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ABSTRACT
The study investigated the influence of possessed work skills on entrepreneurial capabilities among technical college graduates in South-South Nigeria. Two research questions were raised and two hypotheses formulated and tested at 0.05 level of significance. A causal comparative research design was adopted for the study. The population of this study comprises a total of 9,658 graduate in all the government owned Technical Colleges in South-South Nigeria for the 2022/2023 session. The sample size of the study consists 340 technical college graduates and 26 principals from 12 technical colleges selected from the six states in South-South Nigeria. Multistage sampling procedure was used in the study.  Data for this study was collected using questionnaire. The validity and reliability of the instrument were determined using internal consistency method and a reliability coefficient obtained were: 0.74 for Networking Skills scale, 0.81 for Marketing Skills scale, and 0.87 for Entrepreneurial capabilities Scale. Copies of the instruments were administered to 370 technical colleges graduates and principals, retrieved and used for data analysis. Pearson’s coefficient of determination was used to answer the research questions and the hypotheses were tested using the linear and multiple regression statistics at 0.05 level of significance. The findings of the study revealed that there was a significant relationship between networking work skills and the entrepreneurial capabilities of technical college graduates in South-South Nigeria; and that there was a significant relationship between marketing work skills and the entrepreneurial capabilities of technical college graduates in South-South Nigeria. It was recommended on the basis of the findings that technical college curricula in South-South Nigeria be systematically restructured to place greater emphasis on the psychometric development and instructional strengthening of marketing competencies, such as customer analysis, branding, digital promotion, pricing strategies, and sales forecasting, through experiential pedagogies including business simulations, enterprise projects, and industry-embedded learning.
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Introduction
Entrepreneurial capability has become a central outcome of technical and vocational education systems worldwide, particularly in developing economies where graduate self-employment is increasingly promoted as a response to persistent youth unemployment and labour-market volatility. In Nigeria, technical colleges are mandated to equip learners with occupational competence as well as the entrepreneurial dispositions and work skills required to initiate and sustain small-scale enterprises after graduation. Despite this mandate, evidence from labour-market surveys and tracer studies continues to indicate that many technical college graduates in the South-South geopolitical zone lack the practical entrepreneurial capabilities needed to translate their technical training into viable business ventures. These deficiencies are often reflected in limited opportunity recognition, weak customer-relationship management, poor market penetration strategies, and inadequate professional networks, competencies that are critical for enterprise creation and survival in competitive and resource-constrained environments.
Among the wide array of skills associated with entrepreneurship, networking and marketing work skills have been repeatedly identified as pivotal for new-venture performance. Networking skills enable entrepreneurs to mobilize social capital, access market information, secure suppliers and financiers, and identify strategic partners, whereas marketing work skills underpin customer discovery, value communication, pricing strategies and product positioning. Recent scholarship has demonstrated that entrepreneurs with strong relational networks and marketing competence exhibit higher venture survival rates, stronger growth trajectories and superior adaptive capacity in turbulent markets (Hoang & Antoncic, 2003; Rauch et al., 2009; Nabi et al., 2021). Within vocational education contexts, graduates who possess these competencies are more likely to pursue self-employment and to sustain micro-enterprises beyond the start-up phase (OECD, 2023; Ndofirepi & Rambe, 2022). However, Nigerian technical college programmes have historically emphasized craft proficiency and production skills, often relegating relational and market-oriented competencies to peripheral curriculum components, thereby creating a potential mismatch between training outputs and contemporary entrepreneurial demands.
The need for the present study is further underscored by mixed empirical findings in the extant literature. International studies have reported significant positive relationships between marketing competence and entrepreneurial performance (Kraus et al., 2019; Morris et al., 2020), while others have shown that social networking capital predicts opportunity recognition and resource mobilization among young entrepreneurs (Stam et al., 2014; Obschonka et al., 2020). In African vocational education settings, Chimucheka and Mandipaka (2023) and Oyelola et al. (2022) found that graduates exposed to entrepreneurship-oriented training that emphasized customer engagement and industry linkages demonstrated stronger entrepreneurial intentions and early-stage business outcomes. Nigerian-based studies have similarly linked marketing knowledge and interpersonal competence to small-business success (Arogundade, 2020; Ogunlela & Adebayo, 2020).
Notwithstanding these contributions, three major gaps persist in the literature. First, most previous studies have relied on self-reported entrepreneurial intention or venture performance indicators without subjecting the predictor variables, ,such as networking and marketing skills, to rigorous psychometric evaluation. This limits confidence in the construct validity and measurement precision of the instruments used. Second, relatively few investigations have focused specifically on technical college graduates, whose training orientation and labour-market trajectories differ markedly from those of university or polytechnic graduates. Third, there is a dearth of region-specific evidence from South-South Nigeria, a zone characterized by unique economic structures, youth unemployment patterns and informal-sector dynamics that may shape entrepreneurial development differently from other regions. The present study therefore seeks to fill these gaps by employing validated psychometric scales to examine the predictive power of networking and marketing work skills on entrepreneurial capabilities among technical college graduates in South-South Nigeria, thereby contributing to both entrepreneurship education research and the measurement literature in vocational education.
The study is theoretically anchored in Social Cognitive Theory, originally propounded by Albert Bandura in 1986 and further elaborated in 1997. Social Cognitive Theory posits that human functioning is the product of a dynamic triadic interaction among personal factors (such as beliefs, skills and dispositions), behavioural patterns and environmental influences. Central to the theory is the construct of self-efficacy, individuals’ judgments about their capability to organize and execute courses of action required to attain designated outcomes, which shapes goal setting, persistence, risk management and adaptive behaviour. The theory assumes that competencies are not merely innate but are developed through learning experiences, social modelling, feedback and mastery opportunities within specific contexts.
Social Cognitive Theory is particularly relevant to the present study because networking and marketing work skills constitute learned behavioural repertoires that are shaped through instructional exposure, industry interaction and social engagement within technical college environments. Graduates who develop strong networking skills are likely to experience higher entrepreneurial self-efficacy through access to mentors, peers and market actors who model successful venture behaviours. Similarly, marketing work skills enhance graduates’ confidence in approaching customers, communicating value propositions and navigating competitive markets, thereby strengthening their perceived capability to launch and sustain enterprises. From a psychometric and educational measurement perspective, the theory further justifies the systematic assessment of these competencies as latent constructs that mediate between vocational training experiences and observable entrepreneurial outcomes. Anchoring the study in Social Cognitive Theory thus provides a robust explanatory lens for examining how measured networking and marketing skills function as predictors of entrepreneurial capability among technical college graduates in South-South Nigeria.
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The following research questions were raised to guide the study:
1. What is the predictive relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria?
2. To what extent do psychometrically measured marketing work skills predict entrepreneurial capabilities among technical college graduates in South-South Nigeria?
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The following hypotheses were formulated and tested at 0.05 level of significance.
1. Psychometrically assessed networking work skills do not significantly predict entrepreneurial capabilities among technical college graduates in South-South Nigeria.
2. Psychometrically measured marketing work skills do not significantly predict entrepreneurial capabilities among technical college graduates in South-South Nigeria.
Methods
Research Design
The study adopted a causal-comparative correlational research design. This design was considered appropriate because the study sought to examine the predictive influence of psychometrically measured networking and marketing work skills on entrepreneurial capabilities among technical college graduates without manipulating any of the independent variables. The design permitted the statistical estimation of the degree to which variations in networking and marketing work skills accounted for observed differences in graduates’ entrepreneurial capabilities, consistent with measurement-oriented educational research.
Population of the Study
The population comprised 1,837 graduates (Vocational III students) from all government-owned technical colleges in the six states of South-South Nigeria during the 2022/2023 academic session. In addition, all 26 principals of the sampled technical colleges constituted part of the study population for institutional verification and administrative triangulation.
Sample and Sampling Procedures
A total sample of 344 technical college graduates and 26 principals from 26 technical colleges was drawn for the study through a multistage sampling procedure. In the first stage, proportionate stratified sampling was employed to ensure equitable representation of graduates across states and institutional strata. Nineteen percent of the total graduate population was selected, yielding approximately 344 participants. This approach minimized sampling bias and enhanced the external validity and generalizability of the findings. In the second stage, simple random sampling through balloting was used to select individual respondents within each stratum. Lists of eligible graduates were compiled, and random selection without replacement ensured that every graduate had an equal probability of participation. All 26 principals were included using a purposive census approach because their number was small and manageable. Their inclusion allowed comprehensive coverage of administrative perspectives related to skill development and entrepreneurship training in the colleges. The combined stratified-random and census approaches strengthened the methodological robustness of the sample.
Instrumentation
Data were collected using a structured questionnaire titled Networking, Marketing and Entrepreneurial Capabilities Questionnaire (NMECQ). The instrument was divided into three sections. Section A elicited respondents’ demographic characteristics such as sex. Section B comprised two psychometric sub-scales measuring networking work skills and marketing work skills, with ten items in each subscale, yielding a total of twenty items. The items were adapted from Atsumbe et al. (2012) and modified to reflect contemporary technical-college entrepreneurship contexts. Section C consisted of twenty-five items measuring entrepreneurial capabilities, adapted from Olawale and Onyedikachi (2023). The scale assessed graduates’ opportunity recognition, innovation orientation, financial decision-making, business planning, risk management and strategic networking dispositions. All items were structured on a four-point Likert-type scale ranging from Strongly Disagree to Strongly Agree to permit interval-level statistical analysis consistent with psychometric modeling.
Validity of the Instrument
Face validity was established by three experts in Technical Education and Measurement and Evaluation who examined the items for clarity, relevance, representativeness and alignment with the constructs under investigation. Their recommendations informed item re-wording and scale refinement. Content and construct validity were further examined empirically through exploratory factor analysis using pilot data obtained from 50 technical college graduates from Government Technical College, Onitsha and Government Technical College, Nkpor in Anambra State. Principal Component Analysis (PCA) with Varimax Kaiser Normalization rotation was employed. Content validity was assessed through cumulative variance explained by the extracted factors. The networking skills scale yielded a cumulative variance of 80.52%, marketing skills recorded 64.79%, and the entrepreneurial capabilities scale accounted for 80.30% of total variance. In all cases, unexplained variance fell below the 40% benchmark, indicating adequate content coverage. Construct validity was evaluated using rotated factor loadings. Items with loadings of 0.40 and above were retained. Networking skills items loaded between 0.62 and 0.99, marketing skills items between 0.54 and 0.86, and entrepreneurial capability items between 0.47 and 0.91. These loading patterns demonstrated satisfactory factorial purity and supported the dimensional integrity of the instrument.
Reliability of the Instrument
Internal consistency reliability was determined using Cronbach’s alpha coefficient following a pilot administration to 50 graduates in government technical colleges in Anambra State. The reliability coefficients obtained were 0.74 for the Networking Skills scale, 0.81 for the Marketing Skills scale and 0.87 for the Entrepreneurial Capabilities scale. These values exceeded the 0.70 benchmark recommended by Ajaja (2013) and Ghazali (2016), indicating satisfactory reliability for research use.
Procedure for Data Collection
The researchers personally administered the questionnaires with the assistance of six trained research assistants. The assistants were oriented on ethical procedures, standardized administration protocols and respondent engagement strategies. Participants were informed about the purpose of the study and assured of confidentiality and voluntary participation. A total of 370 copies of the instrument were distributed, of which 344 completed copies were correctly retrieved and used for data analysis, representing a full retrieval rate. This minimized non-response bias and enhanced data completeness.
Data Analysis
Research questions were answered using Pearson’s correlation coefficient and coefficient of determination (r²) to estimate the magnitude of predictive relationships between networking skills, marketing skills and entrepreneurial capabilities. The null hypotheses were tested using simple linear regression analysis at the 0.05 level of significance. Regression weights, F-ratios, standardized beta coefficients and associated probability values were interpreted to determine the statistical contribution of each predictor variable.
[bookmark: _Toc205379266]Ethical Considerations
Ethical principles governing educational and psychological research were strictly observed throughout the conduct of the study. Prior to data collection, formal permission was obtained from the principals of the participating technical colleges. Participants were adequately informed about the purpose of the study, the nature of their involvement, and the expected duration of participation. Informed consent was secured from all respondents before the administration of the instruments. Participation was strictly voluntary, and respondents were informed of their right to withdraw from the study at any stage without penalty. No identifying information such as names or registration numbers was recorded on the questionnaire, thereby ensuring anonymity. Confidentiality of responses was guaranteed, and all data collected were used solely for academic and research purposes. Completed questionnaires were securely stored, and electronic datasets were password-protected to prevent unauthorized access. Only the researchers had access to the data.
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Research Question 1: What is the predictive relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria?
Table 1: Correlation and coefficient of determination of the predictive relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria
	Variable
	N
	Mean
	SD
	r
	r2
	r2%
	Decision

	Networking Work Skills
	
344
	3.03
	0.54
	
0.158
	
0.025
	
2.5
	Low Positive Relationship

	Entrepreneurial Capabilities
	
	2.93
	0.39
	
	
	
	


Table 1 shows a correlation coefficient of determination which was carried out to examine the predictive relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria. The result shows the mean score for networking work skills among technical college graduates was 3.03 with a standard deviation of 0.54, suggesting a moderate level of possession of networking competencies, while entrepreneurial capabilities recorded a mean of 2.93 and a standard deviation of 0.39, reflecting a moderate overall level of entrepreneurial development. The Pearson correlation coefficient between networking work skills and entrepreneurial capabilities was r = 0.158, showing a positive but weak predictive relationship between the two variables. This implies that increases in graduates’ networking competencies are associated with slight increases in entrepreneurial capabilities. The coefficient of determination (r² = 0.025) further reveals that networking work skills accounted for only 2.5% of the variance in entrepreneurial capabilities among the graduates, indicating that although the relationship is positive, networking skills alone make a relatively small contribution to predicting entrepreneurial outcomes in this population. Based on the established benchmark for interpreting effect size, this magnitude was classified as a low positive relationship.
Research Question 2: To what extent do psychometrically measured marketing work skills predict entrepreneurial capabilities among technical college graduates in South-South Nigeria?
Table 2: Correlation and coefficient of determination of the extent to which psychometrically measured marketing work skills predict entrepreneurial capabilities among technical college graduates in South-South Nigeria
	Variable
	N
	Mean
	SD
	r
	r2
	r2%
	Decision

	Marketing Work Skills
	
344
	2.99
	0.46
	
0.454
	
0.206
	
20.6
	High Positive Relationship

	Entrepreneurial Capabilities
	
	2.93
	0.39
	
	
	
	


Table 2 shows a correlation coefficient of determination which was carried out to examine the extent to which psychometrically measured marketing work skills predict entrepreneurial capabilities among technical college graduates in South-South Nigeria. The result shows that technical college graduates recorded a mean score of 2.99 with a standard deviation of 0.46 on marketing work skills, indicating a moderate level of marketing competence, while entrepreneurial capabilities had a mean of 2.93 and a standard deviation of 0.39, reflecting a moderate level of entrepreneurial development. The Pearson product–moment correlation coefficient between marketing work skills and entrepreneurial capabilities was r = 0.454, which signifies a moderate-to-strong positive predictive relationship between the two variables. This suggests that graduates who possess stronger marketing competencies, such as customer identification, promotion strategies, pricing decisions and market analysis, tend to demonstrate higher entrepreneurial capabilities. The coefficient of determination (r² = 0.206) indicates that marketing work skills explained approximately 20.6% of the variance in entrepreneurial capabilities among the graduates, representing a substantial predictive contribution when compared with networking skills. Using the benchmark provided for interpreting effect size, this magnitude was classified as a high positive relationship, underscoring the central role of marketing competence in shaping entrepreneurial outcomes among technical college graduates in South-South Nigeria.
Hypothesis 1: Psychometrically assessed networking work skills do not significantly predict entrepreneurial capabilities among technical college graduates in South-South Nigeria
Table 3: Regression analysis of the relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria
	Model
	Sum of Square
	df
	Mean Square
	F-ratio
	Sig
	Remark

	Regression
	1.435
	1
	1.435
	9.836

	.002b

	Rejected

	Residual
	55.748
	368
	.146
	
	
	

	Total
	57.183
	369
	
	
	
	

	Variables in Equation
	

	Model
	Unstandardized Coefficient 
	Standardised Coefficient
	t
	Sig
	

	
	B
	Std. Error
	Beta
	
	
	

	(Constant)
	2.585
	.112
	
	23.075
	.000
	

	Networking Work Skills
	.114
	.036
	.158
	3.136
	.002
	

	α = 0.05, R = 0.158, R-Square = 0.025
a. Dependent Variable: Entrepreneurial Capabilities
Predictors (Constant): Networking work Skills


In Table 3, the researcher presented the result of a regression statistics, which was used to examine the relationship between psychometrically assessed networking work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria. The model yielded an F-ratio of 9.836 with a significance value of p = .002, which is less than the 0.05 alpha level. This indicates that the regression model was statistically significant and that networking work skills made a meaningful contribution to predicting entrepreneurial capabilities. Consequently, the null hypothesis was rejected. Further examination of the regression coefficients shows that networking work skills had an unstandardized coefficient of B = 0.114 with a standard error of 0.036, and a standardized beta coefficient of β = 0.158. The associated t-value of 3.136 and probability value of p = .002 confirm that networking work skills independently and significantly predicted entrepreneurial capabilities. This implies that for every one-unit increase in graduates’ networking work skills, their entrepreneurial capability score increased by approximately 0.114 units, holding other factors constant. The model’s correlation coefficient (R = 0.158) and coefficient of determination (R² = 0.025) further indicate that networking work skills accounted for about 2.5% of the variance in entrepreneurial capabilities among the graduates. Although the magnitude of prediction is relatively small, the effect is statistically significant, suggesting that networking competence, such as building professional contacts, maintaining business relationships and accessing social capital, plays a modest but meaningful role in shaping entrepreneurial outcomes among technical college graduates in South-South Nigeria.
Hypothesis 2: Psychometrically measured marketing work skills do not significantly predict entrepreneurial capabilities among technical college graduates in South-South Nigeria
Table 4: Regression analysis of the relationship between psychometrically measured marketing work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria
	Model
	Sum of Square
	df
	Mean Square
	F-ratio
	Sig
	Remark

	Regression
	11.805
	1
	11.805
	99.376

	.000b

	Rejected

	Residual
	45.378
	368
	.119
	
	
	

	Total
	57.183
	369
	
	
	
	

	Variables in Equation
	

	Model
	Unstandardized Coefficient 
	Standardised Coefficient
	t
	Sig
	

	
	B
	Std. Error
	Beta
	
	
	

	(Constant)
	1.786
	.116
	
	15.368
	.000
	

	Marketing Work Skills
	.383
	.038
	.454
	9.969
	.000
	

	α = 0.05, R = 0.454, R-Square = 0.206
a. Dependent Variable: Entrepreneurial Capabilities
Predictors (Constant): Marketing work Skills


In Table 4, the researcher presented the result of a regression statistics, which was used to examine the relationship between psychometrically measured marketing work skills and entrepreneurial capabilities among technical college graduates in South-South Nigeria. The model produced an F-ratio of 99.376 with a significance value of p = .000, which is below the 0.05 level of significance. This indicates that the regression model is statistically significant, and marketing work skills meaningfully predict entrepreneurial capabilities. Therefore, the null hypothesis was rejected. The regression coefficients show that marketing work skills had an unstandardized coefficient of B = 0.383 with a standard error of 0.038, and a standardized beta coefficient of β = 0.454. The associated t-value of 9.969 and significance level of p = .000 confirm that marketing work skills independently and significantly predict entrepreneurial capabilities. This suggests that for every one-unit increase in marketing work skills, graduates’ entrepreneurial capability scores increase by approximately 0.383 units, holding other factors constant. The model’s correlation coefficient (R = 0.454) and coefficient of determination (R² = 0.206) further indicate that marketing work skills account for about 20.6% of the variance in entrepreneurial capabilities among technical college graduates. This substantial predictive power highlights the critical role of marketing competencies, such as market research, product promotion, customer engagement, and strategic positioning, in enhancing the entrepreneurial capabilities of graduates in South-South Nigeria. The finding demonstrates that graduates with stronger marketing work skills are more likely to identify business opportunities, attract clients, and successfully implement entrepreneurial initiatives.
[bookmark: _Toc205379262]Discussions
The findings of this study provide robust psychometric and empirical evidence that networking and marketing work skills are significant predictors of entrepreneurial capabilities among technical college graduates in South-South Nigeria, albeit with markedly different magnitudes of influence. The results extend contemporary entrepreneurship education literature by demonstrating that distinct employability skill domains contribute unequally to graduates’ capacity to recognize opportunities, mobilize resources, innovate, and sustain ventures, capabilities widely recognized as core entrepreneurial outcomes (Fayolle & Gailly, 2015; Nabi et al., 2018). With respect to networking work skills, the correlational analysis revealed a low but positive predictive relationship with entrepreneurial capabilities, accounting for only 2.5% of the explained variance. Nevertheless, the regression model showed that networking skills significantly predicted entrepreneurial outcomes, leading to the rejection of the corresponding null hypothesis. This finding suggests that while networking competencies exert a statistically meaningful influence, their practical effect size within this population is modest. Theoretically, this aligns with social capital theory, which posits that individuals’ access to relational networks facilitates information flow, opportunity recognition, and resource acquisition critical for entrepreneurial action (Bourdieu, 1986; Coleman, 1988). Empirical studies similarly report that graduates with broader professional ties and mentorship networks exhibit stronger entrepreneurial intentions and early venture success, although the strength of such effects often depends on institutional context and labour-market structures (Hoang & Antoncic, 2003; Klyver et al., 2018). The relatively weak explanatory power observed in the present study may reflect contextual constraints within the South-South Nigerian technical education environment, where graduates’ networks are often limited to peer groups and instructors, with fewer structured industry linkages, incubators, or alumni platforms that could transform social contacts into entrepreneurial leverage. This interpretation is consistent with findings by Akinwale and Adesina (2021), who reported that although Nigerian technical graduates possessed basic interpersonal competencies, the absence of formalized industry–school partnerships constrained the entrepreneurial utility of such networks. Similarly, Oviawe et al. (2020) observed that technical college leavers frequently lacked exposure to professional associations and market-oriented ecosystems, thereby diminishing the functional impact of networking skills on venture creation.
On the other hand, marketing work skills emerged as a powerful predictor of entrepreneurial capabilities, explaining over one-fifth of the variance and producing a highly significant regression model. This strong effect underscores the centrality of market-facing competencies, such as customer analysis, pricing strategies, promotion, branding, and competitive positioning, in shaping graduates’ entrepreneurial effectiveness. Contemporary entrepreneurship scholarship increasingly emphasizes that opportunity exploitation, rather than mere opportunity recognition, is contingent on the entrepreneur’s ability to understand consumer needs and communicate value propositions effectively (Fisher et al., 2016; Shane, 2020). The present findings corroborate this perspective by showing that marketing proficiency constitutes a core operational capability for technically trained graduates transitioning into self-employment or small-scale enterprise development. Prior empirical research supports this result. Obschonka et al. (2017) found that business-related skill sets, particularly market analysis and customer engagement competencies, were more predictive of venture success than general employability traits among young entrepreneurs. In the Nigerian context, Adebayo and Kolawole (2022) reported that graduates who received structured training in marketing and sales demonstrated significantly higher business sustainability and revenue growth during the first two years of operation. Likewise, Ojo and Olaniyan (2023) concluded that marketing literacy mediated the relationship between vocational training and entrepreneurial performance among technical education alumni, reinforcing the primacy of commercial orientation in entrepreneurial practice. From a psychometric standpoint, the strong standardized beta coefficient associated with marketing skills further validates the sensitivity of the measurement instrument in capturing a construct that is substantively linked to entrepreneurial functioning. This is consistent with educational measurement literature, which stresses that well-operationalized, domain-specific skill scales tend to show higher criterion-related validity than broad, undifferentiated employability indices (DeVellis, 2017; Downing & Haladyna, 2006). The differential predictive strengths of networking and marketing skills in this study therefore not only illuminate substantive relationships but also demonstrate the value of rigorous psychometric evaluation in entrepreneurship research, a core contribution given the study’s orientation toward measurement and evaluation. The findings suggest that while networking skills remain an important social resource for aspiring entrepreneurs, marketing competencies constitute a more immediate and potent driver of entrepreneurial capability development among technical college graduates in South-South Nigeria. This asymmetry highlights potential curricular imbalances within technical education programmes, which traditionally prioritize technical proficiency over market-oriented training (UNESCO, 2022). The results imply that strengthening marketing education—through simulations, enterprise projects, customer discovery exercises, and industry-based internships—may yield greater short- to medium-term gains in graduates’ entrepreneurial readiness than stand-alone interpersonal skills training, although both domains remain complementary.
[bookmark: _Toc205379265]Conclusion and Recommendations
This study concludes that psychometrically assessed networking and marketing work skills significantly predict entrepreneurial capabilities among technical college graduates in South-South Nigeria, although the magnitude of their influence differs substantially. Networking work skills exhibited a statistically significant but weak predictive relationship with entrepreneurial capabilities, suggesting that while interpersonal connections, professional interactions, and social capital formation contribute to graduates’ entrepreneurial development, these competencies alone are insufficient to produce strong entrepreneurial outcomes. On the other hand, marketing work skills demonstrated a strong and statistically significant predictive effect, indicating that graduates’ ability to identify customer needs, promote products and services, price offerings strategically, and position ventures competitively constitutes a critical determinant of entrepreneurial capability in the region. The findings suggests that entrepreneurial preparedness among technical college graduates is multidimensional, with market-oriented competencies exerting greater explanatory power than social networking skills when measured psychometrically, thereby affirming the central role of applied business skills in technical and vocational entrepreneurship education.
In light of these findings, it is recommended that technical college curricula in South-South Nigeria be systematically restructured to place greater emphasis on the psychometric development and instructional strengthening of marketing competencies, such as customer analysis, branding, digital promotion, pricing strategies, and sales forecasting, through experiential pedagogies including business simulations, enterprise projects, and industry-embedded learning. At the same time, structured networking skill-building initiatives, such as mentorship programmes with local entrepreneurs, internship placements, alumni business clusters, and community-based enterprise partnerships, should be integrated into training frameworks to enhance graduates’ social capital and opportunity-recognition capacity.  Policymakers and educational evaluators should institutionalize periodic psychometric assessments of entrepreneurial skill acquisition to guide evidence-based programme improvement, ensuring that instructional interventions are continuously aligned with labour-market realities and regional enterprise demands.
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