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Keywords Abstract
Cognitive This study investigates the influence of structural, relational, cognitive,
Social Capital, | and social capital on entrepreneurial intention among female
Entrepreneurial | undergraduate students at the University of Sindh. Furthermore, this
Intention, research highlights the participation and empowerment of female
Female students in shaping entrepreneurial activities and careers. Utilizing a
Undergraduate | quantitative approach, the researchers collected data by distributing a
Students, structured questionnaire to female students across various departments at
Relational the University of Sindh, Jamshoro, resulting in a sample size of 350.
Social Capital, | Analyzing the data through the statistical package for the social sciences
Structural (SPSS) version 31.0 windows, the findings reaveal a positive relationship
Social Capital. | among structural social capital (SSC), relational social capital (RSC),
cognitive social capital (CSC) and female students’ entrepreneurial
intention (FSEI). Ultimately, These findings support the developing of
entrepreneurial intention and activities among female students, while
contributing to the literature on female entrepreneurship in developing
contexts.

INTRODUCTION

Entrepreneurship plays an essential role in job creation, innovation, and economic
development, which encourages entrepreneurial intentions among female students at the
University of Sindh. However, entrepreneurial attitudes as developed through structural
social capital (SSC) along with the different domains including structural, relational and
cognitive dimensions. Structural social capital play a major role in shaping female students’
entrepreneurial intention by enhancing social network, access to entrepreneurial knowledge,
role model, mentorship and social support. These social relations effect key cognitive
mechanism like attitudes, norms, and control intuitions that drive intentions to start a
business. Family, mentors and peers can provide resources, encouragement and social support
that boost entrepreneurial career aspiration and motivations. Though, social and cultural
limitations may influence how female interpret entrepreneurial intentions into action. Overall,
SSC facilitates the development of psychological and cognitive resources that support female
students’ entrepreneurial intention and their possibility to engage in entrepreneurial activities.
This research study focused on undergraduate female students’ at the University of Sindh to
investigate how these intentions engage and empower females for entrepreneurial careers in
socio-economic process. Particularly, the study investigates structural social capital (SSC)
with respect to relational social capital (RSC), cognitive social capital (CSC) and female

51

*Corresponding author e-mail address: jaleel.mirjat@usindh.edu.pk
This is an open access article under the CC BY NC license (https://creativecommons.org/licenses/by-nc/4.0/).



students’ entrepreneurial intention (FSEI), representing that how social capital provides the
rationale for pursuing entrepreneurial ventures.

Aim of the Study

So, the current study examine the effect of structural, relational, and cognitive social
capital on female students' entrepreneurial intentions, highlighting the role of peer
collaboration in empowerment of women for economic development.

Objectives

1. To examine the effect of Structural Social Capital (SSC) on Female Students’
Entrepreneurial Intention (FSEI).

2. To analyze the impact of Structural Social Capital (SSC) on Female Students’
Entrepreneurial Intention (FSEI).

3. To investigate whether Cognitive Social Capital (CSC) positively and significantly
influences Female Students’ Entrepreneurial Intention (FSEI).

LITERATURE REVIEW

Structural Social Capital (SSC): SSC significantly enhance entrepreneurial intentions
among female students by encouragement cognitive mechanisms such as encouraging
attitudes, subjective norms. By providing role model, entrepreneurial knowledge, and helpful
environment, SSC helps female students develop vital interactions and social relationships
(Kumar et al., 2026). SSC influences towards female students’ entrepreneurial intention by
playing appositive role in fulfilling their social needs and motivations for entrepreneurship
(Junaid et al., 2025). Moreover, SSC positively sways female students’ entrepreneurial
intentions by dealing with their social needs (Sarwar et al., 2021) and enhancing their
motivation for entrepreneurship (Ayad et al., 2026).). SSC also attributes to the perceived
desirability and feasibility for women entrepreneurs (Wang, 2025). Similarly, female
employees integrate psychological capital which indicates a higher perceived feasibility and
desirability for women entrepreneurs (Shahzad et al., 2025b).

Relational Social Capital (RSC): RSC is directly associated with the entrepreneurial
attitudes. Female Students’ Entrepreneurial Intention (FSEI) encompasses occasion
recognition, risk mitigation, and resource mobilization. These entrepreneurial approaches
develop positive attitudes toward entrepreneurship via sound guidance and the provision of
instrumental and emotional assistance (Babajide et al., 2022). Furthermore, RSC offers a
protective strategy for navigating in traditional or patriarchal society (Brush, 2009). FSEI is
also strengthened through familial entrepreneurship exposure (Kansikas, & Nevalainen,
2025). Additionally, RSC serves as alternatives driver of entrepreneurial performance (Ali et
al., 2025) and highlights the impact of financial capital on students’ performance and
intentions. FSEI relies on trust-based resource access, which shapes cultural components and
intimate relationships (Babajide et al., 2022). This highlights that economic action outcome
from relationships formed via instrumental assistance (Babajide et al., 2022). A study by Al-
Mamary et al., 2025) expands on this position, discussing how gender norms cultivate
positive opinions toward entrepreneurship. Ultimately, RSC promotes reciprocity and
relational trust toward FSEI, whereas linking female students to entrepreneurial sources via
emotional and instrumental support (Ali et al., 2025).

Cognitive Social Capital (CSC): CSC refers to the shared vision, collective goals and
common language within social networks that boost entrepreneurial motivation and
confidence (Kalyani, 2022). This form of social capital aligns with entrepreneurial goals and
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values, leading female to pursue entrepreneurship as career via active engagement in business
activities. In addition, promote firm intentions to initiate a business by aligning them with
societal expectations and mutual trust (Cheng & Liao, 2021). By focusing on the structural
bond and entrepreneurial action, CSC supports entrepreneurial intentions among female
entrepreneurs. It highlights the role of core beliefs and trust, which correlate with social
approval and playing an essential part in career choices of women. Particularly, CSC
encompasses the values, beliefs, mutual understanding, and norms that boost trust in
institutions and chosen career paths, especially in relation to entrepreneurship (Jalil &
Kamarulzaman, 2023). These elements considerably influence the entrepreneurial intentions
of female students (Sarwar et al., 2021). For female entrepreneurship, CSC consists of
encouragement, cohesion, and trust, which are cultivated via structural and bonding capital,
gender role, social norms, and institutional support. Eventually, CSC shapes the cognitive
environment by highlights the perceived behavioral control, subjective norms, and female
students’ attitudes, thereby driving entrepreneurial intentions among women (Hassan et al.,
2024). CSC brings out the awareness and entrepreneurial careers (Sanchez-Teba et al, 2025).

Female Students’ Entrepreneurial Intention (FSEI): FSEI underscores the importance of
psychological capital- particularly resilience, optimism, hope and self-efficacy for
entrepreneurial commitment (Sarwar et al., 2021). These entrepreneurial intentions support
relationships and have an effect on entrepreneurial commitment. They also enhance female
students’ confidence in their abilities to create business and launch entrepreneurial ventures.
FSEI explores entrepreneurial ideas and psychological empowerment of female students
(Zakaria et al., 2024). It addresses female students’ entrepreneurial choices and the impact of
their role models (Paunovic & Musial, 2024). Moreover, female students’ exhibit higher
levels of risk insight than males when pursuing entrepreneurship (Nabila & Hatammimi,
2025). FSEI is heavily affected by communal empowerment initiatives and gender equality
awareness (Khan et al., 2024). Ultimately, these entrepreneurial intentions socialize female
students’ careers paths and provide equal educational opportunities.

Prior studies confirm the impact of Structural Social Capital (SSC), Relational Social Capital
(RSC), and Cognitive Social Capital (CSC) on Female Students' Entrepreneurial Intentions
(FSEI) in various settings. However, no previous research has examined these specific
relationships among female students at the University of Sindh, creating a clear contextual
and empirical gap.

Model of the Study

Based on the gaps, the below model developed, and integrates the factors such as SSC, RSC
and CSC towards FSEI.
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Figure 1: Source: Developed by the Researchers
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Hypotheses Development

Structural Social Capital (SSC) and Female Students’ Entrepreneurial Intention
(FSEI): SSC considerably shapes the FSEI by swaying cognitive mechanisms, such as
attitudes and perceived social norms regarding intentions to initiate a business. Thus, SSC
enhances both entrepreneurial action and potential by shaping these internal attitudes. By
guiding these cognitive pathways, SSC exerts an essentially influence on female students,
helping frame their psychological capital and intentions within both their peer groups and
families. Moreover, SSC fulfills the social needs and entrepreneurial motivations of female
students by offering a positive framework for support (Junaid et al., 2025). Through
supportive interactions with peers, mentors, and family members, SSC increases social
support and enhances career expectations. It offers practical assistance and helps female
students attain their career goals while empowering women to serve as role model (Osei et
al., 2022). Study reveals that female students obtain these positive attitudes through
entrepreneurial knowledge and structured mentorship programs (Nti et al., 2026). Though
women frequently face a restricted approach to financial capital, SSC assists mitigate this by
focusing on opportunity recognition and the gaining of proper business knowledge (Shahzad
et al., 2025b). Finally, FSEI extremely attached with cultural constraints and entrepreneurial
actions. SSC fosters collectivistic culture that supports female when confronting these
societal barriers (Osei et al., 2022). Eventually, SSC boosts the perceived desirability and
feasibility of entrepreneurs for women (Wang, 2025), integrating psychological capital to
strengthen their overall feasibility and desirability as future entrepreneurs (Shahzad et al.,
2025a).

Hai: Structural Social Capital (SSC) has positively and significantly effect on Female
Students’ Entrepreneurial Intention (FSEI)

Relational Social Capital (RSC) and Female Students’ Entrepreneurial Intention
(FSEI): Relational social capital (RSC) plays an essential role in entrepreneurship and deeply
interrelated with FSEI. RSC promotes FSEI by helping students understand entrepreneurial
approaches and encouraging positive attitudes towards entrepreneurship (Ajzen, 1991;
Winarsih, 2025). Furthermore, RSC presents a protective strategy to navigate and counter
discrimination practices in traditional or patriarchal society. In turn, FSEI strengthens
exposure to familial entrepreneurship (Kansikas & Nevalainen, 2025). RSC helps interprets
alternative paths for entrepreneurial performance and demonstrates how financial capital
influence students’ intentional performance. Because FSEI relies heavily on trust-based
resource access, RSC serves as a bridge to cultural components and intimate relationship.
Social capital (SC) theory indicates that economic action is the outcomes of relationship built
via instrumental support (Winarsih, 2025). Additionally, a study by Hassan et al. (2024)
discusses how addressing gender norms cultivate suitable perceptions of entrepreneurship.
RSC binds reciprocity and relation trust towards FSEI, connecting female students directly to
key entrepreneurial facts (Winarsih, 2025). It also emphasizes that FSEI is closely concerned
with entrepreneurial performance alternatives (Ali et al., 2024). However, RSC also
enunciates how the performance of women micro- entrepreneurs is affected by financial
capital constrains. Ultimately, RSC directs FSEI to initiate a new business through stronger
entrepreneurial intention (Krueger et al., 2000). This entrepreneurial intention among female
students is heavily exposed to role model, risk version, and specific entrepreneurial role
(Sarwar et al., 2021). Finally, entrepreneurial intention and self-efficacy enhance female
students’ positive encouragement within relational environments (Sidratulmunthah et al.,
2018), while enlarging their confidence and subjective norms through the visibility of female
entrepreneurs in the local community and media (Shah & Soomro, 2017).
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Hz: Relational Social Capital (RSC) has positively and significantly effect on Female
Students’ Entrepreneurial Intention (FSEI)

Cognitive Social Capital (CSC) and Female Students’ Entrepreneurial Intention
(FSEI): CSC influences entrepreneurial intention among female students by shaping
supportive norms, attitudes, and opportunities in entrepreneurial decision-making. According
to Kalyani (2022), it boosts entrepreneurial motivation and confidence. CSC supports female
students identify opportunities via mutual trust, collective understanding, and common
language that strengthen entrepreneurial objective. Although female students face particular
gender challenges- such as risk aversion, societal expectations- mutual trust and collective
objectives assist them build firm intentions to initiate a business (Liao &Cheng 2021). CSC
also connects structural tie and entrepreneurial actions among female. Study reveals that
female students sometimes indicate lower levels of entrepreneurial intention and optimism
compared to male students. Furthermore, CSC emphasizes the role of family relationship in
female’s entrepreneurial action. SC offers a general understanding of entrepreneurship and
career ambition (Jalil & Kamarulzaman, 2023). CSC shapes perceived behavioral control,
subjective norms, and female students’ attitude via the cognitive environment (Hassan et al.,
2024). Sarwar et al. (2021) asserts that CSC focuses on encouragement and collective
standards that guide female students towards entrepreneurship. These cognitive construct rely
on encouragement, cohesion and trust, which are reinforced by structural ties and cultural
norms. Finally, Naveed et al. (2018) note that entrepreneurship among female students
reflects shared values, risk sensitivity, and careers choices (Fayolle et al., 2014).

Hs: Cognitive Social Capital (CSC) has positively and significantly effect on Female
Students’ Entrepreneurial Intention (FSEI)

METHODS
Approach, Context and Respondents

This research is based on a quantitative strategy because it utilises statistical and
numerical analysis through different techniques to test hypotheses and trace the research
outcomes in a precise manner (Creswell & Creswell, 2017). The context of this study is the
University of Sindh, Jamshoro, Pakistan, which offers different approaches-including
business, education, business administration, commerce, and economics- that aim to nurture
students’ interest in business and entrepreneurship. The respondents of this study are female
students who enrolled in business and entrepreneurial education. Previous study shows that
females are increasingly interested in entrepreneurship due to the desire for empowerment,
independence, gender equality, and a shift away from traditional mindsets (Soomro et al.,
2021). For this study, 350 female respondents from and socio-cultural backgrounds were
selected to examine their keen inclination towards becoming empowered entrepreneurs. The
sample size is adequate for conducting a robust regression analysis as Hair et al. (2021)
suggests that a sample size exceeding 200- adequately supports this type of research design.

Measurement Scales

This study used items from the existing literature scored on a 5-point Likert scale,
ranging from 1 (strongly disagree) to 5 (strongly agree). SSC was measured using four items
adapted from Fornoni et al. (2012). A sample item from this scale is, “I consider myself a
person with a large number of contacts and acquaintances.” RSC was also measured using
four items, with a sample items stating, “I am willing to exchange money and other assets to
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conduct a business”. CSC consists of three items; a sample items is, “I encourage young
people, including females to become independent by operating a business.” FSEI comprises
seven items adapted from Solesvik et al. (2012) and Lifian and Chen (2009), with a sample
item being, “My professional goal is to become an entrepreneur.”

RESULTS

Respondents’ Profile

The respondents’ demography indicate that a majority of respondents 51.4 %(n=180)
were females whereas 48.0%(n=168) males meanwhile 0.60% (n=02) transgender. Regarding
an age of the participants the most of respondents were the above 27 years 33.1 %(n=116)
while less respondents were between 24-26 years (n=77 or 22%). Therefore, relating to
academic level 66.6(n=233) were MA/MS whereas 33.4 % (n=117) the respondents were
BA/BS. Hence, 56%(n=196) respondents respond “yes” while 44%(n=154) participants
respond “no” (see details in Table 1).

Table 1: Demography of the Respondents

Demographic variable Category  Frequency (n) Percentage (%)
Male 168 48.0
Gender Female 180 51.4
Transgender 02 0.60
Total 350 100.0
18-20 78 22.3
21-23 79 22.6
Age 24-26 77 22.0
Above 27 116 33.1
Total 350 100.0
BA/BS 117 334
Academic Level M.A/MS 233 66.6
Total 350 100.0
Yes 118 33.7
Students’ Entrepreneurship Course No 232 66.3
Total 350 100.0
Family Involvement in es 196 26.0
Entrepreneurship No 154 44.0
Total 350 100.0

Reliability Assessment

The researchers employed Statistical Package for Social Sciences (SPSS) IBM
version 31.1.1.The researchers ensured an internal consistency among items to observe the
relationship among items. The researchers applied Cronbach’s Alpha (a). The overall values
of Alpha to be found as 0.870. While Alpha for individually factor is found to be above
required values (>0.70) (Hair et al., 2021). More specifically, SSC (a = 0.822); RSC (a =
0.802); CSC (a = 0.798) and FSEI (o = 0.887) (Table 2).

Table 2: Reliability Assessment

Variables No. of Item Alpha
SSC 04 0.822
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RSC 04 0.802
CSC 03 0.798
FSEI 07 0.887

Note(s): SSC=Structural Social Capital; RSC= Relational Social Capital; CSC=Cognitive
Social Capital; FSEI=Female Students’ Entrepreneurial Intention.

Hypotheses Assessment

The researchers applied Pearson’s correlation and multiple regression analysis to test
the proposed hypotheses. The overall R2 is appeared as 0.654 along with acceptable R?
change (0.453) and adjusted R? (0.321) (Table 4) which confirms predictive model accuracy.
The findings of the study confirmed the positive effect of SCC on FSEI (r=0.279*; $=0.355;
p<0.01), which accepted the Hi. The study confirmed a positive and significant effect of RSC
on FSEI (r=0.352*%*; $=0.380; p<0.01). Whereas H: is accepted. Finally, there is a positive
and significant effect of CSC on FSEI, which also supported the H3 (r=0.464**; 5=0.410;
p<0.01) (Table 3 and Table 4).

Table 3: Pearson’s Correlation Analysis

Factor 1 2 3 4
1.SCC
2.RSC 0.352™
3.CSC 0.464™ 0.406**

4.FSEI 0.279" 0.385** 0.429™ -—-
Note(s): **. Correlation is significant at the 0.01 level (2-tailed)

Table 4: Multiple Regressions

Predictor Unstandardized Coefficients Std. Standardized

(B) Error Beta t Sig.
(Constant) 8.912 1.120 — 7.96 0.000
SCC 0.512 0.110 0.355 4.66 0.000
RSC 0.730 0.150 0.380 4.87 0.000
CSsC 0.602 0.120 0.410 5.02 0.000
F-Value 55.619
R? 0.372
Adjusted R? 0.355
R? Change 0.152

Dependent Variable: FSEI

DISCUSSION AND CONCLUSION

The purpose of this research study was to explore the impact of social capital on
entrepreneurial intention among female undergraduate students at the University of Sindh,
Jamshoro. The results of the study revealed that Structural Social Capital (SSC) has a positive
and significant effect on Female Student Entrepreneurial Intention (FSEI). These findings
concur with studies by Wang (2025), and Shahzad et al. (2025b), who confirmed similar
results regarding how large peer groups of female students develop intentions towards
entrepreneurship. In this way, female students’ intention leads to better access to financial
assistance. Thus, females who are closely connected to others gain better market success for
fiscal success, become more conscious of business project implementation, and acquire
critical knowledge. Hence, the outcomes of this study also demonstrate a positive and
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significant relationship between Relational Social Capital (RSC) and FSEI. These results are
consistent with relevant studies, such as (Hassan et al. (2023), who confirmed that social
capital supports female students in sharing investment information and developing intentions
towards employment strategies. Furthermore, Female students are inclined to exchange
capital and conduct business, which helps them build trust in friends and family for strong
assistance during difficult time (Sarwar et al, 2021). Consequently, female students develop
trust among all members of society (Hassan et al., 2023). The results of the study found a
positive and significant effect of CSC on FSEI (Hassan et al., 2023). These results concur
with studies such as (Hassan et al. (2023), who confirmed similar results and encouraged
female students to become independent, start their own business, and develop a positive
attitude toward becoming entrepreneurs through entrepreneurial activities. In this way, female
entrepreneurs can attain success. Subsequently, the outcomes of this study consistent with
recent evidence showing that female entrepreneurs intend to start their own business and
pursue career options that allow them to develop professional goals in this field (Guo et al.,
2022; Jan et al, 2023). Finally, these female students view entrepreneurship as a viable future
career option.

Implications and Limitations

The study offers several contributions and implications regarding entrepreneurial
intention among female undergraduate students. It suggests that higher education institutions,
universities, and policymakers should motivate students’ interest in entrepreneurship and
enhance entrepreneurial intention through peer collaboration, collaborative learning activities,
and mentorship programs that enable female university students to access entrepreneurial
information. Moreover, they should provide social and professional support by offering
gender-sensitive mentoring and facilitating interaction. Hence, the findings of the study will
assist future researchers in developing new theories and models and enrich the existing
literature in this domain. The study is limited to quantitative research with a sample size of
350, covering social, rational, and cognitive factors of entrepreneurship among female
students within this context.
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