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Abstract.  

Social entrepreneurship represents an entrepreneurial model that combines the 

pursuit of a social mission with commercial viability. In Morocco, Generation Z, 

representing approximately 28% of the population, operates within a context 

characterized by growing interest in this entrepreneurial approach. However, the 

determinants of this interest remain underexplored, particularly regarding the influence 

of gender, formation in social entrepreneurship, and para-university experience in 

social and environmental projects. 

This study employs a hypothetico-deductive approach and proposes a conceptual 

framework analyzing the impact of these three factors on Generation Z's interest in 

social entrepreneurship. Three hypotheses were formulated: (H1) women demonstrate 

greater interest in social entrepreneurship than men; (H2) formation in 

entrepreneurship, particularly social entrepreneurship, enhances Moroccan Generation 

Z's interest in social entrepreneurship; (H3) para-university experience in social and 

environmental projects increases interest in social entrepreneurship. 

The methodology is based on stratified random sampling of students from the 

National School of Commerce and Management of Agadir, born between 1997 and 

2012. Data collection through a structured questionnaire administered to the sample is 

currently underway. Analysis will be conducted using JASP software, an open-source 

tool recognized for its diverse statistical testing capabilities and comprehensive data 

analysis functions. At this stage, this research presents the conceptual and 

methodological framework; empirical results will be presented subsequently. 

By establishing the conceptual and methodological foundation for this analysis, this 

research contributes to better understanding the factors influencing Generation Z's 

interest in social entrepreneurship. It also paves the way for future research into 

designing educational systems that cultivate a culture of social impact entrepreneurship. 

Keywords: Social entrepreneurship, Generation Z, Gender, Formation, Para-university 

experience, Entrepreneurial engagement. 
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Introduction  

Social entrepreneurship constitutes an entrepreneurial model that combines the pursuit 

of a social mission with commercial sustainability. In Morocco, Generation Z, repre-

senting approximately 28% of the population [1], operates within a context marked by 

increasing interest in this entrepreneurial model. However, the determinants of this in-

terest remain inadequately explored, particularly concerning the influence of gender, 

formation in social entrepreneurship, and para-university experience in socially and en-

vironmentally focused projects. 

The primary objective of this study is to analyze the factors that influence Moroccan 

Generation Z's interest in social entrepreneurship, specifically examining the influence 

of gender, formation, and para-university experience. This research seeks to verify the 

following hypotheses: (H1) Women demonstrate greater interest than men in social en-

trepreneurship; (H2) Formation in entrepreneurship, particularly social entrepreneur-

ship, enhances Moroccan Generation Z's interest in social entrepreneurship; (H3) Para-

university experience in socially and environmentally focused projects increases inter-

est in social entrepreneurship. 

To address this research problem, we adopt a hypothetico-deductive approach based 

on stratified random sampling of students from the National School of Commerce and 

Management of Agadir, born between 1997 and 2012. Data collection is conducted 

using a structured questionnaire administered to this sample, with analysis performed 

using statistical software that enables various statistical tests appropriate to the study's 

objectives. While this study currently focuses on presenting the conceptual and meth-

odological framework, it establishes the foundation for comprehensive empirical ex-

ploration of the determinants of interest in social entrepreneurship. 

By presenting the theoretical and methodological foundations of this research, this 

study provides valuable insights into the factors influencing young Moroccans' interest 

in social entrepreneurship. It also serves as a foundation for developing educational 

policies and support mechanisms aimed at strengthening the culture of social entrepre-

neurship within Generation Z. In this context, this research aims to enrich scientific 

discourse while encouraging concrete initiatives toward more sustainable and inclusive 

entrepreneurship. 

1 Literature review 

1.1 Social entrepreneurship 

While entrepreneurship is widely recognized for bringing growth and economic wealth 

to society, social entrepreneurship is supposed to play the same role by creating social 

wealth at a time when there are many urgent social and ecological needs [2]. Social 

entrepreneurship thus appears to be a response to contemporary social and environmen-

tal challenges, which explains its growing popularity. 

"Social entrepreneurship creates innovative solutions to immediate social problems 

and mobilizes the ideas, capacities, resources and social arrangements necessary for 
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sustainable social transformations." [3], this definition underlines the role of social en-

trepreneurship in generating innovative solutions enabling sustainable social transfor-

mations. In this sense, the social entrepreneur is defined as an agent of change in the 

social sector, characterized by their commitment to creating and maintaining a social 

mission, by their capacity to identify and exploit new opportunities in favor of this mis-

sion. As well as by their involvement in a continuous process of innovation, adaptation 

and learning, and they act with boldness, demonstrate great responsibility toward ben-

eficiaries, and obtained results [4]. 

Indeed, social entrepreneurship can be perceived as a value creation process based 

on innovative arrangement of resources in order to take advantage of opportunities 

seeking to awaken social change [5]. Social entrepreneurs are people who realize that 

there exists an opportunity to satisfy an unmet need that the State's social protection 

system cannot or will not satisfy, and who gather the necessary resources and use them 

to "make a difference," they highlight the capacity of social entrepreneurs to seize the 

opportunity to grasp a social need and realize change [6]. 

According to Ashoka1, a social entrepreneur is an individual who puts their entre-

preneurial qualities at the service of solving a societal problem on a large scale. This 

definition emphasizes the social entrepreneur as a person mobilizing their entrepreneur-

ial know-how to respond to social challenges..   

Finally, we recall the notion of unfair equilibrium employed by Roger L. Martin and 

Sally Osberg to define the social entrepreneur as an individual who identifies a stable 

but unfair equilibrium, causing the marginalization or suffering of a group, they use 

inspiration, direct action, creativity, courage and determination to establish a new and 

stable equilibrium, bringing lasting benefit for this group and for society in general [7]. 

The social entrepreneur, through their commitment and skills, improves the life of a 

disadvantaged population and benefits society as a whole. 

In summary, social entrepreneurship is defined as a social value creation process 

based on entrepreneurial practices. By mobilizing innovation, strategic vision and de-

termination, the social entrepreneur develops innovative and sustainable solutions, gen-

erating both social change and economic viability. 

1.2 Generation Z 

Generation Z is defined as the cohort born between 1997 and 2012 [8]. This generation 

exhibits several distinctive characteristics, including global connectivity and cross-cul-

tural interaction capabilities, adaptation to diverse digital environments, rapid infor-

mation consumption and production abilities, accelerated decision-making influenced 

by immediate information access, preference for flexible work arrangements, and re-

spect for cultural diversity [9]. These qualities produce a flexible, independent, innova-

tive generation prepared to leverage digital technologies for entrepreneurial ventures. 

1  Ashoka is a global organization that puts systematic change and social innovation at the heart 

of our projects to create conditions for profound transformation of society by deploying new 

ways of seeing, doing, being, and measuring. https://www.ashoka.org/fr-fr, Date of consulta-

tion: March 10, 2025. 

https://www.ashoka.org/fr-fr
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Generation Z presents a novel approach to diversity, preferring to integrate various 

identity elements with each individual constructing personal identity configurations 

based on their experiences. This explains Generation Z's flexibility regarding profes-

sional paths, as individuals incorporate personal characteristics, experiences, and con-

victions into career decisions [10]. 

Members of Generation Z are highly motivated to address negative aspects of their 

environment and demonstrate determination to implement improvements while com-

mitting to sustainability principles across all life aspects [11]. This commitment to sus-

tainability and desire for positive change can drive this generation toward social entre-

preneurial initiatives. 

Generation Z also prioritizes work-life balance, values lifelong learning, explores 

multiple career paths, and demonstrates entrepreneurial interest [12]. Larkin, Jancourt, 

and Hendrix affirm that Generation Z members seek to build personal brands and dis-

tinguish themselves from others. These traits reveal innovation-oriented thinking and 

flexibility that enables Generation Z to implement creative and innovative solutions 

[13]. 

Overall, Generation Z is characterized by global openness, technological adaptabil-

ity, and innovative thinking—values that lead them to consider flexible careers and 

demonstrate interest in social and sustainable forms of entrepreneurship. 

2 Theoretical foundation and hypotheses  

2.1 The influence of gender on interest in social entrepreneurship 

Men and women differ in both achievement-oriented traits (often termed "agentic") and 

socially and service-oriented traits (often termed "communal") [14]. Men are generally 

characterized by aggressiveness, strength, independence, and determination, while 

women are characterized by kindness, helpfulness, sympathy, and concern for others 

[15]. 

In their study on gender and helping behavior, Eagly and Crowley found that women 

are more inclined to engage in long-term helping actions [16]. Consequently, women 

tend to engage more in "social services" and "health" organizations, while men orient 

toward "sports, recreation, and culture" organizations [17]. Pilcher emphasizes that 

women concentrate in specific domains or activity sectors, particularly in "care" posi-

tions within health or education [18]. 

Regarding entrepreneurial perceptions, drawing on gender theory, Hechavarria, In-

gram, Justo, and Terjesen suggest that women entrepreneurs are more likely than male 

counterparts to emphasize social or environmental value creation [19]. Social entrepre-

neurship, which distinguishes itself from traditional entrepreneurship through its focus 

on social value creation rather than profit maximization, aligns with stereotypical char-

acteristics and expectations associated with women. Based on these elements, we for-

mulate our first hypothesis: 

• H1: Women demonstrate greater interest than men in social entrepreneurship. 
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2.2 The influence of entrepreneurship education on interest in social 

entrepreneurship 

Entrepreneurship education encompasses teaching various aspects of creating and man-

aging new enterprises through courses and practical activities that focus on providing 

knowledge and practical skills to promote entrepreneurial success [20]. 

This formation serves as a powerful lever against unemployment and poverty, con-

stituting a means to realize individual dreams of achieving financial independence, 

building prosperity, and contributing to societal well-being. It teaches students funda-

mental principles that influence behavior and attitudes, contributing to developing au-

tonomy and entrepreneurial spirit [21]. 

Research conducted by Bae, Qian, Miao, and Fiet demonstrated that entrepreneur-

ship studies positively influence students' entrepreneurial intentions [22]. Similarly, 

Mas'ud examined the influence of entrepreneurship training on Indonesian students' 

entrepreneurial interest, with results indicating that increased entrepreneurship training 

promotes enhanced entrepreneurial interest [23]. 

Furthermore, entrepreneurship education should enable students to acquire funda-

mental skills, including opportunity recognition, risk management, creativity and criti-

cal thinking development, and enterprise creation and management capabilities [24]. 

These skills are particularly important in social entrepreneurship, where innovation and 

strategic management are essential. 

While numerous studies indicate that entrepreneurial courses influence individuals' 

interest in entrepreneurship, they often focus on commercial entrepreneurship. How-

ever, Van Huynh and Minh-Hien Huynh demonstrate through their research that entre-

preneurship training positively affects Vietnamese students' interest in social entrepre-

neurship [25], supporting our second hypothesis: 

• H2: Formation in entrepreneurship, particularly social entrepreneurship, enhances 

Moroccan Generation Z's interest in social entrepreneurship. 

2.3 The influence of para-university experience on interest in social 

entrepreneurship 

The concept of para-university describes sporting, cultural, scientific, and social activ-

ities related to student life that are not part of formal study programs, although they 

may complement academic studies in certain cases [26]. These activities provide es-

sential supplements that enable students to connect university training with socio-pro-

fessional contexts, becoming operational and competent actors capable of successfully 

executing future projects across diverse career paths [27]. 

Several researchers have highlighted the key role of previous experiences in devel-

oping interest in social entrepreneurship. Previous experiences contribute significantly 

to entrepreneurial skill development, particularly regarding business management 

knowledge acquisition, market opportunity identification, social network improvement, 

and social entrepreneurship interest stimulation [28]. 

Previous experience provides knowledge and capabilities for solving social prob-

lems, increasing social entrepreneurship aspirations by generating entrepreneurial self-
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efficacy and perceived social support [29]. The ability of social entrepreneurs to recog-

nize and understand societal needs is influenced by previous experiences, which are 

determining factors for entrepreneurial opportunity identification [30]. 

Specific experiences, such as association membership, participation in environmen-

tal or social projects, or international travel, can serve as triggers by raising individual 

awareness of social issues and strengthening willingness to act [31]. Through partici-

pation in para-university activities, particularly in social and environmental fields, in-

dividuals can develop significant interest in social entrepreneurship. Therefore, we for-

mulate our third hypothesis: 

• H3: Para-university experience in socially and environmentally focused projects in-

creases interest in social entrepreneurship. 

3 Methods  

Our research population comprises students from the National School of Commerce 

and Management of Agadir, born between 1997 and 2012. The population includes 

2,768 students: 1,712 females and 1,056 males. To ensure sample representativeness, 

stratified random sampling will be applied, using gender as the stratification variable. 

Sample size was determined using Cochran's formula [32], which estimates optimal 

samples for infinite populations. We adjusted this formula for finite populations to op-

timize sample representativeness while guaranteeing adequate statistical precision [33, 

34]. 

n0= 
𝑍2.𝑝.(1−𝑃)

𝑒2  

Where: 

Z=1.96 corresponds to the 95% confidence threshold. 

P= 0.5 is a prudent proportion maximizing the variance. 

e=0.05 is the tolerated margin of error. 

The calculation yielded an initial sample size of 384 individuals, subsequently ad-

justed for finite population size (N = 2,768) using the following formula: 

n= 
𝑛0

1+
𝑛0−1

𝑁

 

This produces a final sample size of 338 students distributed proportionally between 

1,712 females (61.87%) and 1,056 males (38.13%), resulting in 209 females and 129 

males. 

Data collection employs a structured questionnaire administered to students. Data 

analysis will be performed using JASP software, a recognized open-source tool ena-

bling various statistical tests appropriate to study objectives. 
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4 Results and discussion  

In the absence of empirical results at this stage, this section presents an analysis of 

hypotheses formulated concerning the potential influence of gender, formation, and 

para-university experience on Moroccan Generation Z's interest in social entrepreneur-

ship. 

Hypothesis H1 suggests that women demonstrate greater interest in social entrepre-

neurship than men due to their increased sensitivity to social and environmental issues. 

Hypothesis H2 postulates that formation in entrepreneurship, particularly social entre-

preneurship, encourages Generation Z to develop stronger interest in this entrepreneur-

ial mode by providing theoretical and practical knowledge necessary for creating so-

cially impactful projects. Finally, according to hypothesis H3, para-university experi-

ence in social or environmental projects generates increased interest in social entrepre-

neurship by offering students concrete immersion in this field and enhanced under-

standing of associated challenges and opportunities. 

The conceptual model provides an overview of how gender, entrepreneurship for-

mation, and para-university experiences influence Moroccan Generation Z's interest in 

social entrepreneurship. 

 

Fig. 1. The conceptual model of the study 

The empirical results, once available, will allow for validating or refuting these hypoth-

eses and opening new research avenues on the means of strengthening Generation Z's 

interest in social entrepreneurship, particularly through training and para-university ex-

perience. 
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