios et al. (2021); Biswas and Verma (2021); communication and
relevance of information referred to by Capella-Peris et al. (2019) and Eliyana et al. (2020), and finally
leadership considered in research by Biswas and Verma (2021) and Eliyana et al. (2020).
To respond to the analysed variables, the study of factors related to entrepreneurial motivation
was carried out to explain the motivational effect of individuals in pursuing entrepreneurial career
options. Different market shocks have been experienced over the years, directly hitting the economy
and more specifically financial services (Piñeiro-Chousa et al., 2019a). In turn, the influence of Covid19 on entrepreneurial motivation and drive was considered. For this purpose, the research has been
developed through a survey sent to 100 employees and potential entrepreneurs in 2019 and in 2021.
For the collection of information, the survey was sent via Microsoft Forms. The answers considered
valid were filled out by 33 employees and potential entrepreneurs in 2019 (before the pandemic) and
another 30 in 2021 (the new normal). The following research questions are posed:
RQ1: Does creative awareness act as an influential variable on entrepreneurial or intrapreneurial
motivation before and/or during Covid-19?
RQ2: Does communication become relevant in the development of entrepreneurial or intrapreneurial motivation and influence entrepreneurial motivation before and/or during Covid-19?
RQ3: Is awareness of leadership ability significantly associated with the motivation to undertake
or participate in an intrapreneurial initiative before and/or during Covid-19?
Consequently, in this research, entrepreneurial motivation will be considered as the starting point of
entrepreneurial development (Elfving et al., 2009). These issues have been addressed through an exhaustive evaluation of the proposed variables using fuzzy-set qualitative comparative analysis (fsQCA).
The article is organized as follows. The following section presents the hypotheses that were considered in the light of the literature review. The study continues by describing the data set and the research
method. Subsequently, results are presented and discussed, and finally the conclusions of the study are
presented, the limitations of the research are highlighted, and new lines of research are outlined.
LITERATURE REVIEW
Entrepreneurship has been considered from different perspectives, referring to the entrepreneurial factor,
function, initiative and behaviour, which has made it possible to consider the entrepreneurial ‘spirit’
(Cuervo & Ribeiro, 2007). Motivation represents the amount of effort a person will invest to achieve a specific goal (Lawler & Suttle, 1973), in this case, to launch a business initiative. In this way, goals and motivations act to connect entrepreneurial intentions with actual entrepreneurial behaviours (Vallerie, 2014).
Individual competencies, referring to knowledge, skills and abilities, are necessary for personal and
business development and differentiation. In the entrepreneurial environment, Bos-Brouwers (2010) considers personal motivation while Jahanshahi et al. (2018) the individual’s attitude as key elements. Likewise, Rindova et al. (2009) propose self-actualization and self-esteem as elements that enable development towards personal achievement, which significantly influences entrepreneurial behaviour. Williams
et al. (2013) point out attributes such as flexibility, motivation, perseverance. and optimism as attributes
that characterize entrepreneurs. Consequently, entrepreneurial motivation is considered to boost a series
of behaviours developed by entrepreneurs in the idea management process (Baum & Locke, 2014).
From the cognitive perspective, entrepreneurial activity has been focused on the theory of planned
behaviour linked to psychology (Ajzen, 1991), which allows entrepreneurial behaviour to be considered as highly intentional. The relationships between self-identity, commitments, motivations, and individual actions are analysed from different perspectives, considering their link with social psychology
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(Metallo et al., 2021). Accordingly, entrepreneurial intentions are linked to the attitudes of the individual towards entrepreneurship, which enables factors that influence entrepreneurial motivations to
be understood (Boyd & Vozikis, 1994). Therefore, entrepreneurial intentions play a crucial role in the
individual’s motivation to start a new business, as these intentions precede the action of starting a
business idea and, consequently, help in the development of the entrepreneurial process and making
decisions (Krueger et al., 2000). Entrepreneurial decision-making has been approached from different
domains, such as gender, age, education or entrepreneurial confidence (Dvouletý & Orel, 2020). Moreover, other variables, such as gender, have long been a disputed issue in the entrepreneurial environment and influential in entrepreneurial orientation (Goktan & Gupta, 2015), so it becomes relevant to
consider whether it has an influence on entrepreneurial motivation.
Due to the current situation that society is going through and the uncertainty it is facing, the entrepreneurial spirit is deemed. Hence, situational factors and context influence entrepreneurial intentions (Boyd & Vozikis, 1994; Morales-Gualdrón & Roig, 2005). The analysis considers entrepreneurial
motivation to be the motivation existing in individuals that allows them to detect opportunities based
on present needs, thus giving rise to entrepreneurial or intra-entrepreneurial actions. Consequently,
researchers assume that particular motivations are needed: the commitment to implement the idea
and the actual effort to start a new venture (McMullen & Shepherd, 2006).
The Covid-19 pandemic has dramatically changed society and disrupted current business practices,
requiring new approaches that influence entrepreneurial thinking. Psychological responses to the
Covid-19 pandemic have been explored by scholars such as Xie et al. (2020), because during this time,
many people have received different information insights that have influenced their personal and professional decisions. As has become evident over the last two years, Covid-19 has had a global impact,
affecting all countries regardless of their level of development. However, the extent of the pandemic
in terms of economic impact and business sustainability has been altered depending on the set of
government policies and measures proposed to mitigate it. Therefore, it is necessary to analyse the
effect of Covid-19 on entrepreneurial intention by analysing the influence of different motivational
antecedents. Consequently, the different entrepreneurial motivations are addressed, understood as
variables that refer to the internal drives or desires that push the individual to become an entrepreneur. Thus, internal motivations are analysed, which are related to the desire for self-fulfilment or
achievement (Sivarajah & Achchuthan, 2013) or gender issues, as proposed by Davidsson and Reynolds
(2005). Similarly, researchers consider the relationship of entrepreneurial potential and its motivations
in the context of the pandemic as there are not enough studies in this field at present.
Creativity
At the individual level, people need to be creative to solve problems encountered at work and in everyday life (Sternberg & Lubart, 1996). Thus, individual creativity is considered crucial and influential on
factors such as personality, motivation, knowledge, and cognitive skills (Dimov, 2007).
Creativity, as analysed by Chen et al. (2018), highlights the ability of organizational founders to
produce goods that show some degree of novelty, originality, and uniqueness. Additionally, taking into
account creativity as a variable object of study, Oldham and Cummings (1996) relate it to work, considering that it refers to the ability to develop ideas as a solution to the problems posed. Therefore,
Chua et al. (2015) examine its relationship by understanding that the lack of valuation by the environment of personal initiative would negatively impact the generation and development of the idea. In
turn, this leads to a lower perception of creative capacity, which originates a reduced use of creative
development in organizations (Hormiga et al., 2013). Likewise, the positive relationship between creativity and business development through the capture of intangible value by applying creative, technological and innovation knowledge is related by Hearn (2020).
New entrepreneurial educational practices are required to contribute to the management of
change due to the uncertainty caused by Covid-19 (Ratten & Jones, 2021). Creativity has been studied
since educational stages as an influential variable in entrepreneurial development (Capella-Peris et al.,
2019; Rueda Barrios et al., 2021). Meanwhile, Biswas and Verma (2021) argue that in entrepreneurial
development, innovation is a personality trait, in which creativity plays a key role as it allows the cre-
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ative development of innovative ideas. Hence, it is relevant to consider initiative and imagination in
entrepreneurial development, as it gives way to new business opportunities (Cuervo & Ribeiro, 2007).
To this end, it is of key importance to analyse the impact of the individual’s creative awareness in
response to the new social needs that have developed in the pandemic situation.
Proposition 1: Creative awareness acts as an influential variable in entrepreneurial or intrapreneurial
motivation before and/or during Covid-19.
Leadership
The Covid-19 crisis makes leadership a valued quality for policymakers (Ratten, 2021). Leadership, creativity, entrepreneurial mindset, entrepreneurial culture, and strategic management of resources have
been key factors for the creation of distinctive value in business organizations (Ireland et al., 2003).
Capella-Peris et al. (2019) analyse the ability to coordinate people and cope with different situations
from higher education, with the aim of assessing entrepreneurial competencies. Consequently, from
an early age, leadership acquires relevance as a factor in the decision about becoming entrepreneur.
The entrepreneur is considered a leader by authors such as Baron (2002). Hunt (2004) refers to the
leader as the person who has the ability to influence others. On many occasions, this capacity appears
naturally within social systems and leaders can influence the decisions and make people follow strategies. In addition, the motivation of the members of the organization, support and learning are also
aspects that are influenced by leaders (Yukl, 2002). Thus, the leader is a key element in the organization
generating visionary scenarios (Gupta et al., 2004).
The capacity to lead has been linked with other traits such as creativity, which implies considering
leaders as individuals with the ability to guide the team towards results through collaboration and
creative decisions (Soriano & Martinez, 2007). Biswas and Verma (2021) analyse variables linked to the
management as well as the handling of difficult problems and persuasion in business tasks.
Bearing in mind Covid-19 and the uncertainty it poses in business decisions and strategies, it becomes
relevant to understand the influence of the leader’s profile on business motivation and management.
Proposition 2: Leadership ability is significantly associated with the decision to undertake or participate in an intrapreneurial initiative before and/or during Covid-19.
Communication
Communication is a characteristic that allows individuals to generate understanding, give meaning, and
provide identity to the different relationships in the environment, thus, interpersonal communication
refers to the process of interaction in the environment involving individuals, and is represented through
the behaviour of verbal and nonverbal messages (Baxter & Braithwaite, 2008). Within information management in the entrepreneurial environment, cooperation is another relevant factor to consider, since it
enables coordination among participants and the improvement and implementation of coordination in
the processes through which knowledge and skills/abilities are shared, facilitating communication (Del
Mar Benavides-Espinosa & Ribeiro, 2014). Therefore, it becomes a characteristic of analysis in the entrepreneurial environment, as it influences the relationships that arise in that environment.
Capella-Peris et al. (2019) analyse the access to information required for entrepreneurship or the
dialogue to solve problems. Aligned with the previous aforementioned research, Eliyana et al. (2020)
consider the socialization between individuals relevant in entrepreneurship. Thus, it becomes relevant
to consider communication as a variable, since communication theories can be an interesting asset for
the study of entrepreneurial behaviour.
During the pandemic, information has evolved rapidly, making it relevant to consider the impact
on business development and motivation. As Obrenovic et al. (2020) point out, the development of
effective communication techniques during Covid-19 has led to improved performance and mental
support among individuals.
Proposition 3: Awareness of the existence of communication and information becomes relevant in
the development of entrepreneurial or intrapreneurial motivation and influences before and/or
during Covid-19.
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RESEARCH METHODOLOGY
Qualitative comparative analysis (QCA) is a research methodology based on the mathematical set
theory. QCA analyses the influence of the combination of causal conditions on the outcome (De
Crescenzo et al., 2021; Misangyi et al., 2017; Ribeiro-Navarrete et al., 2021b). Qualitative comparative studies have a configurational approach (Fainshmidt et al., 2020; Lassala et al., 2021; RibeiroNavarrete et al., 2021a), in that the relevance of the methodology relies more on the configuration/combination of conditions, more than the behaviour of an individual condition on the outcome. Therefore, the fuzzy-set qualitative comparative analysis (fsQCA) method has gained relevance nowadays, as it has been proven to be a highly valid alternative method or complementary
to other methodological analyses (Piñeiro-Chousa et al., 2019b).
Sampling and data collection
Data comes from the 2019 annual survey of a group of 33 employees and potential entrepreneurs and
the 2021 survey on 30 employees and potential entrepreneurs. Thus, the final sample included information from 63 Spanish potential entrepreneurs.
The strengths of motivational factors, perceived success factors and problems were measured using a five-point Likert scale. The statements analysed were:
a) I am frequently surprised with innovative ideas as a solution to the problems posed (CRT);
b) I understand that there is adequate information that favours communication (COM); and
c) I like to lead initiatives and teams (LEA).
In turn, two dichotomous variables were considered: the first, the decision to undertake in the next
three years, or to be at the forefront of the development of, a business idea within the organization
(potential entrepreneur); and the second, gender (male or female).
Table 1. Calibration data 2019
Calibration
full membership (90th percentile)
crossover point (median)
full non-membership (10th percentile)

CRT
5
4
1.4

COM
5
4
2

LEA
5
4
2.4

CRT
5
3
2

COM
3.9
2
1

LEA
5
3
2

Source: own study.

Table 2. Calibration data 2021-2022
Calibration
full membership (90th percentile)
crossover point (median)
full non-membership (10th percentile)
Source: own study.

During the calibration process (Tables 1 and 2), all the causal conditions were calibrated, except
the crisp conditions (binomial conditions that only can adopt the values 0 or 1). In the calibration, all
the fuzzy sets were converted into values ranged between 0 and 1 (Ragin, 2009; Ragin, 2008).
According to prior studies of Pappas and Woodside (2021), we set as thresholds different percentiles in order to determine the membership of the fuzzy set. In this sense, we fixed percentile 90 for
full membership, percentile 10 for full non-membership and percentile 50 for the crossover point. In
order to avoid difficulties in determining to what particular set a case belongs to, we followed Ragin’s
(2008) recommendations and we subtracted 0.01 from the membership scores for all the calibrated
conditions below full membership (Miranda et al., 2018; Fiss, 2011).
The causal condition CRT, which represents the innovation ability to solve problems, was calibrated
for the 2019 data with the thresholds 5, 3.99, 1.4, and for 2021: 5, 2.99, 2. The causal condition COM,
which represents the belief that the existent information encourages communication, was calibrated
with the following thresholds for the 2019 data: 5, 3.99, and 2, and for 2021: 3.9, 2, 1. LEA, that is a
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causal condition which represents the preference to lead level of employees, was calibrated in 2019
with the thresholds 5, 3.9, and 2, and for the 2021 data: 5, 2.99, and 2.
Moreover, the causal condition GEN, which represents the gender, is considered as a binomial
condition, in fsQCA terminology, a crisp condition that is not calibrated (Thiem, 2014). Value 1 represents male and 0 female. In the case of ENT, which represents that the aim of the employee is to
become an entrepreneur, it is also a crisp condition, which adopts the value 1 in the case that the aim
of the employee is to be an entrepreneur in the future, and value 0 if that is not the case.
RESULTS AND DISCUSSION
Analysis of Necessary Conditions
In fsQCA studies, we elaborated an analysis to determine which conditions could be considered necessary for the occurring of the expected outcome (Table 3). In social sciences, the phenomena overlap and reinforce one another (Gligor & Bozkurt, 2020), thus to study the joint influence of conditions
this approach enhances the classic correlation models that study the net effect, based on the ceteris
paribus principle of dependent variables on the independent variable (Oana et al., 2021; Skarmeas
et al., 2014). Necessary conditions are those that are so important for the outcome that they cannot
occur in its absence. In the elaboration of the necessity analysis, we focused on two main indicators,
i.e. consistency and coverage. Consistency measures the ratio of cases that have both condition and
the outcome among all that present the expected outcome. Coverage measures the proportion of
cases in which the condition and the outcome appear, among all that show the condition. According
to prior studies of Schneider and Wagemann (2012), conditions can be considered necessary if they
reach consistency scores above 0.9.
Table 3. Necessary conditions
PRESENCE OF THE OUTCOME IN 2019
Causal conditions
Consistency
Coverage
GEN
0.667
0.6000
~GEN
0.333
0.462
CRT
0.715
0.817
~CRT
0.285
0.297
COM
0.607
0.657
~COM
0.392
0.431
LEA
0.593
0.748
~LEA
0.407
0.391

ABSENCE OF THE OUTCOME IN 2021
Consistency
0.636
0.364
0.396
0.604
0.499
0.500
0.507
0.493

Coverage
0.778
0.803
0.543
0.953
0.671
0.809
0.700
0.771

Source: own study.

As it can be concluded from this study, no condition can be considered as necessary, since they do
not reach the 0.9 consistency score.
Analysis of Sufficient Conditions
In order to elaborate the sufficiency analysis, we constructed a truth table through the fsQCA 3.0 software in order to determine the conditions that lead to the presence (Table 4) or absence (Table 5) of
the outcome (Park et al., 2020). In the analysis of sufficient conditions, we analysed four main indicators: the consistency of the solution, which explained how many cases are explained by the presented
solution; the coverage of the solution, which analysed how many interest cases are covered by the
solution; the raw coverage, which represented the proportion of interest cases explained by the configuration; and the unique coverage, which explained the ratio of cases with the expected outcome
explained uniquely by one configuration.
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Table 4. Sufficiency analysis for the presence of the outcome in 2019
PRESENCE OF THE OUTCOME (ENT) IN 2019
Criteria
1
2
GEN
CRT
COM
LEA
Raw coverage
Unique coverage
Consistency
Solution coverage
Consistency

0.334
0.070
0.864

0.377
0.113
0.919
0.575
0.876

3

0.392
0.128
0.880

Source: own study.

Table 5. Sufficiency analysis for the absence of the outcome in 2021
ABSENCE OF THE OUTCOME (ENT) IN 2021-2022
Criteria
4
5
GEN
CRT
COM
LEA
Raw coverage
Unique coverage
Consistency
Solution coverage
Consistency

0.334
0.070
0.864

0.377
0.113
0.919
0.575
0.876

Note: According to the Fiss (2011), the solutions provided should be considered from different perspectives, black circles
denote the presence of the condition and white circles show the absence of the condition. In relation to the size, the large
circles refer to the central condition which appears in both the parsimonious and the intermediate solution, and the small
circles indicate the presence of the condition only in the intermediate solution.
Source: own study.

Presence of the Outcome
Configuration 1 showed that employees who have to aim to become entrepreneurs are usually males,
who usually surprise themselves with innovative ideas to solve problems and believe that the existent
information is enough and encourage communication. This configuration registered the raw coverage of
0.334, which meant that this configuration explains 33.4% of cases and had a consistency score of 0.864.
Configuration 2 suggested that employees with leadership capabilities, a creative mindset to solve
problems and whose gender was male usually develop entrepreneurial goals for their future. This solution registered the highest consistency level (0.919) and had a raw coverage of 0.377.
Configuration 3 showed that in order to have entrepreneurial future goals, employees had to show
innovative ideas in the solution setting processes, were likely to lead teams and projects, and believed they
have enough information to communicate. Configuration 3 had a raw coverage of 0.392, which meant that
it explained 39.2% of cases that gathered the expected output with a consistency level of 0.880.
Absence of the Outcome
Configuration 4 indicated that employees who believe they do not have enough information to encourage communication, who usually did not have innovative and creative ideas and did not like to
lead teams or initiatives, did not want to become entrepreneurs in the future. This configuration had
a consistency score of 0.864 and a raw coverage of 0.334.
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Configuration 5 showed that employees who did not have entrepreneurial objectives did not believe that they
have enough information to communicate, did not have innovative or creative ideas to solve problems, and were
of female gender. Configuration 5 registered a consistency level of 0.919 and a raw coverage score of 0.377.

Discussion
The impact of the media during Covid-19 in the dissemination of information meant a change in the
behaviour of individuals (Al-Omoush et al., 2020). Doanh et al. (2021) revealed that the fear and anxiety generated by Covid-19 have decreased entrepreneurial self-efficacy and the intention to create
own business, therefore understanding its impact is relevant.
The variables proposed in the research are not necessary conditions for entrepreneurial motivation, neither in the pre-pandemic situation nor in the new normal, since no variable exceeded
the consistency of 0.9. In this way, the analysis of the combination of conditions becomes relevant.
Therefore, considering market shocks and high competitiveness, economic motives on their own
do not clarify why entrepreneurs will make sustained efforts over time under high uncertainty and
uncertain future revenues (Reynolds, 2012).
The results obtained for the new normal (year 2021) evidence an absence of the condition. Thus,
uncertainty does not motivate employees to be entrepreneurial as the information in the market is
not clear. The results obtained for 2019 show presence of the condition of being entrepreneurial when
there are innovative ideas and good communication, considering that there is enough information in
the market. In addition, it should be noted that creativity and leadership are influential variables in
men to develop entrepreneurship. In this sense, other scholars, such as Reissová et al. (2020) also
highlight the characteristic of creativity for the start of an entrepreneurial career. Therefore, it is worth
considering that just as fear of failure and uncertainty act as personal barriers, awareness of individual
knowledge and skills can be driving variables of entrepreneurial motivation.
CONCLUSIONS
The research examined how the variables of creativity, communication, and leadership influence the
decision to become an entrepreneur in a pre-pandemic situation and in the current situation (new
normal). Entrepreneurial motivation has been defined as being influenced by uncertainty and these
variables do not represent the presence of potential entrepreneurs in the new normal, although they
did before Covid-19. Therefore, in our analysis, we placed special emphasis on the relationship between competencies as determining and influential elements in the decision to become an entrepreneur. To arrive at the results, a sample of self-reported data collected through a survey from 63 employees was analysed, which allowed for an in-depth analysis.
Entrepreneurial motivation is essential for the development of entrepreneurship, so it is worth
knowing which variables have a positive influence on this trend. By analysing the conditions related to
entrepreneurial motivation, the study contributes to the debate on the influence of different variables
on the start-up of a business initiative. The configurations leading to employee motivation were identified using the fsQCA. The results of this empirical study show the importance of certain variables
related to creativity, communication and leadership and the relevance of context. The theory presented in this article helps to answer the research questions posed above.
Based on this research and as pointed out by other previously mentioned investigations (Hearn,
2020; Capella-Peris et al., 2019; Eliyana et al., 2020), the variables creativity, communication, and leadership were addressed and shown to acquire special relevance considering their impact on the economic environment, so as a result of different configurations they have the ability to link with entrepreneurial motivation. Moreover, the context should be borne in mind as a key factor as proposed by
Boyd and Vozikis (1994) and Morales-Gualdrón and Roig (2005). Furthermore, it should be considered
that people who identify new opportunities, have a proactive character, and are able to take risks find
it attractive to become an entrepreneur (Żur et al., 2015).
Regarding possible directions for future research, our sample can be expanded by taking into account variables such as skills training, since entrepreneurship education and culture play an essential
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role in the intention to become an entrepreneur (Wardana et al., 2021). This research might be replicated considering a different timeline, with the aim to analyse whether elements such as vaccinations
or new information disseminated contribute to entrepreneurial confidence and motivate entrepreneurship again. As Hassan et al. (2021) argue, the ability to take risks, creativity, and innovation act as
characteristics that can be enhanced through empowerment. Therefore, it is suggested that empowerment be considered as a method of development and work on the variables proposed in the research. Moreover, it is relevant that these factors are considered by business leaders, employees, potential entrepreneurs, educators, and policymakers in order to support entrepreneurial development
and consequently contribute to the economy.
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