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ABSTRACT

 Global e-commerce has become a transformative force in modern economies, offering opportunities for international trade, innovation, and entrepreneurial ventures. This study investigates the key drivers motivating international business graduates to pursue e-commerce business ventures, focusing on the skills, knowledge, and resources essential for success. Utilizing a qualitative research design, data were collected through semi-structured interviews with international business graduates engaged in e-commerce. The findings reveal that technological advancements, consumer behavior shifts, and global market dynamics significantly influence graduates' decisions. Key enablers include enhanced access to digital platforms, practical entrepreneurial education, and mentorship opportunities, while barriers such as limited resources and regulatory complexities pose challenges.  

The study emphasizes the need for academic programs to integrate practical e-commerce training and foster industry collaborations to equip graduates with the skills required to navigate the evolving digital marketplace. While the research provides valuable insights, its scope is limited by the small, localized sample size, which restricts generalizability. Future studies could expand on these findings by exploring diverse contexts and long-term impacts of educational interventions. This research contributes to the literature on entrepreneurship and e-commerce, offering actionable recommendations for educators, policymakers, and industry stakeholders to support the next generation of e-commerce entrepreneurs. 
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INTRODUCTION
Global e-commerce ventures are reshaping modern economies by facilitating cross-border trade, fostering competition, and creating jobs (Jin, 2024; Li, 2023). These platforms allow businesses to reach diverse consumers, improve operational efficiencies, and embrace innovations in technology(Herani, 2025). However, despite its significance, research lacks focus on the factors driving international business graduates to engage in such ventures, particularly in regions facing unique challenges and opportunities (Fausel, 2018; Jahari, 2025).
The growing integration of digital platforms into daily life, accelerated by the COVID-19 pandemic, has made e-commerce an essential aspect of consumer behavior and business operations (Ahmed & Kumari, 2022). While the adoption of technologies like artificial intelligence (AI) and machine learning (ML) has enhanced digital strategies, understanding how these tools impact graduates entering the e-commerce industry remains limited (ERDOĞAN, 2023; Khan, 2023).
E-commerce ventures are transforming traditional business models by removing physical constraints and enabling global reach. Although these developments create opportunities for small and medium-sized enterprises (SMEs) to compete internationally, they also pose challenges such as logistics, cybersecurity, and regulatory compliance (Adeniran et al., 2022). Limited access to resources and expertise among SMEs further highlights the need to bridge gaps for international business graduates seeking to capitalize on e-commerce opportunities (Karim & Xu, 2018). This study aims to examine the drivers of global e-commerce ventures among international business graduates, focusing on the skills, knowledge, and resources that contribute to their success. Key research questions include: What motivates graduates to pursue e-commerce? What skills learned during their studies are most applicable? How do global market conditions influence their decisions? These objectives aim to provide actionable insights for education providers, policymakers, and aspiring entrepreneurs(Aranega et al., 2025).
Navigating global e-commerce demands a deep understanding of market dynamics, consumer behaviours, and technology. Many international business graduates face challenges due to gaps between theoretical knowledge and practical application. Studies reveal that while e-commerce strategies significantly enhance business performance, graduates are often unprepared to implement them effectively (Tisyani, 2023). This lack of preparedness limits their ability to harness e-commerce as a tool for entrepreneurship and innovation.
Existing research often overlooks the unique experiences and barriers faced by these graduates. Few studies examine how their educational background, access to digital resources, and market readiness influence their decisions to pursue e-commerce ventures (Abou-Shouk et al., 2013). Addressing this gap requires targeted research and actionable strategies to prepare graduates for the demands of global e-commerce (Isa, 2024; Masrom, 2024; Murad, 2018).
Key drivers for engaging graduates in e-commerce include enhancing curricula with practical training, fostering academic-industry partnerships, and promoting mentorship programs. Partnerships with e-commerce platforms can provide real-world exposure, while mentorship bridges knowledge gaps and encourages innovation (Gao et al., 2023; Li, 2023). Conversely, barriers such as limited resources, insufficient training, and complex global regulations hinder their participation in e-commerce ventures (Martins et al., 2016).
This study will provide insights into the motivations, challenges, and skills required for international business graduates in e-commerce. It aims to inform educators, policymakers, and businesses to create supportive ecosystems. By aligning curricula with market needs and fostering collaboration between institutions and industries, the research aspires to empower graduates and boost e-commerce-driven economic growth (Tisyani, 2023; Jin, 2024).
The study will explore the drivers of global e-commerce business ventures among international business graduates, focusing on their skills, knowledge, and resource utilization. By understanding these factors, it aims to provide actionable insights for educators and policymakers to nurture a generation of skilled e-commerce entrepreneurs, strengthening global competitiveness and innovation in this field.


LITERATURE REVIEW
2.1 GLOBAL E-COMMERCE VENTURES
The historical development of global e-commerce ventures has been marked by significant milestones that have shaped the landscape of digital commerce. E-commerce began to emerge in the 1990s with the advent of the internet, leading to the establishment of online marketplaces and the first secure online transactions. The rapid growth of technology and the internet facilitated the expansion of e-commerce, particularly with the rise of platforms like Amazon and eBay in the late 1990s and early 2000s, which set the stage for a new era of retail (Babenko et al., 2019; Simakov, 2020). Recent theoretical frameworks have focused on the impact of globalization and technological advancements on e-commerce, emphasizing the importance of cross-border transactions and the integration of social media in marketing strategies (Derindağ, 2022; Li, 2023). Methodologically, studies have employed a variety of approaches, including quantitative analyses of consumer behavior and qualitative case studies of successful e-commerce models, reflecting a diverse range of research designs aimed at understanding the complexities of this field (Chen & Bashir, 2022; Sadowski et al., 2021).
In exploring definitions of e-commerce, scholars have provided various interpretations that reflect its multifaceted nature. E-commerce is often defined as the buying and selling of goods and services over the internet, encompassing a range of activities from business-to-consumer (B2C) to consumer-to-consumer (C2C) transactions (Santos et al., 2022; Leeraphong & Papasratorn, 2018). A synthesis of these definitions reveals common themes such as the reliance on digital platforms, the importance of consumer interaction, and the role of technology in facilitating transactions (Guo & Chen, 2022). These definitions highlight the dynamic nature of e-commerce, which continues to evolve as new technologies and consumer behaviors emerge. The emphasis on social commerce (s-commerce) in recent definitions underscores the growing trend of leveraging social media for e-commerce transactions, indicating a shift towards more interactive and community-driven purchasing experiences (Liu et al., 2020; Leeraphong & Papasratorn, 2018).
Recent trends in e-commerce constructs have seen the emergence of innovative theories and models that aim to explain the rapid evolution of this sector. Notably, the concept of cross-border e-commerce has gained traction, driven by globalization and advancements in logistics and payment systems (Derindağ, 2022; Ma et al., 2018). Factors contributing to this trend include the increasing accessibility of the internet, the rise of mobile commerce, and changing consumer preferences towards online shopping (Florea et al., 2022; Li, 2023). The significance of these developments is substantial, as they not only enhance the efficiency of e-commerce transactions but also create new market opportunities for businesses worldwide (Simakov, 2020). Additionally, the integration of blockchain technology and big data analytics is reshaping the operational landscape of e-commerce, providing tools for better consumer insights and enhanced security measures (Liu & Wang, 2023).
The research methods employed in recent studies of global e-commerce ventures have evolved to include more sophisticated data analytics and simulation techniques. For instance, mathematical modelling and simulation have been utilized to forecast e-commerce trends and assess market dynamics (Florea et al., 2022; Zhang et al., 2021). The implications of these trends suggest a future where data-driven decision-making becomes paramount, allowing businesses to adapt quickly to changing market conditions and consumer behaviors. Furthermore, the increasing use of qualitative methodologies, such as case studies and ethnographic research, indicates a growing recognition of the importance of contextual factors in understanding e-commerce practices (Sadowski et al., 2021; Dai & Binh, 2017).
In summarizing the main findings of previous studies, it is evident that while significant progress has been made in understanding global e-commerce, limitations persist. Many studies have focused on specific regions or sectors, leading to a lack of comprehensive insights applicable across diverse contexts (Babenko et al., 2019; Sadowski et al., 2021). Unique contributions include the identification of key factors influencing consumer behavior and the exploration of innovative business models; however, limitations often arise from methodological constraints, such as small sample sizes or a lack of longitudinal data (Chen & Bashir, 2022; Ma et al., 2018). Identifying gaps in the literature, future research could explore the impact of emerging technologies on consumer trust and the sustainability of e-commerce practices, particularly in developing markets where infrastructure and regulatory frameworks may differ significantly from those in established economies (Tian, 2023).
2.2 DRIVERS OF GLOBAL E-COMMERCE BUSINESS VENTURES AMONG INTERNATIONAL BUSINESS GRADUATES
The drivers of global e-commerce business ventures among international business graduates are multifaceted, encompassing technological, economic, and educational dimensions. One primary driver is the global accessibility afforded by e-commerce platforms, which allows businesses to reach consumers across diverse geographical locations without the constraints of traditional market entry barriers. This capability not only broadens market coverage but also enhances business penetration, making it a crucial factor for international business graduates looking to establish ventures in the global marketplace (Afiat, 2023). 
Moreover, the role of education in fostering entrepreneurial interest among students is significant. Research indicates that exposure to e-commerce concepts through educational programs can significantly enhance students' interest in entrepreneurship. For instance, studies have shown that entrepreneurship education, when integrated with e-commerce training, positively influences students' entrepreneurial aspirations and competencies (Sholih et al., 2022). This is particularly relevant for international business graduates, who are often equipped with the skills necessary to leverage e-commerce tools effectively in their ventures. In Malaysia, the personal context of graduate entrepreneurs significantly influences their growth intentions, shaped by individual perspectives and prospects in the market (Tahir et al., 2024).
Empirical studies have identified various factors influencing e-commerce adoption among new ventures. Market-related factors, such as consumer demand and competitive pressure, alongside organizational factors, including the availability of IT skills and resources, play a pivotal role in determining the extent to which graduates engage in e-commerce (Mishra & Gupta, 2020). However, limitations exist in the current literature, particularly regarding the contextual understanding of these drivers across different cultural and economic environments. Many studies focus on specific regions or industries, which may not be generalizable to the broader population of international business graduates (Silva et al., 2023). 
The relationship between these drivers and the success of e-commerce ventures is complex. For instance, the adoption of e-commerce is often linked to improved performance metrics, such as revenue growth and customer satisfaction (Saridakis et al., 2018).  However, the effectiveness of e-commerce strategies can vary significantly based on the level of interactivity and design sophistication of the commercial websites utilized (Gao et al., 2023). Furthermore, while e-commerce presents numerous opportunities, challenges such as regulatory barriers and the need for continuous innovation remain significant hurdles for aspiring entrepreneurs (Meinarni & Willdahlia, 2020). Moreover, graduate entrepreneurs tend to apply their educational skills in structuring their ventures, distinguishing them from non-graduates, particularly in urban SME and micro-SME sectors (Jamaludin & Seman, 2024).
In conclusion, the drivers of global e-commerce business ventures among international business graduates are influenced by a combination of educational exposure, market dynamics, and technological advancements. While existing research provides valuable insights into these drivers, further empirical studies are needed to explore the nuances of these relationships across different contexts and to identify the specific barriers that may hinder the successful implementation of e-commerce strategies.
2.3 HOW DO GLOBAL MARKET CONDITIONS INFLUENCE THEIR DECISION TO PURSUE E-COMMERCE
The decision of businesses to pursue e-commerce is significantly influenced by global market conditions, which encompass economic, technological, and social factors. This literature review synthesizes various studies that highlight how these conditions shape the e-commerce landscape, particularly for small and medium-sized enterprises (SMEs) and developing economies. 
Global economic conditions play a crucial role in shaping the e-commerce strategies of businesses. The COVID-19 pandemic, for instance, has accelerated the shift towards e-commerce as consumer behaviour changed dramatically, leading to increased online shopping and digital transactions (Heliyani, 2023). This shift has been particularly pronounced in developing countries, where e-commerce is seen as a potential engine for economic growth. Studies indicate that e-commerce can catalyse economic development by enhancing trade efficiency and expanding market access for SMEs (Kinda, 2019; Arisanti et al., 2023). The pandemic has also prompted governments to support digital initiatives, further encouraging businesses to adopt e-commerce as a viable strategy (Kučera & Zhang, 2023). 
Technological advancements are another pivotal factor influencing e-commerce decisions. The proliferation of information and communication technology (ICT) has facilitated the growth of e-commerce by providing the necessary infrastructure for online transactions (Ho et al., 2010). Businesses are increasingly leveraging these technologies to enhance their operational efficiency and reach broader markets(Gamal et al., 2023). For instance, the integration of logistics with e-commerce has been shown to significantly contribute to regional economic development, highlighting the interdependence between these sectors (Tang & Wang, 2020; Li, 2018). Moreover, the establishment of cross-border warehousing has been identified as a strategy to improve competitiveness in the global e-commerce market (Li, 2018). 
Social factors, including changing consumer preferences and behaviours, also impact the decision to pursue e-commerce. The rise of digital literacy and the growing acceptance of online shopping among consumers have created a conducive environment for e-commerce growth (Hayati, 2022; Parishev et al., 2020). Research indicates that businesses that adapt to these changing consumer behaviours by adopting e-commerce strategies are more likely to succeed in the competitive market landscape (Warganegara & Hendijani, 2022). Additionally, the trust and security associated with online transactions are critical for consumer acceptance, which businesses must address to foster a successful e-commerce environment (Silva, 2023; Kabango & Romeo, 2015). 
In conclusion, global market conditions, encompassing economic, technological, and social factors, significantly influence businesses' decisions to pursue e-commerce(Abaddi, 2024; Herani, 2025; Kumar & Singh, 2023). The interplay of these factors creates both opportunities and challenges that firms must navigate to successfully implement e-commerce strategies. As the landscape continues to evolve, ongoing research will be essential to understand the dynamics of e-commerce in a global context.



METHODOLOGY
3.1 RESEARCH DESIGN
This study will adopt a qualitative design to gain a deeper understanding of the key factors that drive international business graduates to pursue global e-commerce ventures. Figures and tables are to be embedded in the main text body. They should not have cosmetic enhancement such as a shadow frame. One blank line separates the figure or table with the following text. The primary purpose of this study is to explore and identify the drivers that influence the entrepreneurial decisions of international business graduates. These factors will help explain why graduates choose to engage in global e-commerce ventures and what challenges or opportunities they encounter in the process. The study will employ semi-structured interviews as the primary data collection method. This approach provides flexibility, allowing the researcher to follow a prepared interview guide while remaining open to probing deeper into interesting or unexpected responses. The semi-structured format will enable the exploration of new themes that may emerge during the interviews, ensuring a thorough understanding of participants’ experiences.
3.2 SAMPLING STRATEGY
The study will use purposive sampling to select seven international business graduates who have either started or are currently involved in e-commerce ventures. These individuals are ideal for providing insights into the factors that motivate global e-commerce entrepreneurship. Potential participants will be contacted via email, direct messages or any social media platform, explaining the purpose of the study and inviting them to take part. Interviews will be scheduled once they agree to participate.
Table 1: Profile of Respondent
	RESPONDENT
	AGE
	GENDER
	QUALIFICATION

	1
	25
	Female
	Degree

	2
	24
	Female
	Degree

	3
	25
	Female
	Degree

	4
	29
	Female
	Degree

	5
	26
	Female
	Degree

	6
	20
	Female
	Degree

	7
	45
	Female
	Degree



3.3 DATA COLLECTION
In this research, the interview process started by calling the interviewees involved and started by briefing about the research and proceeded with asking questions related to e-commerce ventures. There are three questions asked during the interview process which are: 
1) What factors motivate international business graduates to start e-commerce ventures?
2) What skills or knowledge acquired in their studies are most applicable to e-commerce?
3) How do global market conditions influence their decision to pursue e-commerce?
Data collection was conducted through face-to-face interviews to foster an interactive environment that captures both verbal and non-verbal cues from the participants.
3.4 DATA ANALYSIS
Interviews were transcribed word-for-word using a mix of software and manual review to ensure accuracy, and irrelevant content was removed to clean the data. The process included:
1) Transcription: Audio recordings from interviews were transcribed verbatim to capture the participants' insights comprehensively. This step was crucial for preserving the authenticity of responses, as nuanced perspectives on motivations, experiences, and challenges could significantly inform the analysis. Transcription was conducted using a combination of automated software and manual review to ensure high accuracy.
2) Data Cleaning: Once transcription was complete, the data was reviewed for clarity and relevance. Data cleaning involved removing any irrelevant information or off-topic conversations that did not contribute to answering the research questions. Additionally, filler words, redundancies, and ambiguities were minimized for clarity, ensuring a cleaner data set for analysis.
3) Familiarization with Data: To gain an in-depth understanding, the research team conducted multiple readings of the transcriptions. This familiarization process allowed the researchers to immerse themselves in the data, noting recurring ideas and insights that would inform the initial coding process. Detailed notes were made, capturing initial thoughts on possible patterns and themes emerging from the data.
4) Coding: 	The coding process began by reading through each transcript to identify key ideas relevant to the research questions. Examples of initial codes included "flexibility," "market reach," "low startup cost," and "use of social media." These codes captured recurring concepts, providing a foundation for organizing the data.
5) Development of Themes: Codes with similar meanings were grouped together, forming broader themes that captured more extensive insights into graduates’ motivations. For example, "freedom and flexibility" and "online accessibility" were grouped under a theme labelled "flexibility and reach." Similarly, codes related to "financial considerations" and "low-cost startup" were combined under "financial capability".
3.5 ETHICAL CONSIDERATION
This study adheres to ethical guidelines, ensuring the protection of participants' rights and confidentiality. Informed consent will be obtained after explaining the study's purpose, participants' rights, and data usage. Identities will remain confidential, with identifying details anonymized in the final report. Participation will be voluntary, with the option to withdraw at any time without consequences. All data, including recordings and transcripts, will be securely stored and accessible only to the research team.

FINDINGS AND DISCUSSION
[image: ]
Figure 1: Drivers of Global E-Commerce Ventures Among International Business Graduates
The exploration of drivers behind global e-commerce ventures among international business graduates reveals several key findings that align with existing literature. The shifting trends in global markets are one of the primary factors attracting international business graduates to e-commerce. E-commerce enables them to respond to consumer demands and capitalize on the increasing popularity of online shopping. Fresh grads see the rise of e-commerce as a chance to quickly connect with consumers and potentially break into markets abroad. The internet has really simplified things for small businesses, allowing them to reach customers all over the world and providing opportunities to expand beyond just their local area. With these market trends ongoing, e-commerce is becoming a more appealing choice for anyone aiming to thrive in business worldwide. This theme analyses how global market trends and consumer demands influence the motivations of international business graduates to pursue e-commerce ventures. Key aspects include adapting to consumer expectations, taking advantage of the growing demand for online shopping, and leveraging the potential for a global reach. This aligns with the findings of Gupta, who emphasizes the importance of consumer engagement and the role of technology and infrastructure in facilitating e-commerce, particularly among young consumers in low-income markets (Gupta, 2023).
Adapting to Consumer Demand and Market Trends
Three respondents noted that changing consumer expectations, largely driven by globalization, have created opportunities in e-commerce. Consumers today prioritize convenience, comfort, and accessibility, which online businesses can fulfil more effectively than traditional retail. As noted by Rizaldi and Madany, e-commerce facilitates faster communication with customers and enhances customer satisfaction, which are critical for expanding business reach and increasing sales profits (Rizaldi & Madany, 2021). This is corroborated by Andrei et al., who emphasize that optimizing business processes within e-commerce firms is essential for maintaining competitiveness in a rapidly evolving market (Andrei et al., 2023)
“Globalization has led our customers now to expect for convenience and comfort. So, they prefer something easy for their purchase until the goods are delivered to their doorstep.” (Respondent 2)
“Global increase in internet and mobile phone access makes e-commerce more viable and especially in emerging markets. As more people use online platforms, it expands potential customer bases and makes e-commerce a more attractive venture.” (Respondent 3)
“Learning to address consumer needs, adapting to local market preferences, and maintaining a global outlook are all critical for success in e-commerce.” (Respondent 7)
Utilizing the rising demand for online shopping
Meanwhile, the rise in online shopping globally, especially after the COVID-19 pandemic has motivated respondents to explore e-commerce as an ideal business path as noted by Vărzaru and Bocean, who highlight the transition of trade to online platforms due to social distancing measures, thereby increasing the share of e-commerce in total sales (Vărzaru & Bocean, 2021). The recent change in consumer behavior has resulted in a demand for online shopping platforms that are convenient and accessible. The following sentences from the interview described this.
“There’s been a huge shift toward online shopping worldwide, especially since COVID-19, so people are used to ordering food online now. Knowing there’s a growing demand for convenient, high-quality food delivery makes this an ideal time to start a business like this.” (Respondent 5)
“The shift toward online shopping, especially as more people are getting comfortable with buying things online, makes e-commerce a solid choice.” (Respondent 1)
“The rapid economic growth, especially in the online business sector, has made e-commerce an attractive choice, as it enables consumers to shop conveniently online from anywhere.” (Respondent 7)
Opportunities for global reach and networking
One of significant driver identified is the increasing accessibility of e-commerce platforms, which has been shown to enhance competitiveness for entrepreneurial businesses (Afiat, 2023). E-commerce provides graduates with the potential to reach customers beyond their local market, enabling them to build a global customer base. With digital marketplaces such as Amazon, Shopee, Lazada and Etsy, businesses can collaborate with suppliers, distributors, and marketing agencies around the world. Many respondents saw e-commerce as an opportunity to connect with potential international customers.
“The chance to reach people all over the world... it means I’m not tied to one place and can balance it with other parts of my life.” (Respondent 1)
“Social media is giving a lot of opportunities to sellers to attract more potential customers.” (Respondent 4)
“It allows businesses to connect with customers more easily by focusing on a smaller, more targeted demographic, thereby improving the precision of marketing efforts and customer engagement.” (Respondent 7)
The implications of these findings are multifaceted. Practically, businesses must leverage digital technologies and capabilities to enhance their competitive edge in cross-border e-commerce (Elia et al., 2021). Theoretical implications suggest a need for frameworks that integrate the resource-based view (RBV) to understand how firms can effectively utilize digital resources for international expansion (Elia et al., 2021). Policy-related implications highlight the necessity for regulatory frameworks that support e-commerce growth while ensuring consumer protection and fair competition in the digital marketplace (Chawla & Kumar, 2021; Sengpunya, 2019).
The experimental approach of this study supports the notion that the rising demand for online shopping presents significant opportunities for global reach and networking. As consumers increasingly prefer the convenience of online shopping, businesses can capitalize on this trend by developing robust digital marketing strategies and optimizing their e-commerce platforms (Gao et al., 2023; Costa & Castro, 2021). Furthermore, adapting to consumer demand and market trends is crucial; businesses must remain agile and responsive to shifts in consumer preferences, which have been exacerbated by the pandemic (Andonov et al., 2021).
However, challenges persist in the e-commerce landscape, particularly for small and medium-sized enterprises (SMEs) that often lack the necessary resources to compete effectively (Elia et al., 2021; Babenko et al., 2019). These challenges include navigating complex logistics, ensuring cybersecurity, and managing customer relationships in a digital environment (Ghosh, 2023). Overcoming these obstacles requires strategic investments in technology and partnerships that enhance operational capabilities and customer engagement (Zennaro et al., 2022).
Future research directions should focus on interventions that can facilitate the growth of e-commerce among international business graduates. This includes examining the impact of educational programs that equip graduates with the skills needed to navigate the digital marketplace effectively (Xu, 2019). Additionally, exploring the influence of global market conditions on consumer behavior and e-commerce adoption can provide valuable insights for businesses looking to expand internationally (Liu et al., 2021; Jiang, 2022). Understanding the dynamics of cross-border e-commerce, particularly in emerging markets, will also be critical for developing strategies that leverage new opportunities while addressing inherent challenges (He & Xu, 2018; Li, 2023).
In conclusion, the drivers of global e-commerce business ventures among international business graduates are shaped by a confluence of technological advancements, shifting consumer behaviors, and the need for strategic resource allocation. Addressing the challenges faced by SMEs and leveraging the opportunities presented by the digital marketplace will be essential for fostering sustainable growth in the global e-commerce landscape.
CONCLUSION
This study explores the drivers of global e-commerce business ventures among international business graduates, focusing on the skills, knowledge, and resources necessary for success. It highlights the significance of technological advancements, changing consumer behaviors, and global market conditions in shaping graduates' decisions to pursue e-commerce. Practical strategies, such as integrating hands-on training into educational programs, fostering academic-industry collaborations, and mentorship opportunities, are identified as crucial to equipping graduates with the competencies required for navigating the complex e-commerce landscape.  
The case study underscores the importance of e-commerce as a transformative force in global trade, fostering innovation, economic growth, and job creation. By understanding the unique challenges faced by international business graduates, such as gaps in practical knowledge and resource limitations, the findings provide actionable insights for educators, policymakers, and aspiring entrepreneurs.
However, the study is not without limitations. It focuses on a small sample of international business graduates mainly those who are graduated from Universiti Poly-Tech Malaysia (UPTM), which may restrict the generalizability of the findings across different regions or cultural contexts. Future research could address these gaps by including diverse participant groups and exploring the long-term impact of specific interventions, such as curriculum enhancements or digital infrastructure development.
Despite these limitations, this research offers valuable contributions to the field, guiding efforts to support graduates in leveraging e-commerce opportunities. By addressing the challenges and fostering supportive ecosystems, stakeholders can enhance the competitiveness of future entrepreneurs, contributing to a more dynamic and inclusive global e-commerce sector.
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