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MANAGEMENT | RESEARCH ARTICLE

The role of religion and social capital on 
entrepreneurship self-efficacy and motivation 
among students in Indonesia
Junaidi Junaidi1*, Suhardi M. Anwar2 and Sahrir Sahrir1

Abstract:  The number on unemployment among developing countries need to be 
solution among education stakeholders. Some scholar offered some solutions; 
however, religion and social capital is still need to confirm on social and business 
context among students. This research investigates how religiosity influences stu-
dents structural, cognitive, and relational social capital, which subsequently influ-
ences entrepreneurship self-efficacy and entrepreneurship motivation. The sample 
consists of 825 participants were invited in this study. Structural equation modelling 
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(SEM) was used to examine the research hypotheses. Religion has a positive role in 
influencing students social capital. The association between religiosity and students 
entrepreneurship self-efficacy and entrepreneurship motivation is also partially 
mediated by structural, cognitive, and relational social social capital. Only 
Indonesian Muslim students were included in this study. Future research is there-
fore required to examine cross-regional, cultural, demographic, and religious fac-
tors. Education stakeholders must develop students spirituality and social capital to 
foster fruitful engagement and communication. They must also educate from both 
a business and academic standpoint. The social capital and social cognitive theories 
are strengthened by this study.

Subjects: Cognitive Psychology; Economic Psychology; Psychological Science; Business, 
Management and Accounting; Education - Social Sciences 

Keywords: religiosity; social capital; entrepreneurship; students

1. Introduction
Studies on entrepreneurship and religion have gained momentum since 2007, yet remain a niche 
topic and still need to be featured in highly ranked scientific journals (Block et al., 2020). An 
increasingly prominent dimension of income inequality, unemployment, and poverty globally 
among people of different ages, educational, social, and regional backgrounds could potentially 
spark social crashes and problems (ADB, 2022). It commonly occurs among developing countries 
on the Asian, African, and Eastern European continents (Parboteeah et al., 2015; Rehan et al.,  
2019). For instance, in 2022, the unemployment rate in ASIAN countries is predicted to be around 
5–7% of the population, Latin America, 6–10%, and the African continent, more than 15%. 
Interestingly, some European countries, such as France, Finland, Italy, Spain, Sweden, and 
Portugal, have faced the same problem where more than 6% of the population is jobless and 
14% is Z-Generation (International Monetary Fund, 2023).

The entrepreneurship programme and course among students have been applied as the best 
solution in China and India (ILO, 2022). However, that programme is still confirmed within and 
across the regions. For instance, entrepreneurs in some regions, such as Gulf Cooperation Council 
(GCC) countries, are dominated by senior citizens and relatively few youth entrepreneurs; hence, 
the government and education stakeholders need to rearrange the learning curriculum on entre-
preneurship self-efficacy and motivation for entrepreneurship (Krafft & Rizk, 2021; Siswanto, 2023). 
This argument is supported by Soomro and Shah (2021) and Van Buren et al. (2020), who 
suggested that young people aged 15–24 need more concern for entrepreneurship Because the 
Z-Generation significantly contributes to socioeconomic development. Specifically, among stu-
dents in universities (Bekomson & Ntamu, 2019; Mahfud et al., 2020).

In 2022, Indonesia have a specific case where only 3.10% of the population are entrepreneurs 
and 5.3% of the population is unemployed (IMF, 2023). This fact is less relevant compared to other 
ASEAN nations such as Malaysia, Thailand, and Singapore, which have a population of more than 
5% entrepreneurs. Interestingly, 12% of the unemployed in Indonesia are youth who hold diplo-
mas, and this rate is a significant increase from 2018, where 7.92% of unemployment was 
university graduates (Mahfud et al., 2020). Therefore, universities and the government need to 
be concerned about boosting the students’ ability to be entrepreneurs and elaborate on factors 
such as education background, culture, family support, and religion that are crucial to shifting 
students minds to developing their own businesses from a worker’ orientation. Indonesia is 
a country with a majority Muslim population that has adopted religious values as a source of 
social life and encourages the entrepreneurial self-efficacy and motivation of Muslim students 
(Anggadwita et al., 2021; Saoula et al., 2023; Siswanto, 2023), and it eventually requires further 
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exploration of some gaps, such as the recommendations by Block et al. (2020) and Urban et al. 
(2022), who revealed that the researchers need to investigate the correlation between religiosity 
and entrepreneurship.

The beneficial impact of social capital on economic and social outcomes leads to enhanced 
people’s well-being (Majeed, 2019; Putnam & Campbell, 2010). It embraces people across genera-
tions to engage with religion (either through holding religious beliefs or identities or participating in 
religious activity), which becomes a source of entrepreneurship self-efficacy and motivation (Deller 
et al., 2018; Farmaki et al., 2020). For example, religion enforces social business with regard to 
culture and region (Van Buren et al., 2020). According to Kaakeh et al. (2020) and Majeed (2019), 
the followers of Islam and Jainism have a higher entrepreneurial tendency than those of other 
religions. Similarly, Abdel-Khalek and Lester (2017), Farmaki et al. (2020), and Farooqi (2006) 
demonstrated that the Islamic religion and social capital influence the entrepreneurial motivation 
of young Muslims in some regions. It implies that people who are concerned with their religious 
commandments are more likely to realise their ideal of independence at work through social 
capital dimensions such as social communication, interaction, knowledge exchange, and trust 
(Steinmo & Rasmussen, 2018; Suryadi et al., 2023; Yuliarmi et al., 2020). However, the literature 
shows the different results of social capital roles (Sorenson & Milbrandt, 2022). In addition, religion 
can also be considered a factor that creates networks at the microlevel among Millennials’ (Fox 
et al., 2021) and social capital, potentially addressing the relationship between religiosity as 
a source of student entrepreneurship self-efficacy and motivation.

The goal of this study is to fill in this gap by addressing the following research questions and 
enhancing their comprehension of how religion is now being practised: Does religion have a good 
impact on the Z-Generation’s social capital? Is social capital useful in moderating the relationship 
between religion and entrepreneurship? By studying the relationship between religion and social 
capital as well as how religion and social capital enhance students’ entrepreneurial self-efficacy 
and motivation.

2. Literature review

2.1. Indonesia’ Muslim student entrepreneurship
Entrepreneurship is defined as an attempt at new business or venture creation, such as self- 
employment, a new business organisation, or the expansion of an existing business, by an 
individual or team members (Henley, 2017). Entrepreneurship also serves as an alternative way 
to earn higher incomes to improve their living standards (McIntyre et al., 2023). Majeed (2019) and 
Pansuwong et al. (2023) noted that the intention to start a business could be motivated by 
religious reasons, sincerity, and worship of God. In particular, Islam is a religion that also 
encourages entrepreneurial activities (Rehan et al., 2019; Wibowo et al., 2022). It is used as 
a tool to reduce poverty and social problems in developing countries (Deller et al., 2018; Hassan 
et al., 2021 (Urban et al., 2022).; Entrepreneurship consists of the identification, evaluation, and 
exploitation of opportunities. Furthermore, entrepreneurship has an essential role in fighting 
poverty and unemployment by developing a sense of commitment to helping others (Block 
et al., 2020).

Some government programmes have motivated students to conduct entrepreneurship with an 
embedded social drive as a catalyst for social change (Alcorta et al., 2020). Additionally, they 
discovered that students in Indonesia with religious principles have higher positive attitudes 
towards entrepreneurship than students from other groups. As the largest Muslim population 
globally, Indonesians live indispensable lives with their beliefs and religion (Farmaki et al., 2020; 
Junaidi et al., 2023). Therefore, stakeholders need to facilitate students’ entrepreneurial motiva-
tion based on their beliefs. It is a crucial breakthrough for entrepreneurship activities to promote 
students’ innovation and competitiveness (Siswanto, 2023). In addition, it is anticipated that 
Indonesian universities need to act as catalysts for Muslim youth’s desire to launch businesses. 
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Boohene et al. (2020) and Giacomin et al. (2022) stated that religion creates a framework of 
implicit and explicit values in people’s lives and promotes certain types of individual behaviour, 
career choices, and intentions to be entrepreneurs. Bekomson and Ntamu (2019) and Gursoy et al. 
(2017) also emphasised that religiosity plays a vital role in shaping individual entrepreneurial self- 
efficacy and entrepreneurial motivation (See Figure 1).

2.2. Religion
Today, religion has been introduced to social capital and entrepreneurship studies (Parboteeah 
et al., 2015). Religion also promotes values within and across societies. In turn, these values shape 
attitudes towards religion and social capital for entrepreneurship (Majeed, 2019). However, religion 
can also be considered a factor that creates networks at the macro and micro levels through 
universal value worldwide and has a vital role in influencing economic outcomes (Parboteeah 
et al., 2015). Alhouti et al. (2015) defined religiosity as the level of an individual’s belief in the 
interference of God in their life. Some communities recognise that religion provides formal and 
informal networking through shared values or beliefs, trust, and social norms. In other words, 
religious activity provides opportunities for individuals to improve social networks, obtain informa-
tion and knowledge, and develop skills that can be used to achieve personal and community goals 
(Putnam, 2000). Furthermore, religion has a positive and significant effect on social capital (Suryadi 
et al., 2023). Religiosity also becomes a foundation for developing individual entrepreneurial 
behaviour (Gursoy et al., 2017; Smidt, 2003).

Religion facilitates social capital by sparking tolerance in a society. For instance, religion has 
a positive and significant effect on communities’ social capital in the US (Deller et al., 2018) and UK 
(Fox et al., 2021). Specifically, Achilov (2013) argues that Islamic values and social capital may 
influence people’s attitudes and views. It means that business networks and social entrepreneurs 
need to develop communication and interaction networks based on religious rules that have 
a correlation to social and economic activities (Anggadwita et al., 2021). Islamic law provides 
clear guidelines with a combination of materialism and spiritualism in accordance with the Al- 
Quran and Sunnah of Prophet Muhammad (peace be upon him) (Chapra, 1992). It is significant to 
emphasise that the socio-economic system based on religious principles and social capital plays 
an important role in influencing people’s minds and views (Farooqi, 2006; Hassan et al., 2021; 
Majeed, 2019).

2.3. Social capital
Bourdieu (1985) defines social capital as the ability of an individual to obtain value and benefit 
from a social network. Furthermore, Coleman (1988) expands this concept to individual and 
community outcomes, including networks, norms, social trust, and civic engagement, to enhance 
community prospects and well-being (Putnam, 2000). Commonly, the low level of social capital 
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causes economic and social problems (Alcorta et al., 2020), which means that social transforma-
tion has a strong correlation to the density of social ties to achieve individual and collective goals 
(Shin, 2021). Furthermore, social capital may rebuild and strengthen social cohesion, especially in 
developing countries (Woolcock & Narayan, 2000). As a theoretical concept, social capital has two 
famous dimensions, namely economics and sociology. Bourdieu (1985) and Portes (1998) argue 
that social capital facilitates social relationships and collective action for mutual benefit through 
social norms and networks. It allows people to access valuable resources. Hence, this concept has 
also become a guideline among policymakers globally. In an economic context, social capital has 
three important concepts: community cohesion, reciprocity, and trust (Portes, 1998). Those dimen-
sions enhance collaboration and social development, including environmental education through 
community integration programmes. Hence, it may foster youth well-being and facilitate society’s 
development through entrepreneurship (Boohene et al., 2020; Urban et al., 2022). Hidalgo et al. 
(2022), and Sorenson and Milbrandt (2022) found that the level of social capital has a positive and 
significant effect on business success. Furthermore, in some Muslim regions, social capital plays an 
important role in influencing people’s business activities, as well as entrepreneurship self-efficacy 
and entrepreneurship motivation (Siswanto, 2023; Suryadi et al., 2023).

3. Hypotheses development

3.1. The relationship between religiosity and students structural social capital
Structural social capital refers to a social system that provides social networks and opportunities 
for community members, including students, to embody the strength of social relationships 
through communication and interaction within and across groups (Choi & Chang, 2023; Junaidi 
et al., 2020; Muliadi et al., 2022). It possibly enhances intimacy among students and community 
members (Barberá-Tomás et al., 2019). Students need to develop network ties as conduits for 
information and resource flows, which affect the access of parties to exchange resources (Crowley 
& Barlow, 2022; Junaidi et al., 2020). First, network ties facilitate social interaction between 
members and reduce the amount of time and effort required to access information, thus leading 
to greater intensity, frequency, and breadth of knowledge exchange (Kumar et al., 2022). Second, 
regarding reciprocal social expectations, individuals who have built strong network ties as religion 
principles (Linando et al., 2023; Suryadi et al., 2023). Thereby, buffering the heightened emotions 
through religion could also stimulate students structural social capital (Steinmo & Rasmussen,  
2018; Yeşil & Doğan, 2019). Students are more probable to share concepts and possessions with 
individuals due to personal relationships, provide dependability, and ensure valuable information. 
In addition to religious activities, there is a link between emotional and rational values with regard 
to a heightened sense of God. Previous research has revealed that religion plays an important role 
in enhancing personal and community members capacities to become entrepreneurs and recog-
nise information, knowledge, and community empowerment (Achilov, 2013; Boohene et al., 2020). 

H1: Religiosity has a positive effect on students’ structural social capital.

3.2. The relationship between religiosity and students’ relational social capital
In some regions, social capital has become a social normative norm and identity (Boohene et al.,  
2020; Hidalgo et al., 2022). It also strengthens social interpersonal interactions to provide advan-
tageous ties among community members (Sengupta & Sarkar, 2012; Smidt, 2003). It also symbo-
lises the kind of connection that develops between the parties in light of humanistic principles like 
courtesy, friendliness, reciprocity, and respect. This relationship forms the social context in which 
all economic actions of the university take place (Amini Sedeh et al., 2021; Coleman, 1988). For 
instance, conflict can arise in relationships and networks as a result of many cultures and religions. 
Students frequent interactions over time are viewed as a crucial component of building relational 
capital in the interorganizational setting (Junaidi et al., 2020; Lee et al., 2019; Muliadi et al., 2022). 
Religion describes a clear set of rules for how people communicate and interact, as permitted and 
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prohibited rules. These connections are crucial for developing common standards and values. For 
example, it can result in cultural conformity and compliance among groups, creating 
a homogeneous network that thereby pursues network members to improve adaptation and 
innovation (Junaidi et al., 2023; Portes, 1998). 

H2: Religiosity has a positive on students’ relational social capital.

3.3. Religiosity and students’ cognitive social capital
Cognitive social capital refers to personal capacity and creativity, which are indispensable to 
regional culture (Coleman, 1988; Portes, 1998). It can help develop and strengthen mutual under-
standing and the exchange of ideas among students (Junaidi et al., 2020). This allows students’ 
and universities to build a common perspective, understanding, and interpretation to develop an 
entrepreneurship curriculum (Yuliarmi et al., 2020). Students’ who have the same view are gen-
erally better positioned to be strategic partners and have a broader and deeper exchange of 
information and knowledge (Urban et al., 2022; Zhao et al., 2005). Additionally, Putnam (2000) 
highlighted that when individuals communicate with one another as a group, they are able to 
create a shared vision and set of goals for the community. In addition, Coleman (1988) has 
asserted that personal skills as well as confidence in communication and interaction can help 
promote integration among students. Preliminary studies concluded that community and organi-
sation in religion play an important role in influencing students’ minds about business and 
competitive advantage, making them more likely to develop skills (McIntyre et al., 2023; Putnam,  
2000). The views of students’ regarding religious principles play an important role in influencing 
the spirit of entrepreneurship and social empowerment (Ahmed et al., 2020). Students’ who are 
positive about entrepreneurship strongly believe that it is more important than materialism. 

H3: Religiosity has a positive effect on students’ cognitive social capital.

3.4. Structural social capital and students’ entrepreneurship
In a social context, structural social capital represents respect and gratitude for the exchange of 
information and knowledge among friends, communities, and networks (Bourdieu, 1985; Putnam,  
2000). The success of a business hinges on how easily entrepreneurs can access capital and 
market resources. How to access markets and information plays an important role in enhancing 
students entrepreneurial self-efficacy and motivation (Ahmed et al., 2020; Giacomin et al., 2022; 
Gursoy et al., 2017). Invariably, structural social capital is a resource to enhance personal and firm 
performance in business (Junaidi et al., 2020; Suryadi et al., 2023), where good relationships with 
individuals can be used to improve personal and firm competitiveness (Fox et al., 2021; Muliadi 
et al., 2022). It has a strong correlation with encouraging youth to become entrepreneurs. 
Entrepreneurial motivation is the driving force and reason that guides individuals to start 
a business (Farooqi, 2006) and also affects entrepreneurial intention (Fox et al., 2021). In the 
entrepreneurial context, it is an individual’s belief in the ability to perform tasks and roles to 
achieve certain entrepreneurial outcomes and engage in entrepreneurial behaviour (Rajabi et al.,  
2018; Siswanto, 2023). Ahmed et al. (2020) argued that students structural social capital has 
a positive and significant effect on entrepreneurial self-efficacy and entrepreneurial motivation 
(Siswanto, 2023). It also has a strong correlation with developing network ties and helping 
students’ decision-making to be independent in work through entrepreneurship self-efficacy and 
motivation (Majeed, 2019; Pansuwong et al., 2023; Sengupta & Sarkar, 2012; Sorenson & Milbrandt,  
2022). 

H4: Structural social capital has a positive effect to students relational social capital.
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H5: Structural social capital has a positive effect to students cognitive social capital.

H6: Structural social capital has a positive effect to students entrepreneurship self-efficacy.

H7. Structural social capital has a positive effect to students entrepreneurship motivation.

3.5. Relational social capital and students entrepreneurship
Community members exchange information for a several motives, including to identify career 
opportunities. This pattern to discover and solve social problems through relational social capital 
(Ahmed et al., 2020; Junaidi et al., 2020). As a result, relational social capital as a form of trust 
influences students entrepreneurship self-efficacy and entrepreneurship motivation (Amini Sedeh 
et al., 2021; Soomro & Shah, 2021, Urban et al., 2022; Zhao et al., 2005). The availability of 
trustworthy, beneficial, and relevant information is essential for the student community (Farmaki 
et al., 2020). Social connection among students encourages productive collaboration (Solesvik,  
2013; Yeşil & Doğan, 2019; Zhao et al., 2005). People who follow a religion where an entrepreneur 
serves as a role model should be more likely to run their own businesses. In the context of 
empirical studies in India, Muslims are more likely to pursue entrepreneurial activities, so they 
have a greater possibility of entrepreneurship than Hindus (Kumar et al., 2022). Given its history of 
being propagated by traders and business people, Islam can be seen as motivated Muslim to 
become an entrepreneurial. Islamic business encourages people to emulate the Prophet 
Muhammad SAW by incorporating religious principles into their daily operations. The prevalence 
of entrepreneurship in Islam may be related to entrepreneurial motivation. Kaakeh et al. (2020) 
and Siswanto (2023) found that Islam plays a significant role in entrepreneurial motivation. 
Additionally, Van Buren et al. (2020) suggested that religiosity affects motivation for starting 
a business through the relational social capital dimension. 

H8: Relational social capital has a positive effect on students entrepreneurship self-efficacy.

H9: Relational social capital has a positive effect on students entrepreneurship motivation.

3.6. Cognitive social capital and students entrepreneurship
Entrepreneurship requires a high level of behaviour, skill, and capacity as the foundation for 
competitive advantage (Ahmed et al., 2020). The smartness of an entrepreneur candidate is not 
only on a cognitive level but also spiritually (Rehan et al., 2019). It has a strong correlation to the 
decision-making process in the business field (Suryadi et al., 2023). The influence of religion on 
Muslim students entrepreneurial self-efficacy and motivation through cognitive social capital must 
therefore be critically examined, along with other essential topics, because business mechanisms 
using the dimensions of structures and technology are provided by cognitive social capital 
(Coleman, 1988; Suryadi et al., 2023). Students’ engagement during the learning process is 
influenced by their share of vision (Junaidi et al., 2020). Additionally, it fosters students’ collabora-
tion and performance through their shared ideas to strengthen community connections (Abdel- 
Khalek & Lester, 2017). Therefore, the use of a shared idea and vision motivates participants to 
become more proactive in exchanging information and knowledge, which subsequently enhances 
students motivation to become entrepreneurs, to get together, to take cooperative actions, and to 
reciprocate actions (Hidalgo et al., 2022; Kumar et al., 2022). It also facilitates the establishment of 
common goals and appropriate ways of communicating within a social system in community and 
organisation (Lee et al., 2019). As a result, the importance of shared knowledge, experiences, and 
beliefs among students is highlighted by cognitive social capital.

Entrepreneurial motivation is the variety of motives that drive an individual’s entrepreneurial 
action. Theoretically, entrepreneurial motivation refers to pursuing opportunities in certain indus-
tries to achieve a goal (Siswanto, 2023). The choice to engage in entrepreneurial behaviour is 
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significantly influenced by sociocultural and contextual factors. The degree of religion is one of 
these factors. A person’s level of religiosity is a key factor in determining their capacity for 
decision-making. By encouraging more autonomous entrepreneurial activity, it promotes economic 
progress. The Prophet Muhammad’s success as a businessman regularly serves as an inspiration 
for entrepreneurs in Indonesia, where Muslims make up the majority of the population. The 
commercial and entrepreneurial aspirations of Muslims in Persia and India are closely tied to the 
spread of Islam to Indonesia. Islamic values can increase the entrepreneurial intention of Muslim 
students in Indonesia (Wibowo et al., 2022). Furthermore, Yuliarmi et al. (2020) argued that 
religiosity significantly positively affects the entrepreneurial intentions of students in Indonesia. 
They emphasised the complexities of religion while valuing harmony, cooperation, and the free 
flow of ideas among Indonesians, which facilitates the development of cognitive social capital. 

H10: Cognitive social capital has a positive effect on students relational social capital.

H11: Cognitive social capital has a positive effect on students entrepreneurship self-efficacy.

H12: Cognitive social capital has a positive effect on students entrepreneurship motivation.

3.7. Entrepreneurial self-efficacy and motivation
The social cognitive theory is used to develop the entrepreneurial self-efficacy, which is then 
accepted as a potent predictor of individual behaviour (Bandura, 2012). Individuals with high self- 
efficacy beliefs tend to have a high level of confidence in their performance and to work actively to 
achieve their goals (Bandura, 2012). Furthermore, self-efficacy becomes an outcome and a source 
of evaluation and control perception with regard to a target attitude and behaviour. Self-efficacy is 
defined as personal belief and the ability to activate motivation and independence (Tumasjan & 
Braun, 2012). It also has a correlation with work performance. It includes how to achieve success 
and maintain cognition during the study and business processes. The self-efficacy dimension also 
includes individual risk control and task assessment. Hence, self-efficacy potentially influences 
entrepreneurial motivation (Rajabi et al., 2018). People who are business-oriented, self- 
determining, and believe in their ability to build businesses are more concerned with entrepreneur-
ship learning and mechanisms (Saoula et al., 2023). Entrepreneurship education aims to foster the 
right set of strategies to launch independent businesses through the learning process (Hassan 
et al., 2021; Henley, 2017). Consequently, entrepreneurial self-efficacy is an antecedent of entre-
preneurial motivation (Siswanto, 2023). 

H13 Self-Efficacy has a positive effect on students entrepreneurship motivation.

4. Methodology

4.1. Questionnaire design
Muslim university students from Indonesia are the study’s participants, as determined by an offline 
survey that lasted from May 1 to 30 June 2023. Before the formal test, pre-test and pilot tests were 
used to validate the survey’s final wording. The participants were requested to fill out the survey by 
coming to the school directly. However, a formal correspondence has been established between 
the authors and the university office to make sure of the participant and study. In order to boost 
response rates, participants were required to complete surveys, gifts offered as incentives to 
increase the response rate. This questionnaire’s measurement items have been changed to better 
suit the study’s objectives. The measuring item’’ phrasing is examined by a qualified English- 
Indonesian translator. This study conducts three separate rounds of word revision based on the 
context for the pretest given to Indonesian students. To ensure that they completely get the 
Indonesian context, these wordings are changed during face-to-face interactions with 
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participants. To confirm the final wordings for the formal survey, this study then does a pilot test of 
the measuring items and constructs. Before conducting a formal survey, this study used a pilot test 
to assess the reliability analysis, convergent validity, and discriminant validity using the specified 
criteria (See Table 2).

Several controls and filters were anonymized, and a random concept was used to assure the 
survey’s validity and prevent bias. The filter questions were used to make sure that respondents 
met the two requirements for participation in the poll, which were that they must be enrolled in 
school and have completed an entrepreneurial course. Data were collected from four Indonesia’s 
Islands, such as Java, Sumatera, Kalimantan, and Sulawesi. This study also applied common 
method variance (CMV) to reduce potential bias issues associated with providing the questionnaire 
anonymously, and measurement items were randomly arranged (Podsakoff et al., 2003). The 
structural equation model (SEM) was additionally used to examine the correlation of research 
constructs using AMOS and SPSS software.

4.2. Measures
A measurement tool for students’ religiosity, comprising six instruments, including the students’ 
statements about the existence of Good and also recognising that entrepreneurs have 
a correlation to their beliefs, was adapted from Junaidi et al. (2023). Structural social capital has 
five indicators and refers to students’ capacity and confidence in entrepreneurship, as well as their 
ability to exchange information and knowledge. Cognitive social capital is the extent to which 
students exchange resources and social value among themselves. Furthermore, relational social 
capital, such as honesty, care, and empathy. The social capital construct was adopted from Farooqi 
(2006) and Sengupta and Sarkar (2012). Students’ entrepreneurship self-efficacy adopted from 
Zhao et al. (2005), and entrepreneurship motivation refers to Solesvik (2013) and which comprise 
five instruments, respectively (See Table 3).

5. Results

5.1. Participant demographic
Table 1 provides specifics regarding the participant’s sociodemographic characteristics. Overall, 
there were 51.2% more males than women who responded, with 48.8% of women. In addition, 
participants under the age of 18 is the largest percentage of the sample (37.2%), followed by those 
between the ages of 19 and 23 (36.1%). Furthermore, the majority of the participants have lived on 
Sulawesi Island (34.2%), followed by Java Island (24.5%) and the lowest other location (11.5%). 
Using Harman’s single-factor test, this study also recommended post-detection strategies for the 
common latent factor (CLF). As a result, nonresponse bias shouldn’t be an issue. The new study 
also adopted a two-step process that incorporated confirmatory factor analysis (CFA) and struc-
tural equation modelling (SEM) to evaluate causal links between variables and research hypoth-
eses, as suggested by Hair et al. (2019).

5.2. Measurement model
The CFA model reproduces the covariance matrix of the observed variables. In addition, each item 
was larger than the criteria, indicating good reliability for all measurement items (Table 3) (Hair 
et al., 2019).

5.3. Structural model
This study offers empirical proof that religion has a significant and positive influence on students 
structural social capital (γ11 = 0.531, p < 0.001), relational social capital (γ31 = 0.167, p < 0.01), and 
cognitive social capital (γ21 = 0.499, p < 0.001), supporting H1, H2 and H3. Furthermore, structural 
social capital also has a positive effect on relational social capital (β31 = 0.252, p < 0.001) and 
cognitive social capital (β21 = 0.374, p < 0.001), H4 and H5 are supported. Additionally, relational 
social capital has a positive impact on students entrepreneurship self-efficacy and motivation (β41  

= 0.072, p > 0.005; β51 = 0.006, p > 0.05). Hence, H6 and H7 are unsupported. Interestingly, 
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a different result was shown by relational social capital, which plays an important role in students’ 
entrepreneurship self-efficacy (β43 = 0.111, p < 0.05) and does not have a positive effect (β53 =  
0.102, p > 0.005). Hence, H8 is supported and H9 is unsupported. This study confirmed cognitive 
social capital has less effect on relational social capital (β32 = 0.297, p < 0.05), it means H10 is 
supported. Compared to structural and relational social capital, the cognitive social capital dimen-
sion has a positive and significant effect on students entrepreneurship self-efficacy and motivation 
(β42 = 0.746, p < 0.05; β52 = 0.589, p > 0.001). Hence, H11 and H12 are supported. This study also 
confirmed that entrepreneurship self-efficacy has a crucial role in influencing students entrepre-
neurship motivation (β54 = 0.338, p < 0.05) to support H13 (Figure 2 and Table 4). Table 5 provides 
mediator variables roles with regard to the bootstrapping method and nonparametric statistical 
procedure to calculate mediation effects on mediator variables, citing Hayes (2018).

6. Discussion

6.1. Key findings
This study found that religion positively and significantly influences the structural, cognitive, and 
relational social capital. It is critical and relevant for the region, which has a critical unemployment 
rate. The students belief the existence of God (Allah), goal to give value to others, and also student 
awareness to become an entrepreneur is addressed by religiosity plays an important role to 
develop structural social capital with regard to skill in communication, exchange information 
and knowledge, as well as confidence to become an entrepreneur. Moreover, religiosity also play 
important role to bridge students cognitive social capital in order active in social activities, develop 
skill in information technology development, creativity and competitive advantage in business. The 
most important, the religiosity level in line with trust to build relationship. Trust is the most 
important part in business, where suppliers and consumers loyalty depend on the entrepreneur 
credibility. Its relational social capital dimension in business. Therefore, this finding is consistent 
with the preliminary studies carried out by Junaidi et al. (2020), Sengupta and Sarkar (2012), and 
Suryadi et al. (2023), which stated that personal belief in God and frequent prayers play an 
important role in enhancing structural social capital. It also confirmed that religion and structural 
social capital are indispensable (Deller et al., 2018). Besides, this finding is also consistent with the 
studies carried out by Junaidi et al. (2023), Linando et al. (2023), and McIntyre et al. (2023), which 
reported that religiosity has a positive effect on youth generation attitudes and behaviours. 
Similarly, enlightening students by incorporating Islamic principles into education and interaction 
tends to strengthen students’ capacity and confidence in business. This implies that parents and 

Table 1. Respondent demographics
Demographic Items Frequency Percentage (%)
Gender

Male 422 51.2

Female 403 48.8

Age

Under 18 years old 307 37.2

19~23 years old 297 36.1

Over 23 years old 221 26.7

Origin

Sulawesi 282 34.2

Java 198 24.1

Sumatera 135 16.4

Kalimantan 115 13.8

Others 98 11.5
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Table 3. Measurement results
Variables 
Item Scales

Factor 
Loadings

α CR AVE

Religiosity 0.776 0.889 0.572

RL1: The existence of 
Allah has a great 
meaning for me

0.712

RL2: I become a useful 
human being due to Allah

0.789

RL3: I realized that being 
an entrepreneur is 
a religious 
commandment

0.788

RL4: I feel that being an 
entrepreneur can lead me 
closer to Allah SWT

0.794

RL5: I know that religion 
mention blessings in the 
trading

0.699

RL6: I know that the 
religion explains a lawful 
for business

0.752

Structural Social Capital 0.873 0.825 0.588

SS1: I have a capacity in 
communication

0.589

SS2: I always share 
information and 
knowledge to other

0.711

SS3: I recognize 
information and 
knowledge possess by 
other.

0.768

SS4: I have capacity to 
share information and 
knowledge

0.783

SS5: I have a capacity in 
entrepreneurship

0.622

Cognitive Social Capital 0.763 0.789 0.523

CS1: I have capacity to 
enhance social value 
through entrepreneurship

0.693

CS2: I able to differentiate 
business and personal 
transactions

0.648

CS3: I able to use 
technology and social 
media in business 
activities

0.645

CS4: I have capacity to 
increase competitive 
advantage

0.616

CS5: Creativity and 
innovativeness are 
important in 
entrepreneurship

0.667

(Continued)
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Variables 
Item Scales

Factor 
Loadings

α CR AVE

Relational Social Capital 0.819 0.846 0.530

RC1: Generally, the people 
here are honest and we 
can trust them.

0.631

RC2: Most people only 
care of their welfare.

0.653

RC3: If I need help, most 
people here are willing to 
help you.

0.771

RC4: The relationship 
between my friends and 
I is characterized by high 
reciprocity. 
RC5: The relationship 
between my friends and 
I is characterized by 
personal relationship.

0.801 
0.841

Entrepreneurship Self- 
Efficacy

0.785 0.866 0.598

SE1: I believe that I can 
identify new business 
opportunities 
successfully.

0.685

SE2: I believe I can 
become an entrepreneur 
successfully.

0.788

SE3: I believe I can think 
and work creatively.

0.747

SE4: My philosophy 
become a guide me to an 
entrepreneur. 
SE5: I have commitment 
to creating social value. 
SE6: I am ready to do 
anything to be 
entrepreneurship

0.760 
0.775 
0.821

Entrepreneurship 
Motivation

0.817 0.889 0.649

SM1: I obtain 
achievement of work 
targets.

0.845

SM2: I do with integrity 
and honesty in work 
place.

0.882

SM3: I got spirit of 
achievement in work 
place.

0.778

SM4: I am satisfied with 
my office system.

0.690

SM7: I am satisfied with 
the promotional 
opportunities.

0.692

Fit statistics (N = 825) 
χ2/df = 3.535, Goodness-of-Fit Index (GFI) = 0.895, Nonnormed fit index (NFI) = 0.927, Comparative Fit Index (CFI) = 
0.926, Incremental fit index (IFI) = 0.926, and Root Mean Square Error of Approximation (RMSEA) = 0.053 
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university leaders need to pursue students who are more active in religious activities and events 
because it plays an important role in developing their character.

The three social capital dimensions are one of the unities in the framework of social capital, 
according to this study. For instance, the ability of students to exchange knowledge and informa-
tion has important and advantageous effects on their cognitive and social capital, including how 
well they are concerned with adaptability and innovation in the development of technology and 
social concern, as well as social networking sites. Despite its lesser role, cognitive social capital also 
plays an important role in students views on trust and relationship characteristics. Particularly, the 
results demonstrate that when they maintain positive communication and contact, Indonesian 
students have a high level of trust. It also confirms that using social capital effectively can boost 
students self-confidence in business. Moreover, the findings confirmed prior studies that revealed 
that structural social capital has a crucial role in enhancing community value through capacity and 
positive motives (Junaidi et al., 2020; Lee et al., 2019; Suryadi et al., 2023). This result is in line with 
other scholars, who revealed that university students’ collaboration (relational social capital) may 
be facilitated by structural and cognitive social capital (Junaidi et al., 2020; Steinmo & Rasmussen,  
2018).

In the entrepreneurship field, structural social capital has a smaller role in influencing students 
views and abilities to develop their own businesses, as well as its effect on students decisions 
about whether to become entrepreneurs or workers. It is opposite to preliminary studies by Choi 
and Chang (2023) and Yuliarmi et al. (2020), which revealed that communication and interaction 
patterns have a positive and significant effect on personal views about career options in entre-
preneurship and confidence in business performance. However, relational and cognitive social 
capital have a positive role in strengthening students entrepreneurship self-efficacy and motiva-
tion. It is in line with preliminary studies carried out by Kaakeh et al. (2020), Siswanto (2023), Yeşil 
and Doğan (2019), and Yuliarmi et al. (2020), who found that social capital plays an important role 
in affecting students creativity and vision to develop businesses. It implies that university stake-
holders need to create students’ awareness and attitudes about the importance of the unemploy-
ment issue among graduated students globally and locally by improving and promoting effective 
communication and interaction among students within and across communities to mature the 
skills and mentality for competitive advantage. In response to this, students are expected to 
participate in activities that comply with government policy and goals, and the government and 
university indulge in inactive sponsorships of entrepreneurship events to pursue students’ 
creativity.

The results from this research also confirm that social capital dimensions are reliable mediators 
between religiosity and students entrepreneurship self-efficacy and entrepreneurship motivation. 

Cognitive Social 
Capital

η2

Relational
Social Capital

η3

Religiosity
ξ1

Structural Social 
Capital

η1

β32=0.297*

R2= 0.298

R2=0.420

R2= 0.395

R2= 0.303

γ 11=0.531*** β31=0.252***

R2= 0.417

γ 21=0.499***

β53=0.102

β21=0.374***

β41=0.072
Entrepreneurship 
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Entrepreneurship
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η5

γ 31=0.167*

β51=0.006
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Figure 2. Structural model.

Note. Model fit: χ2/df = 1.409, 
GFI = 0.907, NFI = 0.939, CFI =  
0.957, IFI = 0.958, and 
RMSEA = 0.041.
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It is consistent with the preliminary study carried out by Crowley and Barlow (2022) and Amini 
Sedeh et al. (2021), who concluded that social capital incorporates business development through 
a positive environment and trust among students. Interestingly, religion has a crucial role in 
influencing students entrepreneurship self-efficacy and entrepreneurship motivation through 
structural, cognitive, and relational social capital (Block et al., 2020; Boohene et al., 2020). 
Additionally, it was proven that social capital serves as a mediator rather than an antecedent 
variable (Choi & Chang, 2023; Deller et al., 2018; Farmaki et al., 2020; Fox et al., 2021). This also 
shows that religion, social capital, and students’ entrepreneurship are best described as bench-
marks to recognise independence among students through entrepreneurship. An individual’s 
inclination towards religion tends to be greater when the level of religiosity and social capital 
are greater or positive. Therefore, university leaders are required to map out students entrepre-
neurship self-efficacy and entrepreneurship motivation as a plan after graduation. In addition, 
improving their self-religion, social capital, entrepreneurship self-efficacy, and motivation on 
a continuous basis with enlightenment and empowerment in society is important in order to 
create and enhance entrepreneurial awareness and attitude.

6.2. Conclusion
Parenting skills among parents and teachers play an important role in developing youth character. 
Religion and social capital value are the outcomes of the students’ habits at home, which become 
a role model for developing their communication and interaction patterns not only among their 
peers but also across generations (e.g., younger and older) of people. Furthermore, the structural, 
cognitive, and relational social capital dimensions play an important role in mediating the relation-
ship between religiosity and entrepreneurial self-efficacy and motivation. The education stake-
holder needs to enhance students’ skills and capacities through entrepreneurship programmes 
such as public speaking as a result of religious life training. It has a strong correlation to commu-
nication and interaction success. The level of trust, understanding of information, and technologi-
cal development, including social media, are also inevitable in enhancing reciprocity relationships 
among students’ and their sense of entrepreneurship self-efficacy and motivation.

6.3. Academic implications
This study is conducted to address the region’s problems with unemployment and the contra-
dictions resulting from prior studies. The key finding of this study is that it confirms that religiosity’s 
role in influencing social capital among students is inevitable. Hence, in the theoretical field, 
religion is still having a positive and significant effect on social capital. Additionally, this study 
supported social capital theory and social cognitive theory contention that religion increases social 
capital in the domains of business and education. First, this study proposes to investigate the 
correlation between religion and social capital simultaneously and, hence, provide comprehensive 
information about entrepreneurship self-efficacy and motivation, specifically in developing coun-
tries. On the other hand, this study illustrates how students religiosity affects their social capital, 
which in turn affects their entrepreneurship self-efficacy and motivation, applying religion and 
social capital theory to the literature on education, business, and social-humanities contexts. This 
study also shows how social capital mediates the link between students religiosity and 
entrepreneurialism.

6.4. Practical implications
Students can exhibit their talents and exchange information and knowledge using social capital as 
an effective technique to foster healthy social interaction and communication. To increase stu-
dents’ willingness to discuss issues relating to religion, social capital, information exchange, 
personal goals, and community goals, education stakeholders and the government must be 
aware of and work to identify students objective and rational characteristics. They should also 
invite experts to participate in training sessions and consider how to maintain their spirit while 
developing entrepreneurial motivation. Additionally, religious activities, content and methods of 
student interaction that promote long-lasting relationships, value proposition creation, and the use 
of an innovative, flexible, and creative mind to launch a business are all important. This might 
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improve ties among students as well as their social capital. The government, teachers, and parents 
should work together to improve students’ awareness of the importance of social capital and 
religion in business. On the other hand, they should look at what inspires students to write 
intriguing articles and discuss worthwhile subjects, shifting their positive activities from wasting 
time to discussing business and competitive advantage. The University stakeholders need to 
evaluate the entrepreneurship programme by assessing professional businessman and build 
entrepreneurship program collaboration. This approach provide chance to student to become 
a volunteer in firm to obtain experience how to drive a company. Its makes the entrepreneurship 
programme more attractive in terms of economic and social value. In order to ascertain whether 
the government and university programmes and goals are workable, the lecturer and students 
need to evaluate and discuss the factors that influence students entrepreneurship self-efficacy 
and entrepreneurship motivation. This helps facilitate a smart partnership with both students and 
universities. In this case, the government and university provide experts or a successful entrepre-
neur as a motivator and role model to conduct their own enterprise. This effort helps to strengthen 
the reciprocity between students, universities, the government, and firm owners.

6.5. Limitations and future research directions
While the study provides valuable information on the relationship between religiosity, social capital, 
and students entrepreneurship self-efficacy and entrepreneurship motivation, the generalizability of 
the findings to other psychological, demographic, cultures, regions and religion is uncertain. Future 
studies could expand the research to include diverse cultural, regional, and graduated students who 
have their own businesses as samples to enhance the study's external validity. In order to expound on 
the substance and impact of the students’ engagement from the perspectives of religion, social 
capital, and business, researchers may find it helpful to watch students communication and interac-
tion under dynamic circumstances, such as social media role in influencing communication and 
interaction patterns because most of firm and entrepreneur mobile their business in social networking 
platforms such as TikTok, Facebook, and Instagram. Additionally, the study did not take into account 
other elements like students psychological or demographic qualities that can affect their views and 
behaviour as workers and entrepreneurs. Future research could therefore look into how these ele-
ments affect students attitudes and behaviours for entrepreneurship.
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