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Abstract. Social entrepreneurship intention is a growing subject of interest 

in the entrepreneurship literature, defined as the intention to pursue a social 

mission by starting a business or launching a social enterprise. The social 

environment of an individual plays an important role in shaping one's cog-

nition, including the university environment. Entrepreneurial intentions are 

embedded in social and cultural values. The present study aimed to investi-

gate the effect of cultural values on entrepreneurial intentions in agriculture 

students. A total of 301 students from the Faculty of Agriculture at Univer-

sitas Andalas who have taken entrepreneurship courses participated in the 

study. Participants were recruited by using a proportional stratified random 

sampling technique. The results showed that Social Entrepreneurship Inten-

tion had a significant negative relationship with Power Distance, while So-

cial Entrepreneurship Intention had a significant positive relationship with 

Uncertainty Avoidance, Collectivism, and Long-Term Orientation, with a 

variance of 29.9%. However, masculinitymasculinity did not significantly 

correlate with Social Entrepreneurship Intention. Generally, the Social En-

trepreneurship Intention of students in the Faculty of Agriculture was in the 

high category. 

Keywords: Social Entrepreneurship Intention, Cultural Values, Agricul-

ture Students 

1 Introduction 

Development in Indonesia currently focuses on sustainable agriculture to ensure the 

food needs of the present generation without compromising the fulfillment of the food 

needs of future generations. However, human resource development generally focuses 

on strengthening farmers who are mostly advanced (agricultural aging). At the same 

time, recovery efforts have received less attention, or it can be stated that Indonesia is 

currently experiencing a crisis of young farmers (1). Most graduates in Indonesia 

choose something other than agriculture as a career choice. 

Social entrepreneurship is profit

-

making entrepreneurship whose goal is to address 

a social mission, and the two features involve emphasizing the economic value of 
sustainable social enterprises and creating social values by providing solutions to 
social problems (2) . Social entrepreneurship, which focuses on working with and for 
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the community, has opened more inclusive job opportunities for various minority 

groups, such as women and people with disabilities. This can also be the answer to 

overcoming poverty and the unequal distribution of wealth in Indonesia. 

In addition, the community model of social enterprise often operates outside capital 

and large cities that extend the reach of economic development to rural areas. Based 

on a survey, the founders of social entrepreneurship in Indonesia are dominated by 

young people, with 67% being individuals aged between 18-34 years. However, the 

study also found that social entrepreneurship is only centered in Java, and social en-

trepreneurship in provinces with university graduates is more likely to be led and 

founded by young people (3). 

Some existing literature explains that intentions become the first step in starting en-

trepreneurship, including social entrepreneurship (4,5). A previous study found a 

relationship between intention and cognition in shaping social entrepreneurship, and 

this relationship is important given that social entrepreneurs act as change agents, and 

their ability to act as such lies in their cognition (6,7). Thus, it is critical to investigate 

the elements that underpin social entrepreneurship intentions. In the entrepreneurial 

literature, there has been an increasing interest in social entrepreneurship intention, 

commonly defined as the desire to pursue a social purpose by creating a firm or 

launching a social enterprise (8). 

The Theory of Planned Behavior (TPB) proposed by Ajzen (4) is a major social psy-

chology theory that has been used to investigate Entrepreneurial Intentions. Intention, 

according to the idea, is a powerful predictor of action, particularly in the case of planned 

and goal-directed activity. The TPB model, as used in the research domain of social entre-

preneurship, is founded on the premise that an individual's intention to execute a certain 

activity is determined by their need to perform that behavior and their confidence in their 

ability to accomplish it. According to studies, the TPB model appears to be appropriate as 

a theoretical foundation for the Social Entrepreneurship Intentions (9–11). 

However, some obstacles affect Social Entrepreneurship Intentions among university 

students. Based on the Theory of Planned Behavior as a framework for investigating barri-

ers to social entrepreneurial intentions, the study showed that students generally perceived 

lack of competence, lack of self-confidence, and lack of resources as barriers that would 

affect their social entrepreneurial intentions. The study also reported that social entrepre-

neurship education can reduce these perceived barriers (12). Thus, the University has an 

important role in growing Social Entrepreneurship Intention among its students. 

Based on the Social Cognitive Theory of Bandura (13), the social environment around 

the individual has a significant role in shaping one's cognition. Research supports the idea 

that entrepreneurial intentions are embedded in social and cultural contexts (14). Cultural 

values refer to the collective programming of the mind that distinguishes members of one 

human group from another and their respective responses to their environment (15). They 

distinguish five dimensions of cultural values that can be measured, namely Power Dis-

tance, Individualism, Long-Term Orientation, Masculinity, and Uncertainty Avoidance. 

The relationship between the cultural dimensions and social entrepreneurship is that 

people in society who show a degree of power distance consider the opinions of others and 

apply participatory decision-making. Regarding the dimension of individualism, social 

entrepreneurs are known as collectivists who mainly focus on the needs of others. In terms 

of uncertainty avoidance, social entrepreneurship is an innovative concept, which will not 

be supported in a society that is intolerant of new behaviors. The masculinity dimension 

refers to a preference for cooperation, politeness, caring for the weak, and quality of life, 
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while the long-term orientation dimension refers to the passion for their mission and 

pragmatic about market realities, and are known for their practical solutions to social prob-

lems (17) The research hypothesis was that higher cultural values would be associated 

with higher social entrepreneurship intentions, particularly among agriculture student. 

2 Methods 

The study used a proportional stratified random sampling technique with 301 students 

from the Faculty of Agriculture, Universitas Andalas, who have taken entrepreneurship 

courses as participants. Two measurements were used in this study, which underwent an 

adaptation process to Bahasa. Social Entrepreneurship Intention Scale (18) assessed the 

intentions of social entrepreneurship from aspects of behavioral attitudes, subjective norms, 

and perceived behavioral control. The measure consisted of 17 items with a Cronbach 

Alpha of 0.893. 

Cultural values in this study were assessed by using the Culture Value Scale 

(CVSCALE) (20) which consisted of five cultural dimensions of Hofstede (2011), namely 

Power Distance, Uncertainty Avoidance, Collectivism, Long-term Orientation, and Mas-

culinity. The scale consisted of 26 items with a Cronbach Alpha of 0.774 (power distance), 

0.815 (uncertainty avoidance), 0.846 (collectivism), 0.833 (long-term orientation), and 

0.713 (masculinity). The measurement results from an online survey were then analyzed 

statistically. The researchers tested the construct validity using confirmatory factor analy-

sis, while the hypothesis was tested using path analysis. The whole process used the PLS-

SEM software. 

3 Results 

This research consisted of some steps of the study. In the pilot study, a validation 

test was conducted by confirmatory factor analysis (CFA) for each dimension in the 

cultural values, as shown in Figure 1. The items on the scale were adapted from 

previous studies and considered reliable. The confirmatory factor analysis was tested 

on 301 samples from agriculture students at Universitas Andalas. In the first step, we 

tested the confirmatory factor. All items in the variable of cultural values as a multi-

dimensional construct were good. The validation construct was shown as internal 

consistency in Table 1. 

Table 1. Construct reliability and validity. 

Construct 
Item Outer Load-

ing 
CR Cronbach AVE 

Social Entre-

preneur In-

tention 

SEI1 0,646 0,901 0,883 0,363 

SEI10 0,632    

SEI11 0,609    

SEI12 0,674    

SEI13 0,606    

SEI14 0,470    

SEI15 0,531    

SEI17 0,628    
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Besides convergent validity, the discriminant validity test was also used. HTMT 

> 0,85 means less valid, as shown in Table 2.  

Table 2. Heterotrait-Monotrait Ratio (HTMT). 

 CO LT MA PO SEI UA 

CO       

LT 0,305      

MA 0,439 0,194     

PO 0,142 0,130 0,111    

SEI 0,317 0,543 0,205 0,235   

UA 0,343 0,394 0,203 0,321 0,387  
 

 

SEI2 0,547    

SEI3 0,629    

SEI4 0,640    

SEI5 0,602    

SEI6 0,628    

 
SEI7 0,579    

SEI8 0,543    

Power dis-

tance 

PO1 0,568 0,845 0,787 0,526 

PO2 0,759    

 PO3 0,772    

 PO4 0,672    

 PO5 0,827    

Uncertainty 

avoidance 

UA1 0,707 0,875 0,822 0,584 

UA2 0,798    

 UA3 0,789    

 UA4 0,782    

 UA5 0,741    

Collectivism CO1 0,669 0,870 0,824 0,530 

 CO2 0,732    

 CO3 0,779    

 CO4 0,790    

 CO5 0,756    

 CO6 0,626    

Long-term 

orientation 

LT1 0,653 0,863 0,811 0,513 

LT2 0,731    

 LT3 0,657    

 LT4 0,790    

 LT5 0,741    

 LT6 0,717    

Masculinity MA2 0,947 0.825 0. 627 0.706 

 MA3 0,718    
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As depicted in the table, both measurements had good validity and were satisfac-

tory. Then, in the last step, structural equation modeling (SEM) was used to analyze 

the data. The results are shown in Table 3. 

Table 3. SEM analysis. 

 
Std.Beta 

Std. 

Error) 
t- value p-values Decision 

Collectivism -> SEI 0,130 0,063 0.207 0,038 Supported 

LongTerm Orientation 

-> SEI 0,382 0,053 0.719 0,000 
Supported 

Masculinity -> SEI 0,041 0,056 0.073 0,465 Not Supported 

Power Distance -> SEI -0,123 0,056 0.219 0,029 Supported 

Uncertainty Avoidance 

-> SEI 0,145 0,068 0.214 0,032 
Supported 

Note: P< 0,005 (1 tailed);  

R2 = 0,299   29,9 % of the variance in SEI on agriculture students determined 

by exogenous variables like cultural values  

4 Discussion 

Based on the statistical analysis, the results showed that four dimensions of cultural 

values, consisting of power distance, uncertainty avoidance, collectivism, and a long-

term orientation, all demonstrated a strong association with social entrepreneurship 

intents. However, masculinity had no significant relationship with social entrepre-

neurship intention. Furthermore, long-term orientation showed the highest link with 

the ambition to engage in social entrepreneurship. 

The power distance dimension was reported to negatively correlate with social en-

trepreneurship intention. This negative relationship indicates that the higher the power 

distance among students, the lower the social entrepreneurship intention of the stu-

dents. People in society who exhibit power distance accept the hierarchical order, 

which does not require further justification (15). In such circumstances, the im-

portance of a group is not considered. In contrast, in societies with low power dis-

tance, people seek to equalize the distribution of power and demand justification for 

differences in power, and status rights, because they are traditionally linked to social 

perceptions. Social inequality occurs when some people achieve greater social power 

than others due to resources such as wealth or education (20). Groups with low power 

distance would be less likely to accept adverse conditions from disadvantaged local 

people as a fact of life and choose to start a business to overcome them. In other 

words, groups of People with minimal power distance will be more responsive to 

social entrepreneurship.  

The results depicted that the uncertainty avoidance dimension positively correlat-

ed with social entrepreneurship intention. Uncertainty avoidance relates to how 

strongly a society wants rules and order over uncertainty. More precisely, this dimen-

sion defines how members of a community or organization lower the risk of future 

occurrences by depending on cultural standards, rituals, and regulatory routines (20). 

Groups that exhibit strong uncertainty avoidance maintain rigid beliefs and behavior 

and are intolerant of behaviors and ideas that contradict their beliefs (21). In contrast, 
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groups with high uncertainty avoidance have an emotional need and an inner drive to 

work hard and focus on their will and beliefs (15). According to the results, uncertain-

ty avoidance impacted social entrepreneurship intention among agriculture students, 

which is related to beliefs to perform social activities depending on the personal as-

sessment and assessment of the material and immaterial rewards expected from this 

work alternative while considering the perceived risk (22). 

The results also showed that the collectivism dimension had a significant positive 

relationship with social entrepreneurship intention. The positive relationship signifies 

that a higher level of collectivism in students would be associated with higher inten-

tions for social entrepreneurship. Collectivism represents a preference for a tight-knit 

framework in a society where individuals can expect relatives or members of a partic-

ular group to look after them in exchange for unquestioned loyalty (15). In cultures 

with high collectivism, Potential entrepreneurs would be able to identify societal so-

cioeconomic issues and frame them as business opportunities to remedy these chal-

lenges (21). Sociopreneurs are concerned with the needs of others (23). Collective 

interest entails the concept of altruism, which relates to the underlying essence of 

humans and their proclivity to care about others. Everyone possesses some egoism 

and altruism, which indicates a subjective trade-off between personal and community 

interests: the more altruistic, the more the individual strives to "innovatively promote 

society, in an approach that involves society, at the risk of individual cost” (20). 

Those who score high on collectivism prioritize collective goals over personal goals, 

and their drives are socially conscious, based on a desire to provide value to the 

community as a whole (24). 

The present study also found that the long-term orientation dimension had a sig-

nificant positive relationship with social entrepreneurship intention. In other words, 

the higher level of long-term orientation among students would be correlated with 

higher social entrepreneurship intention possessed by the students. Individuals with a 

high long-term orientation are willing to submit to a goal persistence, and continuous 

effort towards results that are slow to apply frugal behavior (15). Community mem-

bers characterized by high long-term orientation demonstrate a strong proclivity to 

save for the future, value long-term achievement, are adaptable and flexible, and see 

financial achievement and religious fulfillment as a built totality (25). Therefore, so-

cial entrepreneurs from the community who have a high long-term orientation are 

expected to have the intention of taking care of social problems and trying to solve 

existing social inequalities for a better future. 

However, the masculinity dimension did not have a significant relationship with 

social entrepreneurship intentions in this study. This finding is in line with the re-

search (21) which reported that there was no significant relationship between mascu-

linity and social entrepreneurship intention. This finding contradicts a previous study 

(16), which found that masculinity had a negative relationship with social entrepre-

neurship. The dimension of masculinity relates to whether assertiveness or care is the 

main value in a community. This dimension of masculinity expresses preferences for 

accomplishment, bravery, assertiveness, and tangible rewards for success. In the 

meantime, femininity reflects a desire for collaboration, modesty, concern for the 

vulnerable, and the intrinsic value of an intangible characteristic's quality of life. In 

general, society is more consensus-oriented. Individually, entrepreneurs are frequently 

described as having a strong desire for success (21), but masculinity in this study did 

not have a significant relationship with the intention of social entrepreneurship. 
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5 Conclusion 

The present study found that four dimensions of cultural values had a significant relation-

ship with social entrepreneurship intentions. While social entrepreneurship intention had a 

negative relationship with power distance, it had a positive relationship with uncertainty 

avoidance, collectivism, and long-term orientation. However, masculinity did not signifi-

cantly correlate with social entrepreneurship intention. The social entrepreneurship inten-

tion of agriculture students in Universitas Andalas was categorized as high. Both con-

structs were valid for measurement and sufficient to meet the principles of psychometrics.  
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