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ABSTRACT 

Growing populations of young people only become a benefit to the economy when they 

nurture the necessary skills to create more employment opportunities and it is at this step that 

entrepreneurship becomes crucial. The purpose of the study was to assess the relationship 

between creative behaviour and entrepreneurial alertness and further, to predict the impact of 

creative behaviour on entrepreneurial alertness among emerging adults between the age 

group of 18- 24 years attending graduate and postgraduate program in India. The study 

showed that creativity had predicted entrepreneurship alertness and search, and scanning. 

Since the study confirmed that creative behaviour and entrepreneurial alertness share a 

significant relationship, this finding can be used to identify the potential for entrepreneurship 

in school or college going children who indulge in creative behaviour. The implication of the 

study was discussed further. 

Keywords: Creative behaviour; Entrepreneurial alertness; Entrepreneurial search and 

scanning 

India has one of the youngest populations among major world economies. According to a 

2018 census, about 600 million people, more than half of India’s population are under 25 

years old. However, a fact that still manages to startle is that about 50% of India’s graduates 

according to a survey conducted by The Hindu and NDTV remain unemployable. 

Unemployment has been the focus of national debate of late as the growth in GDP is not 

translating to growth in jobs. A growing population of young people only become a benefit to 

the economy when they nurture the necessary skills to create more employment 

opportunities. It is at this step that entrepreneurship becomes crucial. The word 

entrepreneurship is of the French origin and means ‘to undertake’. It is also known as 

innovating, risk-taking and adventurism. The meaning of entrepreneurship goes beyond 

forming a business and involves looking for opportunities, getting out of a secure position 

and taking risks and having the tenacity to turn an idea into reality (Hébert & Link, 1989; 

Long, 1983). 
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The concept of entrepreneurship includes three approaches namely economic approach, 

sociological approach and psychological approach (Johansen & Schanke, 2013). The 

economic approach includes creating new ventures, use of resources and assuming risks 

involved with them. The sociological approach requires entrepreneurs to follow 

environmental and customer ethics. The psychological approach follows a concept developed 

by McClelland (1987) and Hagen and emphasizes the need for high achievement through 

desire, determination and will power. Studies have shown that through entrepreneurship, the 

society can benefit from enhanced productivity, improved standard of living, fuelling 

economic growth and distribution of economic power (Bruton, Ahlstrom, & Si, 2015; Carree 

& Thurik, 2010; Wennekers & Thurik, 1999). On the brighter side, the trend of innovative 

startups and ventures is picking up at a fast pace. Entrepreneurs in the country are enjoying a 

better social position as they continue to create more jobs than become job seekers. However, 

in a bid to enhance entrepreneurship among the youth, it is important to recognize the 

necessary skills or traits which generate entrepreneurial intention among them. Numerous 

studies have dived deep into these factors which come into play to recognize or create an 

entrepreneur but where they may have left a gap is how these factors impact each other in the 

process of synchronization (Zampetakis, 2008).  

 

Realizing the relationship between these factors and how well one predicts another could 

accelerate the growth of the entrepreneurial process. A vast number of previous researchers 

have found creativity and entrepreneurial alertness to be the core factors that lead to the 

generation of entrepreneurship in students (Sexton & Bowman-Upton, 1991; Solomon, 

Hamidi, Wennberg, & Berglund, 2008; Ward, 2004). However, since creativity is commonly 

perceived as an abstract term with no universal definition, studies have shied away from 

delving extensively into its relative factors in the business context.  Entrepreneurial alertness 

has also only been explored from an economically rooted dimension in India.  There is a 

significant need to gather data regarding entrepreneurial alertness from a psychological 

standpoint to recognize the trait in emerging adults and thus, boost productivity. 

 

It is evident that the current era calls for a boost in entrepreneurship, innovation and an 

attitude to develop unique and interesting ideas. The common factor between these features? 

Several studies have already established the link between them to be creative. 

Csikszentmihalyi (2000) defined it as “the process of producing something that is both 

original and worthwhile or characterized by originality, expressiveness and imagination.” 

Simonton (1990) described creativity as persuasion as creative people have to be persuasive 

to change the way others think and are thus creative. Creativity is also defined as “the 

capacity of a person to produce compositions, products or ideas which are essentially new or 

novel and previously unknown to the producer” (Guilford, 1967). 

 

Indeed, involving oneself in creative behaviour can enhance one’s ability to think out of the 

box, come up with useful and productive ideas, increases self- esteem and encourages 

initiative and innovation (Amabile, 1988, 1996; Martins & Terblanche, 2003).  These 

qualities have also been commonly linked with entrepreneurial intention and proactivity, 

critical for entrepreneurial alertness (Solesvik, 2013). Establishing that creative behaviour 

generates curiosity, brings out imagination and encourages a person to be intuitive and 

innovate can lead one to speculate whether if one indulges often in creative behaviour, are 

they also more proficient at identifying opportunities, notice change, gain beneficially from it 

and vice versa.  
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The importance of investigating entrepreneurial alertness is that it deals with the individual’s 

attentiveness, evaluation, and orientation towards uncertainties and variations in the outward 

environment (Uy, 2015). Entrepreneurial alertness predisposes a person to constantly scan 

their environment, acquire more knowledge and make use of opportunities. In the past few 

decades, entrepreneurship has increasingly been studied as a subject of the principles and 

dynamics of cognitive psychology (Gaglio & Katz, 2001; Tang, Kacmar, & Busenitz, 2012; 

Yu, 2001). However, there is a dire need to provide holistic evidence of the functioning of 

entrepreneurial alertness as a cognitive mechanism. Studies conducted on entrepreneurial 

alertness from a cognitive framework with lack of scholastic and academic functionality 

usually taking an organizational perspective (Grégoire, Corbett, & McMullen, 2011; Mitchell 

et al., 2002). While a cognitive approach to entrepreneurial alertness makes information 

processing, schema, changes in perception and responses to stimuli its backbone, there has 

been no concrete establishment legitimizing entrepreneurial alertness as a systematic 

cognitive framework in a scholastic environment. 

 

A complete understanding of entrepreneurial alertness prompts the awareness that a 

developmental approach could be taken when exploring the concept in academic background. 

Since the study consists of a sample of emerging adults pursuing the degrees of Masters of 

Business Administration, Humanities. The earlier findings contribute crucially to the 

implications of the study assuming that a significant relationship is established between 

entrepreneurial alertness and creative behaviour. Students could be trained in educational 

settings through an array of methods to enhance creative behaviour leading to the production 

of imaginative, productive and novel ideas while students high in alertness could be 

encouraged to take initiative for opportunity identification and investing in original ventures. 

Hence a direct impact would be made on the country’s youth from an early stage resulting in 

better economic growth, a lower rate of unemployment and an increase in self- reliance.  

 

On the basis of the study’s sample which is divided between MBA, art students, fields could 

be recognized which need better fostering of creative behaviour or alertness and the described 

methods could be used to achieve the needful. Following hypothesis have been laid down for 

a better understanding of the relationship. 

 

H01: Creative behaviour does not predict entrepreneurial scanning and search, entrepreneurial 

association and searches and entrepreneurial evaluation and judgement. 

 

METHODOLOGY 

Participants 

This research used a quantitative cross-sectional approach. The sampling method was 

probabilistic and consisted of 100 college students pursuing either MBA or Humanities 

between the ages of 18 to 24 years among them 50 were MBA students and 50 were 

Humanities students. The students were selected on the basis of their course using stratified 

random sampling, probabilistic in nature from the cities of Delhi, Bangalore and Pune. The 

data was collected for each person by administering two questionnaires. 

 

Measures 

Entrepreneurial Alertness Scale (Tang et al., 2012). Entrepreneurial alertness was tested 

using, which categorize 13 items into three factors: scanning and search, association and 

connection, and evaluation and judgment. The tool is based on a 5-point Likert Scale and the 

confirmatory factor analysis test (CFA) demonstrated that all items have significant factor 

loadings on their respective size, i.e., they present factor loadings greater than 0.50. Internal 
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consistency indices revealed reliability estimates of .91 for search, .94 for evaluation and 

judgment, and .90 for the association. The inter-correlations of the 3 dimensions ranged in 

magnitude from .65 to .68. 

 

Creative Behaviour Inventory (Dollinger, 2003). The scale consists of 28 items. CBI uses a 

four-point ordinal response scale. People are asked to complete each item using the following 

scale: A = Never did this, B = Did this once or twice, C = 3–5 times, and D = More than 5 

times. Reliability - Internal consistency was high: Cronbach's alpha was .92. Validity- 

Regarding evidence for validity, research has shown that the CBI correlates with many other 

markers of creativity, such as a creative drawing task ( r = .31; Dollinger et al., 2005), an 

overall score from the CAQ (r = .59), self-rated creativity ( r = .52), and divergent thinking ( r 

= .19; Silvia & Kimbrel, 2010). 

 

Procedure 

The procedure of data collection was done in two phases. First, the researchers visited 

educational institutes and explained the purpose of her visit to the respective authorities and 

obtained permission for the collection of data. The researchers then asked the students to 

access the questionnaires via Google forms. The students were first explained the purpose of 

the study and confidentiality of the results was assured to them. After obtaining their consent, 

instructions were given to them for both the questionnaires and further explanation was 

offered if necessary. After the completion of the questionnaires, data were analyzed using 

SPSS. 

 

Table 1 Demographic details of the participants 

Demographic detail Groups N % 

Gender Males 51 51 

Females 49 49 

Stream of Study MBA 50 50 

Humanities 50 50 

Age 18 years 

19 years 

20 years 

21 years 

22 years 

23 years 

24 years 

1 

4 

9 

16 

28 

27 

33 

0.8 

3.4 

7.6 

13.6 

23.7 

22.9 

28 

 

Table 1 shows the frequency and percentage of the gender, course and age of the sample 

(n=100) on which the study was conducted. With regard to gender, 51 males (51.0%) and 49 

females (49.0%) participated in the study. Two courses were examined as part of the sample 

namely MBA and humanities. Participants from MBA and Humanities were equal, MBA was 

50 (50%) and Humanities was 50 (50%). Emerging adults were considered for the research 

and that is why the age range from 18 to 24 years was taken. According to the table above, 

the maximum number of participants were of age 24 i.e. 33 participants (28.0%) and the 

minimum no of participants were of age 18 and 19 respectively i.e. 1 participant of 18 years 

(0.8%) and 4 participants of 19 years (3.4%). 
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Table 2 Mean and Standard deviation of study variables 

 Mean Standard Deviation 

Scanning and search 22.73 3.47 

Association and connection 10.99 2.04 

Evaluation and judgment  14.60 2.50 

Entrepreneurial Alertness 48.32 5.72 

Creative Behaviour 56.17 16.36 
 

N= 100 

 

Table 2 shows the mean and SD differences for the different variables examined in the study.  

A total of 100 emerging adults were selected for the study. The mean score for Scanning and 

search was found to be 22.73±3.47. Mean score for Association and connection was found to 

be 10.99±2.04. Mean score for Evaluation and judgment was 14.60±2.50. Mean score for 

Entrepreneurial Alertness was 48.32±5.72 and mean score for Creative behaviour was found 

to be 56.17±16.36.  

 

Table 3 Pearson’s product-moment correlation among the study variables 

 Creative 

Behaviour 

Scanning 

and 

search 

Association 

and 

connection 

Evaluation 

and 

judgment 

Entrepreneurial 

Alertness 

Creative 

Behaviour 

- - - - - 

Scanning and  

search 

0.225** - - - - 

Association and 

connection 

0.093 0.248 - -  

Evaluation and  

Judgment 

0.150 0.296 0.155 - - 

Entrepreneurial  

Alertness 

0.235** 0.825 0.575 0.672 - 

 

p<0.05** 

Table 3 presents the correlation between creative behaviour and a) entrepreneurial alertness, 

b) scanning and search, c) association and connection and d) evaluation and judgment.  

 

The results indicate that creative behaviour is significantly related to entrepreneurial alertness 

(r=0.235, p< .05**). Creative behaviour is significantly related to scanning and search (r= 

.225 p<.05**), creative behaviour is not significantly related to association and connection 

(r=.093p >.05) and creative behaviour is not significantly related to evaluation and judgment. 

(r= .150 p>.05). Further, simple linear regression analysis allows us to study the influence of 

creative behaviour on each of the other constructs. 
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Table 4 Impact of creative behaviour on entrepreneurial alertness 

Note: **p<0.05 

 

Table 4 shows a series of simple linear regression done on each construct where creative 

behaviour was considered as a predictor variable. A significant influence of creative 

behaviour was found on entrepreneurial alertness (B=0.235, p<0.05) and on scanning and 

search (B=0.225, p<0.05). However, no significant influence was found between creative 

behaviour and the rest of the other constructs. 

 

DISCUSSION 

The purpose of the study was to assess the relationship between creative behaviour and 

entrepreneurial alertness and further, to predict the impact of creative behaviour on 

entrepreneurial alertness among emerging adults between the age group of 18- 24 attending 

graduate and postgraduate program in India. The predictor variable was creative behaviour 

and the dependent variable was Entrepreneurial Alertness. A study by Hu, Wang, Zhang, 

and Bin (2018) on Creativity, Proactive personality and Entrepreneurial Intention in 

mediating Entrepreneurial Alertness claimed that creativity and entrepreneurial alertness 

share a significant positive relationship. It is also found that creativity plays an active role in 

mediating entrepreneurial alertness along with other factors such as proactivity. An article 

by (Puhakka, 2011) studied the creative behaviour of entrepreneurs to examine alertness and 

emphasized how creative behaviour in entrepreneurs usually leads to the identification of 

business opportunities. The study conveyed the same as the present study is emphasizing, 

mentioned that every entrepreneurial activity has a dimension of creativity in it and is 

necessary to solve problems and identify opportunities. 

  

Since the study confirms that creative behaviour and entrepreneurial alertness share a 

significant relationship, this finding can be used to identify the potential for 

entrepreneurship in school or college going children who indulge in creative behaviour. It 

also attempts to study creativity out of its cognitive sphere and more as an active behaviour 

that results in fruitful ideas. It is successful in establishing creative behaviour as an 

impacting factor of entrepreneurial alertness which gives more clarity as to what 

improvements or changes could be made to foster entrepreneurial alertness. As mentioned 

above, there are various ways in which creative behaviour could be instilled in school 

programs and fostered in youngsters which could help in cultivating entrepreneurial 

alertness from an early age (Obschonka, Andersson, Silbereisen, & Sverke, 2013). This 

process could also result in increasing intentions to start up one’s own enterprise as 

alertness. One of the outcomes of the study is having the influence of creative behaviour on 

 B SE B Β 

Creative Behaviour → Entrepreneurial 

Alertness 

 

Creative Behaviour → Scanning and 

Search 

 

Creative Behaviour → Association and 

Connection 

 

Creative Behaviour → Evaluation and  

Judgment 

0.082** 

 

 

0.048** 

 

 

0.012 

 

 

0.023 

0.034 

 

 

0.021 

 

 

0.013 

 

 

0.015 

0.235** 

 

 

0.225** 

 

 

0.093 

 

 

0.15 
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entrepreneurial scanning and search. A study by Ann Medaille (2010) though, on the 

information-seeking behaviour of theatre artists reveals that theatre artists give primary 

importance to the role of information seeking to enhance their creative undertakings. It also 

highlights that these artists realize the crucial role of gathering information after personal 

experiences with creative processes.  

 

As theatre artists actively engage in presenting authentic and novel to their audience, 

immerse themselves in a state of flow and make empathetic connections with their audience, 

they are considered strong exhibitionists of creative behaviour. These findings support the 

idea that the more people indulge in creative behaviour, the more likely they are to seek and 

acquire new information which may further lead to the recognition of new opportunities.  

 

Implication 

If there is no relationship between creativity and entrepreneurial alertness, external factors 

or other cognitive processing techniques could be explored more to identify characteristics 

in students who possess entrepreneurial potential. If the relationship between creativity and 

entrepreneurial alertness is significant, the data collected disclosing its strength could be 

used to identify students with good entrepreneurial potential or students who need grooming 

in a single factor to achieve entrepreneurial growth. Further, assuming that creativity is an 

accurate predictor of entrepreneurial alertness and the relationship between creativity and 

entrepreneurial alertness is positive, students with high creativity could be given the training 

to realize their entrepreneurial potential. The prediction model also gives direction to 

educational institutes in fostering creativity and entrepreneurial alertness among graduate 

and postgraduate students. When creativity is an accurate predictor of entrepreneurial 

alertness and the relationship between creativity and entrepreneurial alertness is positive, 

educational institutes could work on enhancing or encouraging the skills of the student to 

promote entrepreneurship. This would create more self- employment and multiply job 

opportunities in the country thus accelerating the country’s economic growth. 

 

REFERENCES  

Amabile, T. M. 19 fic Journal of Management, 32(1), 1–22. 

Carree, M. A., & Thurik, A. R. (2010). The impact of entrepreneurship on economic growth. In 

Handbook of entrepreneurship research (pp. 557–594). Springer. 

Csikszentmihalyi, M. (2000). The costs and benefits of consuming. Journal of Consumer 

Research, 27(2), 267–272. 

Dollinger, S. J. (2003). Need for uniqueness, need for cognition, and creativity. The Journal of 

Creative Behaviour, 37(2), 99–116. 

Gaglio, C. M., & Katz, J. A. (2001). The psychological basis of opportunity identification: 

Entrepreneurial alertness. Small Business Economics, 16(2), 95–111. 

Grégoire, D. A., Corbett, A. C., & McMullen, J. S. (2011). The cognitive perspective in 

entrepreneurship: An agenda for future research. Journal of Management Studies, 48(6), 

1443–1477. 

Guilford, J. P. (1967). Creativity: Yesterday, today and tomorrow. The Journal of Creative 

Behaviour, 1(1), 3–14. 

Hébert, R. F., & Link, A. N. (1989). In search of the meaning of entrepreneurship. Small 

Business Economics, 1(1), 39–49. 

Hu, R., Wang, L., Zhang, W., & Bin, P. (2018). Creativity, proactive personality, and 

entrepreneurial intention: the role of entrepreneurial alertness. Frontiers in Psychology, 9, 

951. 



Creative Behaviour and Entrepreneurial Alertness among Indian Students        
 

© The International Journal of Indian Psychology, ISSN 2348-5396 (e)| ISSN: 2349-3429 (p) |    725 

Johansen, V., & Schanke, T. (2013). Entrepreneurship education in secondary education and 

training. Scandinavian Journal of Educational Research, 57(4), 357–368. 

Long, W. (1983). The meaning of entrepreneurship. American Journal of Small Business, 8(2), 

47–59. 

Martins, E.-C., & Terblanche, F. (2003). Building an organisational culture that stimulates 

creativity and innovation. European Journal of Innovation Management. 

McClelland, D. C. (1987). Human motivation. CUP Archive. 

Mitchell, R. K., Busenitz, L., Lant, T., McDougall, P. P., Morse, E. A., & Smith, J. B. (2002). 

Toward a theory of entrepreneurial cognition: Rethinking the people side of 

entrepreneurship research. Entrepreneurship Theory and Practice, 27(2), 93–104. 

Obschonka, M., Andersson, H., Silbereisen, R. K., & Sverke, M. (2013). Rule-breaking, crime, 

and entrepreneurship: A replication and extension study with 37-year longitudinal data. 

Journal of Vocational Behaviour, 83(3), 386–396. 

Puhakka, V. (2011). Developing a creative-cognitive model of entrepreneurial alertness to 

business opportunities. Journal of Management and Strategy, 2(4), 85. 

Sexton, D. L., & Bowman-Upton, N. B. (1991). Entrepreneurship: Creativity and growth. 

Macmillan New York. 

Simonton, D. K. (1990). Political pathology and societal creativity. Creativity Research Journal, 

3(2), 85–99. 

Solesvik, M. Z. (2013). Entrepreneurial motivations and intentions: investigating the role of 

education major. Education+ Training. 

Solomon, G., Hamidi, D. Y., Wennberg, K., & Berglund, H. (2008). Creativity in 

entrepreneurship education. Journal of Small Business and Enterprise Development. 

Tang, J., Kacmar, K. M. M., & Busenitz, L. (2012). Entrepreneurial alertness in the pursuit of 

new opportunities. Journal of Business Venturing, 27(1), 77–94. 

Uy, P. S. (2015). Supporting Southeast Asian American family and community engagement for 

educational success. Journal of Southeast Asian American Education and Advancement, 

10(2), 3. 

Ward, T. B. (2004). Cognition, creativity, and entrepreneurship. Journal of Business Venturing, 

19(2), 173–188. 

Wennekers, S., & Thurik, R. (1999). Linking entrepreneurship and economic growth. Small 

Business Economics, 13(1), 27–56. 

Yu, T. F.-L. (2001). Entrepreneurial alertness and discovery. The Review of Austrian Economics, 

14(1), 47–63. 

Zampetakis, L. A. (2008). The role of creativity and proactivity on perceived entrepreneurial 

desirability. Thinking Skills and Creativity, 3(2), 154–162. 

 

Acknowledgements  

The author appreciates all those who participated in the study and helped to facilitate the 

research process. 

 

Conflict of Interest  

The author declared no conflict of interest.  

 

How to cite this article: R K Bhatt, A Ubharadka, Kiranbabu NC& Veer T. (2020). Creative 

Behaviour and Entrepreneurial Alertness among Indian Students. International Journal of 

Indian Psychology, 8(1), 718-725. DIP:18.01.089/20200801, DOI:10.25215/0801.089 


