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ABSTRACT

This research aims to examine the influence of entrepreneurial motivation and social media usage on
entrepreneurial interest among Generation Z students at Tarumanagara University. The population of this
research consists of Generation Z students enrolled at Tarumanagara University. A total of 100 students were
selected as the sample using purposive sampling. Data were collected through a questionnaire distributed online
via Google Forms. The data analysis technique employed the SmartPLS version 4 method. The results of the study
indicate that entrepreneurial motivation and social media have a positive and significant effect on entrepreneurial
interest among Generation Z students at Tarumanagara University.
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1. INTRODUCTION

Globalization allows people across the globe to witness events unfolding in different regions.
As a result, various aspects of life such as lifestyles, cuisines, traditions, and activities from
other cultures—have become more familiar and easily recognizable to people in different
countries, including Indonesia. One significant outcome of globalization is the introduction of
numerous social media platforms in Indonesia. Social media serves not only as a
communication tool but also plays a crucial role in shaping social interactions within society.
According to Buana and Maharani, as cited by Andreas, social media is more than just a means
of communication—it is also a platform for self-expression and identity representation.
Furthermore, it has the potential to create meaningful and beneficial impacts. (Buana &
Maharani, 2022).

Generation Z, born between the mid-1990s and early 2010s, plays a significant role in global
social and cultural shifts. Often referred to as the "technology generation," they are more
proficient in using the internet compared to previous generations. Growing up with social
media from an early age, Generation Z was born into a world where technology was rapidly
advancing. As the first generation to be fully immersed in the digital era, they possess distinct
values and preferences that differentiate them from those before them. They are also highly
conscious of global concerns, including environmental sustainability and social responsibility.
This study aims to examine the influence of entrepreneurial motivation and social media use
on entrepreneurial interest among Generation Z in West Jakarta, with the hope of providing
insights and motivation for students interested in entrepreneurship.

Theory of Planned Behavior (7PB) is an extension of the earlier Theory of Reasoned Action
introduced by Fishbein and Ajzen in 1975. Later, Icek Ajzen further developed this theory in
1991 (Ajzen, 1991). This theory explains the personal factors that influence an individual's
behavior. It emphasizes that attitudes, subjective norms, and perceived behavioral control are
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key aspects that shape a person's decision to take action. Moreover, it can be used to analyze a
person's interest or inclination toward a specific behaviour (Astri & Latifah, 2017). The Theory
of Planned Behavior is crucial for understanding the factors that influence an individual's
choice to start or manage a business. A positive attitude toward entrepreneurship, support from
family or the community, and perceptions of both obstacles and opportunities play a significant
role in shaping entrepreneurial intentions and actions. Entrepreneurial interest is affected by
various elements, which can be categorized into internal, external, and situational factors
(Sulistijono et al., 2020). People who are passionate about entrepreneurship are not deterred by
risks; instead, they view challenges as learning opportunities, gaining valuable lessons from
past failures to improve and grow their businesses (Hendrawan & Sirine, 2017). Thus, having
an entrepreneurial interest means possessing the drive and willingness to take risks, manage a
business with enthusiasm and confidence, and strive toward achieving personal and
professional goals. (Lim & Widjaja, 2023).

According to Herawati & Ermawati (2020), motivation serves as a driving force that
encourages individuals to take action in pursuit of their goals. Based on the motivational
behavior framework proposed by Fahlia & Mulyani (2018), individuals who are motivated tend
to display energetic, goal-oriented, and persistent behavior. In the context of entrepreneurship,
motivation starts with a person’s determination and aspiration to become an entrepreneur,
which is further strengthened by creativity and innovation as key resources for achieving
success.

The role of social media in business has become increasingly vital, offering an accessible
platform that allows individuals, particularly entrepreneurs, to expand their market reach and
grow their ventures by connecting with a broader audience (Oladipo et al., 2020). Through
social media, businesses can compete and operate on both local and global scales, with
opportunities to enhance sales and profit margins (Fraccastoro et al., 2021).

As an integral part of a company’s marketing strategy, social media marketing enables direct
engagement with customers, strengthens brand identity, and ultimately drives sales growth
(Choedon & Lee, 2020). Abdullah and Faisal (2022) emphasize that social media marketing
starts with choosing the right platform and strategically utilizing it to attract consumers and
encourage discussions about a product.

Intrinsic motivation plays a crucial role in fostering entrepreneurial spirit, encouraging
individuals to explore new ideas, innovate, and take risks in pursuit of profit (Octavia, 2020).
Widjaja & Budiono (2023) highlight that universities significantly contribute to entrepreneurial
development by offering education that nurtures motivation from an early stage. The
foundation of starting a business lies in self-confidence, which fuels curiosity about business
opportunities and the strategies required for success. This aligns with Agung & Sumaryanto
(2018), who define entrepreneurial motivation as the internal or external drive that inspires
individuals to establish and run an independent business.

A person's understanding of entrepreneurship and their capability to effectively leverage social
media play a significant role in fostering entrepreneurial interest and business growth
(Basalamah, 2021). Social media allows entrepreneurs to build strong connections with their
customers by engaging them through comments, encouraging users to share product ideas, and
facilitating product reviews (Riskyansyah, 2022).
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Based on the background, problem identification, and problem limitations described above, the

problem statements are as follows:

1) Does entrepreneurial motivation have a significant and positive influence on entrepreneurial
interest among Generation Z at Tarumanagara University, West Jakarta?

2) Does social media use have a significant and positive influence on entrepreneurial interest
among Generation Z at Tarumanagara University, West Jakarta?

Entrepreneurial

Motivation (X1)

§ Entrepreneurial
' Interest (Y)

Social Media (X2)

Figure 1. Research Model

H1: Entrepreneurial motivation has a significant and positive influence on entrepreneurial
interest among Generation Z.

H2: Social media use has a significant and positive influence on entrepreneurial interest among
Generation Z.

2. RESEARCH METHOD

This study employs a quantitative research method. Targeting Generation Z students at
Tarumanagara University who fascinated by business. The researcher used a purposive
sampling method, focusing specifically on 2021 cohort students at Tarumanagara University
as the respondents for this study. Data collection was conducted through a questionnaire
created using Google Forms, which was distributed to students at Tarumanagara University,
resulting in 100 respondents.

This study examines 4 operational variables with a total of 15 indicators: 5 indicators for
entrepreneurial motivation, 5 indicators for social media use, and 5 indicators for
entrepreneurial interest. These indicators were measured using an ordinal scale ranging from 1
(Strongly Disagree) to 5 (Strongly Agree).

Table 1. Variable Indicator

Variable Indicator Code Source

I have the desire to manage my own business. MK
I’m committed to developing a business that can improve MK?2

Entrepreneurial my financial situation. .

N - - Hasyim et al.,
Motivation I strive to achieve personal goals that can encourage my
MK3  (2024)

personal growth.
I want to establish a business that can provide job stability MK4

and security for myself and others.
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I’m committed to creating conditions that give me the

freedom to determine my lifestyle and career. MKS
I often use social media to obtain information and
) SM1

knowledge related to entrepreneurship.
Social Media I always use social media to communicate with customers. SM2  Rahmawati

I use social media to get inspiration for entrepreneurship. SM3  (2022)

I use social media to market my brand. SM4

I reach more customers through social media. SM5

I’m ready to do whatever it takes to become an MB1

. entrepreneur.

Entreprencurial I will do my best to start and manage my business. MB2  Hasyim et al.,
Interest I plan to start a business in the future. MB3  (2024)

I have decided to pursue a career as an entrepreneur. MB4

I have already thought about running my own business. MB5

3. RESULTS AND DISCUSSION

The data collected through Google Forms will be subjected to several analytical tests, starting
with validity and reliability assessments. After confirming validity and reliability, further
analysis will be conducted, including determining the coefficient of determination, measuring
effect size, calculating path coefficients, and testing hypotheses using t-statistics and p-values
with SmartPLS 4.0 software. Additionally, a goodness-of-fit test will be performed through
manual calculations.

Table 2. Outer Loadings

Source: Data processing using SmartPLS version 4.0
Code Entrepreneurial Interest Entrepreneurial Motivation Social Media Usage
MBI1 0.786
MB2 0.823
MB3 0.793
MB4 0.752
MBS5 0.751
MK1 0.734
MK?2 0.837
MK3 0.761
MK4 0.754
MKS5 0.794
SM1 0.909
SM2 0.898
SM3 0.795
SM4 0.919
SMS 0.760

The acceptable outer loading value as a requirement for testing convergent validity is greater
than 0.7 (>0.7) (Bustami et al., 2014).

Table 3. Average variance extracted (AVE)
Source: Data processing using SmartPLS version 4.0

Variable AVE
Entrepreneurial Motivation (X1) 0,610
Social Media Usage (X2) 0,603
Entrepreneurial Interest (Y) 0,677

The AVE (Average Variance Extracted) values for the three variables are above 0.5, indicating
convergent validity of the indicators or items for each construct or variable.
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Table 4. Cross Loadings
Source: Data processing using SmartPLS version 4.0

Code MB MK SM

MBI1 0.787 0.642 0.570
MB2 0.826 0.708 0.624
MB3 0.789 0.601 0.618
MB4 0.751 0.566 0.595
MBS 0.751 0.574 0.622
MK1 0.625 0.734 0.495
MK2 0.610 0.837 0.450
MK3 0.627 0.761 0.442
MK4 0.585 0.754 0.543
MKS 0.629 0.794 0.553
SM1 0.689 0.602 0.898
SM2 0.755 0.633 0.847
SM3 0.619 0.539 0.826
SM4 0.466 0.367 0.723
SMS5 0.606 0.434 0.809

The cross-loading analysis results show that each indicator within the constructs of
entrepreneurial motivation, social media use, and entrepreneurial interest has higher values
when compared to its correlations with indicators from other constructs. This confirms that the
constructs exhibit strong discriminant validity.

Tabel 5. Fornell Larcker
Source: Data processing using SmartPLS version 4.0

MB MK SM
MB 0.799
MK 0.793 0.777
SM 0.775 0.640 0.823

The results of the cross loadings indicate that each indicator for the constructs of
entrepreneurial motivation, social media usage, and entrepreneurial interest has higher loading
values on its respective construct compared to its loading values on other constructs. This
suggests that the constructs exhibit high discriminant validity, meaning each construct is
distinct and measures what it is intended to measure without overlap with the other constructs.
This supports the conclusion that the constructs are well defined and valid in terms of their
discriminant validity.

Table 6. Cronbach’s Alpha and Composite Reliability
Source: Data processing using SmartPLS version 4.0

Variable Cronbach’s Alpha Composite Reliability
Entrepreneurial Interest (Y) 0.840 0.887
Entrepreneurial Motivation (X1) 0.835 0.884
Social Media Usage (X2) 0.880 0.912

Based on the data in Table 6, it can be concluded that all variables have a Cronbach's alpha
value greater than 0.6 and composite reliability values exceeding 0.7. This indicates that all
indicators used to measure the variables have good reliability levels.

Table 7. Coefficient of determination
Source: Data processing using SmartPLS version 4.0
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Variabel R-Square Adjusted R-Square
Entrepreneurial Interest 0,750 0,745

The coefficient of determination (R?) result in this study is 0.745, which means that the
independent variables, namely entrepreneurial motivation and social media usage, can explain
approximately 74.5% of the variation in entrepreneurial interest, the dependent variable in this
study. An R? value of 0.745 can be considered good as it falls within the category of high
satisfaction level.
Table 8. Path Coefficients
Source: Data processing using SmartPLS version 4.0

Variable Entrepreneurial Interest
Original Sample Nilai Koefisien Jalur (P-Value)
Entrepreneurial Motivation (X1) 0,504 0,000
Social Media Usage (X2) 0,453 0,000

The range of the original sample values, which spans from -1 to +1, indicates the strength and
direction of the relationship between the variables. To assess statistical significance, the
researcher will examine the p-value, which must be less than 0.05. If the p-value meets this
criterion, it can be concluded that the variable has a significant effect in this research model.

Table 9. Research Hypothesis
Source: Data processing using SmartPLS version 4.0

Code Hypothesis Results
H1  Entreprencurial motivation has a positive and significant effect on entrepreneurial ACCEPTED
interest.
H2  Social media usage has a positive and significant effect on entrepreneurial interest. ACCEPTED

Based on the data in the table above, there is a significant positive effect of entrepreneurial
motivation and social media usage on entrepreneurial interest, where H1 and H2 are accepted.

Table 10. Effect Size
Source: Data processing using SmartPLS version 4.0

Variabel F-Square
Entrepreneurial Motivation -> Entrepreneurial Interest 0,600
Social Media Usage -> Entrepreneurial Interest 0,485

Based on the data processed using SmartPLS version 4.0, the F? values for the first and second
hypotheses in this study are 0.600 and 0.485, respectively. It can be concluded that the
contribution of the independent variables to the dependent variable in the structural model of
this study indicates a large effect.

Table 11. Goodness of Fit Model
Source: Data processing using SmartPLS version 4.0

Variable AVE R-Square
Entrepreneurial Motivation (X1) 0,610
Social Media Usage (X2) 0,603
Entrepreneurial Interest (Y) 0,677 0,750
Average value of AVE 0,630

From the calculation of the Goodness of Fit Model (GoF), a value of 0.595 was obtained, which
indicates a good level of model fit and feasibility for this study. Generally, it can be concluded
that the GoF value is quite high, suggesting that the model has a good level of alignment with
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the existing empirical data. Based on the AVE and GoF values, this study can be considered to
have a good fit in explaining the variability between latent variables and their indicators. This
suggests that the model is robust and well-suited to the data used in the research.

4. CONCLUSION AND SUGGESTIONS

This study indicates that entrepreneurial motivation and social media usage have a positive and
significant impact on the entrepreneurial interest of Generation Z students at Tarumanagara
University. To foster a strong entrepreneurial interest, it is essential to enhance motivation
through education, socialization, and the dissemination of information. Higher motivation
encourages entrepreneurs to be more innovative and creative, increasing their business
competitiveness. Additionally, social media offers opportunities to connect with fellow
entrepreneurs, mentors, and business communities that can support business growth. Such
collaborations enable Generation Z students to gain mentorship, access funding, and even find
potential business partners.

The researcher suggests that future studies consider adding other variables or additional proxies
to enrich the research. Expanding the research scope across various universities could also help
increase the number of respondents, providing more comprehensive insights into the actual
conditions.

REFERENCES

Ahyar, H., Maret, U. S., Andriani, H., Sukmana, D. J., Mada, U. G., Hardani, S.Pd., M. S., Nur
Hikmatul Auliya, G. C. B., Helmina Andriani, M. S., Fardani, R. A., Ustiawaty, J.,
Utami, E. F., Sukmana, D. J., & Istigomah, R. R. (2020). Buku Metode Penelitian
Kualitatif & Kuantitatif (Issue March).

Budiarti, K. W., Maslichah, & Rudiningtyas, D. A. (2024). Pengaruh Pengetahuan
Kewirausahaan, Family Environment, dan Penggunaan Media Sosial Terhadap Minat
Berwirausaha Mahasiswa. E_Jurnal Ilmiah Riset Akuntansi, 13(02), 330-338.

Bustami, Abdullah, D., & Fadlisayah. (2014). Statistika Parametrik. Statistika Terapannya
Pada Bidang Informatika, 3(5), 219. https://repository.unimal.ac.id/2485/

Darma, B. (2021). Statistika Penelitian Menggunakan SPSS. Guepedia.

Dina Ismaya, Sri Hartono, & Fery Setiawan. (2024). the Influence of Motivation,
Entrepreneurial Knowledge and Family Environment on Interest in Entrepreneurship in
Management Program Students of Muhammadiyah Ponorogo University. Journal of
Management and  Innovation  Entrepreneurship  (JMIE), 1(2), 204-216.
https://doi.org/10.59407/jmie.v112.336

Djollong, A. F. (2014). Tehnik Pelaksanaan Penelitian Kuantitatif (Technique of Quantitative
Research). Istigra’: Jurnal Pendidikan Dan Pemikiran Islam, 2(1), 86—100.
https://jurnal.umpar.ac.id/index.php/istiqra/article/view/224

Firdaus, A. P., & Mustika Dewi, R. (2024). The Influence of E-commerce Use, Entrepreneurial
Knowledge, and Entrepreneurial Motivation on Entrepreneurial Interest. JMET: Journal
of  Management Entrepreneurship and Tourism, 2(2), 217-228.
https://doi.org/10.61277/jmet.v2i2.98

Hair, J. F., Hult, G. T., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM) - Joseph F. Hair, Jr., G. Tomas M. Hult,
Christian Ringle, Marko Sarstedt. In Sage.

Handayani, Tri; Handayani, Ita; Ikasari, I. H. (2019). Buku Statistika Dasar. Angewandte
Chemie International Edition, 6(11), 951-952., 5-24.

https://doi.org/10.24912/ijaeb.v3i3.1356-1365 1262



International Journal of Application on Economics and Business (IJAEB)
Volume 3, Issue 3, 2025. ISSN: 2987-1972

Khwarazmita, T. (2022). The Influence of Entrepreneurial Motivation on Entrepreneurial
Interest of UMM Students. Journal of Career and Entrepreneurship, 1(1), 1-9.

Nuryadi, Astuti, T. D., Utami, E. S., & Budiantara, M. (2017). Buku Ajar Dasar-dasar Statistik
Penelitian. In Sibuku Media.

Rosalina, L., Oktarina, R., Rahmiati, & Saputra, I. (2023). Buku Ajar Statistika. FEBS Letters,
185(1), 4-8.

Sari, A. P., Anggraini, D. D., Sari, M. H. N., Gandasari, D., Siagian, V., Septarini, R. S.,
Tjiptadi, D. D., Sulaiman, O. K., Munsarif, M., Siregar, P. A., Nugraha, N. A., &
Simarmata, J. (2020). Kewirausahaan Bisnis Online. In Yayasan Kita Menulis.

Sentika, S., Ode, W., & Muizu, Z. (2020). Motivasi Pada Mahasiswa Generasi Y Dan Generasi
Z.4(3), 188-201.

Sosiady, M., & Ermansyah. (2023). The Influence of Entrepreneurial Motivation,
Entrepreneurial Learning, and the Use of Social Media on Student Entrepreneurship
Interest. Journal of Industrial Engineering & Management Research, 4(2), 1-13.
https://www.jiemar.org/index.php/jiemar/article/view/453

Sugiyono. (2021). Metode Penelitian Kuantitatif Kualitatif Dan R&D. Alfabeta.

Sun, L., Ji,S., & Ye, J. (2018). Partial Least Squares. In Multi-Label Dimensionality Reduction.
https://doi.org/10.1201/b16017-6

Uswatun, L. (2021). Metode Pengumpulan Data dalam Penelitian Kualitatif. UNPAR Press,

1(1), 1-29. https://www.dqlab.id/metode-pengumpulan-data-dalam-
penelitian%0Ahttp://ciputrauceo.net/blog/2016/2/18/metode-pengumpulan-data-dalam-
penelitian

Wijayanti, R. R., Malau, N. A., Sova, M., & Ngii, E. (2022). Statistik Deskriptif. Widina Media
Utama, 1, 5-24. www.penerbitwidina.com

Ajzen, 1. (1991). The theory of planned behavior. Science Direct, 50(2), 179-211.

Ardani, W. (2022). Pengaruh Digital Marketing Terhadap Perilaku Konsumen. Jurnal Tadbir
Peradaban.

Dina Ismaya, S. H. (2024). The Influence of Motivation, Entrepreneurial Knowledge And
Family Environment on Interest In Entrepreneurship In Management Program Students
of Muhammadiyah Ponorogo University. Journal of Management and Innovation
Entrepreunership (JMIE).

Eko Retno Wulandari, E. R. (2020). Strategi Promosi E-Journal untuk Generasi-Z di
Perpustakaan Universitas Padjadjaran . Khizanah Al-Hikmah.

Era Mustika Ginting, E. S. (2023). Analisis Perilaku Konsumen dan Keamanan Kartu Kredit
Perbankan. Jurnal Ilmiah Multidisipline.

Fahmi, 1. (2021). Pengaruh Disiplin Kerja Dan Gaya Kepemimpinan Terhadap Kinerja
Karyawan Dan Motivasi Kerja Sebagai Variabel Intervening Pada Dinas Pariwisata Kota
Sawahlunto. Jurnal llmu Manajemen Terapan.

Farahdiba, D. (2020). Konsep dan Strategi Komunikasi Pemasaran: Perubahan Perilaku
Konsumen Menuju Era Disrupsi. Jurnal limiah Komunikasi Makna.

Fransiska Puspita Widiati, T. L. (2022). Pengaruh Media Sosial, Motivasi, dan Bisnis
Kewirausahaan Terhadap Minat Berwirausaha Mahasiswa. Sibatik Jurnal.

Hasyim, A. J. (2024). The Influence of Entrepreneurial Motivation on Interest in Becoming a
Young Entrepreneur in Medan State University Fe Students. Formosa Journal of
Multidisciplinary Research (FJMR).

Hayatun Nufus, T. H. (2022, 1 1). Jurnal Ekonomi dan Manajemen Teknologi, 6(1), 2022, 21-
34. Retrieved from Available online at http://journal.lembagakita.org.

Hikmatullilal, R. M. (2024). Pengaruh Ekspektasi Pendapatan dan Penggunaan Media Sosial
terhadap Minat Berwirausaha Mahasiswa. JOEAI (Journal of Education and
Instruction).

https://doi.org/10.24912/ijaeb.v3i3.1356-1365 1263



International Journal of Application on Economics and Business (IJAEB)
Volume 3, Issue 3, 2025. ISSN: 2987-1972

Husnawati, F. T. (2019). Pengujian validitas dan reliabilitas konstruk hope. Jurnal Psikologi
Terapan dan Pendidikan.

I Komang Sumerta Ni Komang Redianingsih, I. M. (2020). Pengaruh Tingkat Penggunaan
Media Sosial dan Motivasi Terhadap Minat Berwirausaha pada Mahasiswa Program
Studi Manajeman Perguruan Tinggi di Kota Denpasar . E-Jurnal Ekonomi dan Bisnis
Universitas Udayana .

[jah Bahijah, S. N. (2022). Wasathiyah Islam di Era Disrupsi Digital (Pendidikan Nilai-Nilai
Wasathiyah Islam Dalam Bersosial Media Di Kalangan Generasi Milenial dan Generasi
7). Jurnal Pendidikan Islam.

Khayru, R. K. (2021). Opinions about Consumer Behavior during the Covid-19 Pandemic.
Journal of Social Science Studies.

Khwarazmital, T. (2022). The Influence of Entrepreneurial Motivation on Entrepreneurial
Interest of UMM Students. Journal of Career and Entrepreneurship.

Laurence, K. (2024). Pengaruh Social Media Marketing, Brand Image, Brand Awareness, dan
Brand Preferenceterhadap Purchase Intentionproduk Minuman di Jakarta. Jurnal
Manajemen Bisnis Dan Kewirusahaan.

Maylinda Nasution, S. A. (2024). The Influence of Social Media, Entrepreneurial Knowledge
and Entrepreneurial Motivation on Entrepreneurial Interest in Program Students
Entrepreneurship Studies of Malikussaleh University. Management Research and
Behavior Journal, 4 (1) (2024), 1-6.

Mela Julia, A. J. (2022, febuari 12). Literature Review Determinasi Struktur Organisasi:
Teknologi, Lingkungan dan Strategi Organisasi. Retrieved from jurnal infor:
https://dinastirev.org/JEMSI

Muhammad Hasym Alfaruk, P. U. (2017). Pengaruh Pemanfaatan Sosial Media, Motivasi dan
Pengetahuan terhadap Minat Berwirausaha pada Mahasiswa Ekonomi di Universitas
Muhammadiyah Sidoarjo. Jurnal Ekonomi Pendidikan dan Kewirausahaan.

Munandar, M. N. (2024). The Influence of Social Media, Entrepreneurial Knowledge and
Entrepreneurial Motivation on Entrepreneurial Interest in Program Students
Entrepreneurship Studies of Malikussaleh University. Management Research and
Behavior Journal.

Neni Widyawati, A. W. (2022). Pengaruh Motivasi Berwirausaha, Dan Penggunaan Media
Sosial Terhadap Minat Berwirausaha Mahasiswa . JIPIS.

Oey Hannes Widjaja, H. (2023). Pengaruh Ciri Keperibadian Wirausaha terhadap Minat
berwirausaha Mahasiswa Buddhis dengan Pendidikan Kewirausahaan Sebagai Variabel
Moderasi. Jurnal Serina Ekonomi dan Bisnis, 01(02), 153—161.

Prasetio, T. (2020). Analisis Pengaruh Penggunaan Media Sosial, Motivasi Intrinsik, dan
Pengetahuan Kewirausahaan terhadap Minat Berwirausaha Mahasiswa. Jurnal Sekretari
& Administrasi (Serasi),.

Pratiwi, W. J. (2023). Pengaruh E-Service Quality Dan Information Quality Terhadap
Kepuasan Konsumen Melalui Keputusan Pembelian Daring Di Aplikasi Shopee (Studi
Pada Konsumen Shopee Di Kota Jambi). Jurnal Manajemen Terapan Dan Keuangan,
12(01), 103-114.

Qurratul Aini, F. O. (2020). Pengaruh Pengetahuan Kewirausahaan, Motivasi Berwirausaha
dan Lingkungan Keluarga terhadap Minat Berwirausaha Mahasiswa Fakultas
Komunikasi dan Bisnis Telkom University. Jurnal llmiah Ekonomi dan Bisnis.

Shabira Maharanil, 1. M. (2023). Jurnal Ilmiah Ekonomi Islam, ISSN: 2477-6157; E-ISSN
2579-6534. Retrieved from t https://jurnal.stie-aas.ac.id/index.php/jie

Sinaga, K. M. (2023). Pengaruh Pengetahuan Kewirausahaan, Kreativitas, dan Pemanfaatan
Media Sosial terhadap Minat Berwirausaha Mahasiswa Pendidikan Ekonomi Universitas
Lampung.

https://doi.org/10.24912/ijaeb.v3i3.1356-1365 1264



International Journal of Application on Economics and Business (IJAEB)
Volume 3, Issue 3, 2025. ISSN: 2987-1972

SitiMaullah, M. (2021). Mengukur minat berwirausaha dengan menggunakan pendekatan
theory of planned behavior dan religiusitas. Journal of Management and Digital
Business.

Suhendra Eka Putra, A. H. (2022). Pengaruh Motivasi, Kepribadian dan Lingkungan terhadap
Minat Berwirausaha Masyarakat Gampong SidodadiKecamatan Langsa Lama. JIM
(Jurnal llmiah Mahasiswa).

Susilawaty, E. A. (2022). Pengaruh Pendidikan Kewirausahaan dan Media Sosial Terhadap
Minat Berwirausaha Mahasiswa. Journal of Business Administration (JBA), 2(1).

Viktor Handrianus Pranatawijaya, W. R. (2019). Penerapan Skala Likert dan Skala Dikotomi
pada Kuesioner Online. Jurnal Sains dan Informatika.

Wifiani Sukma Dewi, M. P. (2021). The Influence of Knowledge, Social Media Utilization and
Motivation on Entreprencurial Intention (Case Study: Telkom University Students).
IEOM Society International.

Widjaja, O. H., (2023). Pengaruh Pengetahuan Kewirausahaan dan Pengalaman Kerja terhadap
Minat Berwirausaha Mahasiswa Universitas Tarumanagara. Jurnal Manajerial dan
Kewirausahaan.

https://doi.org/10.24912/ijaeb.v3i3.1356-1365 1265



