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ABSTRACT

Business sustainability has become decisive and spartan complications among small
businesses. Entrepreneurs create business opportunities across individual traits, religious and
cultural around the globe not to impoverish especially in the modern era of digital. Thus, this
research aims to determine the effect of religious and culture on the digital entrepreneurial
intention and behavior among the young generation. It also extends the examination to the effect
on entrepreneurial behavior. PLS was used to identify the effect between variables on a sample
of 180 young people in Riau using the purposive sampling technique with certain criteria. PLS
results showed that religion does not affect entrepreneurial intention and behavior. Meanwhile,
culture affects the entrepreneurial intention but not behavior, while intention affects behavior.
This research specifically used Islamic and Malay culture in Riau Province, Indonesia, as
variables. Islam is the dominant religion in Indonesia, while Malay is the culture of the Riau
Muslim community.
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INTRODUCTION

Based on the data from the Central Statistics Agency for 2019, the ratio of entrepreneurs
in Indonesia, which was previously 1.67% out of its 225 million population, had increased by
3.10% from previous year. According to the 2018 Global Entrepreneurship Index data, Indonesia
is ranked 94th out of 137 countries in terms of entrepreneurship. This position is behind several
other Southeast Asian countries, such as Vietnam at 87th, the Philippines at 76th, Thailand at
71st, Malaysia at 58th, Brunei Darussalam at 53rd, and Singapore at 27th. However, the Central
Statistics Agency data also stated that unemployment in the country was around 6.88 million in
February 2020, marked an increase from 6.82 million, estimated in the same month in 2019.

Meanwhile, the number of workers in February 2020 were 137.91 million, increased by
1.73 million compared to February 2019. This situation has impacted the increasing number of
job seekers that cannot be accommodated and remain ultimately unemployed due to the lack of
vacancies.

To overcome this unemployment problem, efforts are needed to promote young people to
become entrepreneurs. The term ‘entrepreneurship’ was used and recorded scientifically for the
first time by JB Say, followed by Cantillon (Bilgiseven & Kasimoglu, 2019; Bokhari
2013).Consequently, entrepreneurship is defined as "buying and producing inputs at an
unspecified price" (Bilgiseven & Kasimoglu, 2019; Yiiksel, 2015). Cantillon and Say stated that
entrepreneurs are risk-takers because they invest their own money (Bilgiseven & Kasimoglu,
2019). However, the issue of entrepreneurs’ sustainability has become crucial issues as these
small businesses can’t coupe in longer term.
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According to the most famous economist Joseph Schumpeter, they are innovators who
use the process of destroying the status quo of existing products and services to prepare new
ones (Ciborowski, 2016); (Sahin & Asunakutlu, 2014; Sharma et al., 2013). For instance, the
study results by (Mahmood et al., 2019) show that mobile instant messaging is frequently used to
advertise and sell products that most needed by young entrepreneurs.

Entrepreneurship is seen as an alternative to overcoming the problem of unemployment
and a way out of poverty (Nakara, Messeghem & Ramaroson, 2019; Sahin & Asunakutlu, 2014;
Bogan & Darity, 2008). Based on the narratives above, the important role of entrepreneurs in the
economies of developing countries is obvious. Consequently, all involved parties are encouraged
to foster entrepreneurial intention and spirit while maintaining local cultural values among the
young generation by utilizing IT developments for a better future. Meanwhile, the current
COVID-19 pandemic has affected the business sector.

Hence, a major transformation occurring in business design to ensure success in today's
economy is the replacement of traditional methods with digital platforms (Rangaswamy et al.,
2020; Van Alstyne & Parker, 2017). These platforms have become an attraction for the young
generation in developing a business because of the changing behavioral patterns between
consumers and producers. Consequently, these patterns occurring during this pandemic make the
young generation creative in developing businesses. The above concept corresponds with studies
by (Nowinski & Haddoud, 2019; Fellnhofer & Puumalainen, 2017), which stated that
policymakers tend to agree that entrepreneurship is an instrument to increase economic growth
and technological progress.

Generally, the behavior of each individual is shaped by the outside world represented in
one's thoughts and preferences (Bilgiseven & Kasimoglu, 2019; Cacciotti & Hayton 2017; Sahin
& Asunakutlu, 2014; Guerrero, Rialp & Urbano, 2008). Furthermore, behavior is defined as "an
organism's response to a particular stimulus.” The Theory Of Planned Behavior (TPB) proposed
by Ajzen is the most widely used social psychology theory (Neneh, 2019; Lifidn & Fayolle,
2015; Lortie & Castogiovanni, 2015). This theory explains the deep beliefs and global motives
under the decisions and actions taken and is the basic model often used in the literature about
entrepreneurial intention (Bilgiseven & Kasimoglu, 2019; Nowinski & Haddoud, 2019; Sahin &
Asunakutlu, 2014; Schlaegel & Koenig, 2014; Miralles & Riverola, 2012; Fini et al., 2012;
Fretschner & Weber, 2013; Do Paco et al., 2011; Kolvereid, 1996; Ajzen, 1991).

The central factor in the theory of planned behavior is the individual's intention to
perform certain behaviors. Meanwhile, the intention is assumed to capture the motivational
factors that influence behavior and is an indication of how hard people are willing to try and how
much effort they plan to perform the behavior. As a general rule, the stronger the intention to
engage in a behavior, the greater the possible performance. (Laffranchini, Kim & Posthuma
2018), showed the need to understand the influence culture has on the relationship between
entrepreneurial cognition and actual behavior. There is still a significant gap in the research on
this cognitive mechanism by which culture influences entrepreneurial behavior (Pathak &
Muralidharan 2018). Most research areas on entrepreneurial cognition are focused on examining
the role of state culture (Nowinski & Haddoud, 2019; Dheer & Lenartowicz, 2018; Alon et al.,
2016; Dheer & Lenartowicz, 2018; Schlaegel, He & Engle, 2013; Lifidn, Rodriguez-Cohard &
Rueda-Cantuche, 2011; Engle et al., 2011; Lifian & Chen, 2009; Bouncken et al., 2009). Many
research opportunities in the entrepreneurship field are seen from examining the role of
institutions, including culture, on individual entrepreneurial activities at the national level
(Terjesen, Couto & Francisco, 2016). Also, (Pathak & Muralidharan, 2018) stated that the role of
culture attracts more research, although the mechanisms underlying the formation of
entrepreneurial behavior are not yet fully understood. Hence, there is a gap in the role of
informal institutions, such as culture, in entrepreneurship.

Entrepreneurial intention is defined as the process of finding information to achieve the
goal of establishing a business (Adhi et al., 2020). According to some experts, there is a strong
need to examine the various contextual aspects that affect entrepreneurial intention and behavior
(Calza, Cannavale & Zohoorian, 2020; Shirokova, Osiyevskyy & Bogatyreva, 2016; Lifian &
Fayolle, 2015; Fini et al., 2012; Welter, 2011). Meanwhile, (Zahra & Wright, 2011), stated that
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the economic development level, financial capital availability, and government regulations are
some factors that determine entrepreneurial intention and behavior. Based on the above
description, this research considers the entrepreneurial intention using the following indicators;

1) Entrepreneurs are more needed in the future, 2) Having entrepreneurs makes the economy
more efficient, 3) Having entrepreneurs helps the government, and 4) Being an entrepreneur is a
person's intention from a long time ago.

Meanwhile, entrepreneurial behavior is defined as the level of belief in performing
activities (Adhi et al., 2020; Ajzen, 2002; Bock & Kim, 2002). Previous research has shown that
the main reason for entering entrepreneurship is the potential economic benefit derived from the
business (Guerra & Patuelli, 2016; Holland & Shepherd, 2013). The intangible rewards and
psychological factors provided in the activity include the independence, freedom, autonomy, and
control obtained by being one's boss (Pardoa & Ruiz-Tagle, 2017; Aspaas, 2004). Conversely,
extrinsic rewards refer to success and monetary gain (Khan, Wagas & Muneer, 2017; Wiklund &
Shepherd, 2003). The reasons above are considered in determining the indicators of
entrepreneurial behavior, namely increased economic growth and the existence of provisions for
entrepreneurship. Other indicators include knowing how, alongside the belief in performing
entrepreneurial activities, living with more discipline, and thriftiness.

Islam as an adopted religion has a positive perspective towards entrepreneurs. Prophet
Muhammad is known as an entrepreneur who is a role model for Muslims due to his tenacity,
professionalism, honesty, trustworthiness, and reliability as a trader. The most basic
characteristics of a Muslim are piety and humility towards God and others (Laeheem, 2018;
Hesamifar, 2012; Latif, 2008). Meanwhile, Islamic ethics is a system shaped by the Qur'an
teachings and explained by Prophet Muhammad through actions and words. Islamic ethics deals
with standards that govern what Muslims need to do and addresses the virtues, duties, and
attitudes of individuals and society. (Laeheem, 2018; Ebrahimi & Yusoff, 2017). Religious
factors and principles make individuals behave according to Islamic ethics and recognize right
from wrong because they greatly value and develop personality, habits, morality, ethics, and
behavior (Laeheem, 2018; Chowdhury, 2016; Laeheem, 2014; Al-Aidaros, Shamsudin & Idris,
2013). Another research states that Muslim entrepreneurs run their business by performing the
Prophet Muhammad's sunnah (Adhi et al., 2020; Gursoy et al., 2017; Boshoff 2009; Bellu and
Fiume 2004). Furthermore, religion affects people's behavior in many ways, including the choice
to become entrepreneurs and run a business practice (Adhi et al., 2020; Yousef, 2000). Based on
the above description, investigating the religious factors affecting individual preferences in
entrepreneurial careers is important. In this research, religion is defined as an understanding of
the Qur'an and Hadith related to entrepreneurial behavior by measuring the extent to which
young people's behaviors are motivated by religious teachings. The indicators are 1) Living life
by upholding moral values, 2) a Balance between spiritual and material interests, 3) Blessing,
and 4) Faithfulness.

Cultural values are defined as shared and long-term goals of existence (Stephan and
Pathak 2016), which develop certain personality traits and motives (Calza, Cannavale &
Zohoorian, 2020; Paul & Shrivatava, 2016; Mitchell et al., 2007; Mueller & Thomas, 2001).
Meanwhile, Weber was the first author to query how cultural values influence entrepreneurship,
and a century later, this Weberian question is still a matter of debate in entrepreneurship research
(Calza, Cannavale & Zohoorian, 2020; Celikkol, Kitapgi & Doven, 2019; Paul & Shrivatava,
2016; Lifian & Fayolle, 2015; Calvelli et al., 2014; Jones, Coviello & Tang, 2011); (Stephan &
Uhlaner, 2010). Most of the related research provides evidence of the relationship between
entrepreneurship and cultural values, which are specific to each group of people and create
personality traits and motives among them (Calza, Cannavale & Zohoorian, 2020; Liu & Almor
2016; Paul & Shrivatava, 2016; Chand & Ghorbani, 2011). Other research states that culture
plays an important role in individual decision-making (Calza, Cannavale & Zohoorian, 2020;
Paul & Shrivatava, 2016; Sahin & Asunakutlu, 2014; Choi & Geistfeld, 2004). Culture is
considered a central factor in determining the independence of a nation. Meanwhile, the
Indonesian culture is known to originate from the manners, nature, and personality of each large
group of people called society. Consequently, this research emphasizes the Malay culture, which
(Tenas, 2015.) defined as a place, community, group, or region in any part of the world that still
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or has practiced the Malay tradition. The indicators of this practice are 1) humbling themselves,
2) not wanting to be arrogant, 3) not being fierce, 4) gentleness and 5) not lacking simplicity and
politeness. The study by (Calza, Cannavale & Zohoorian, 2020), which stated that specific
measurements related to the cultural values of certain communities are needed, reinforced the
above.

This research has a specific value by including the Islamic religion variable adopted
from (Adhi et al., 2020), which examined the important role of religion for individuals in
implementing entrepreneurial activities. Meanwhile, the Malay culture variable was adopted
from (Pathak & Muralidharan, 2018) regarding the role of culture. It was also taken from (Sahin
& Asunakutlu, 2014), which stated that entrepreneurship is seen as an incubator of economic
growth, and although entrepreneurial profile may show some similar features around the world,
the rest is influenced by culture. According to (Abbasianchavari & Moritz, 2021; Bosma et al.,
2012), non-family role models are considered in developing entrepreneurial intention and
behavior. Based on the above description, this research tries to relate the local Malay culture
adopted and often used as a national culture in various state events, using specific indicators
according to the local community conditions. Islamic teachings are used as a variable that
determines entrepreneurial intention and behavior, as this religion has been widely embraced by
almost 80% of the Indonesian people. Consequently, this research aims to determine the effect of
religious teachings and culture on entrepreneurial intention and behavior, as well as the effect of
entrepreneurial intention on the young generation in Riau Province.

METHODOLOGY

The population in this research were all young people (n=180) in Riau Province using the
purposive sampling technique with the criteria of young people who had a business that had been
running for one year and over. This quantitative research examined the relationship between the
variables of Islamic religion, culture, entrepreneurial intention, and behavior. The hypothetical
narrative is to promote the youth to know, understand, and practice religion strictly, participate in
activities to develop their souls, and be trained, according to Islamic principles, so that they
behave according to the social norms (Laeheem, 2018; Laeheem, 2014; Laeheem 2013;
Chaiprasit & Santidhiraku, 2011; Mahama, 2009). Other research stated that religion affects
institutional systems, individuals' decisions to become entrepreneurs, and community behavior in
many ways, (Adhi et al., 2020; Van Buren, Syed & Mir, 2020; Yousef 2000). Therefore, the
following hypotheses were proposed:

H1. Good religious teachings promote cultural development.
H2. Good religious teachings promote an increased entrepreneurial intention among young people.
H3. Good religious teachings promote an increased entrepreneurial behavior among young people.

Most research proves the relationship between entrepreneurship and cultural values,
which are specific to each group of people and create personality traits and motives among
communities (Calza, Cannavale & Zohoorian, 2020; Liu & Almor, 2016; Paul & Shrivatava
2016; Chand & Ghorbani, 2011). Meanwhile, the role of cultural values attached to certain
communities, especially the young generation, determines the entrepreneurial intention and
behavior with the hypothesis:

H4. A well-understood culture promotes an increased entrepreneurial intention among young people.
H5. A well-understood culture promotes an increased entrepreneurial behavior among young people.

Subsequently, research exploring the relationship between intention and behavior showed
a strong correlation between 0.90 and 0.96(Ajzen, Czasch & Flood, 2009). However, a meta-
analysis found that entrepreneurial intention represented 27% of the variance in behavior (Lortie
& Castogiovanni, 2015; Guerrero & Urbano, 2012; Armitage & Conner, 2010), examined
entrepreneurial behavior as a result of the entrepreneurial intention. Given the strong relationship
between intention and behavior to start a business, the following hypothesis was proposed:
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H6. The entrepreneurial intention promotes an increased entrepreneurial behavior among young people.

To prove the hypothesis, the Partial Least Squares (PLS) technique was used with the
research instrument via a 5-point Likert scale. PLS is a powerful analytical method
indeterminacy factor, and since it does not assume the data should be with a certain scale
measurement or small-scale amount, it is used for theory confirmation, (Hair et al., 2019).

FINDINGS AND DISCUSSION

The results of the hypothesis testing using the Structural Model generated in PLS are as
follows:
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FIGURE 1
PLS OUTPUT

Meanwhile, the data interpretation results from the PLS output are shown in the
following table. The t-counts obtained for each variable relationship were compared, and a value
greater than the t-table of 1.96 meant the relationship was significant.

Table 1
PATH COEFFICIENTS BETWEEN RESEARCH VARIABLES
OriginalSample (O) (E)%‘?E;:EB Interpretation
Religion (X1) -> Culture (X2) 0.493 3411 Significant
Religion (X1) -> Intention (Y1) 0.248 1.547 Insignificant
Religion (X1) -> Behavior (Y2) 0.049 0.273 Insignificant
Culture (X2) -> Intention (Y1) 0.51 3.69 Significant
Culture (X2) -> Behavior (Y2) 0.035 0.193 Insignificant
intention (Y1) -> Behavior (Y2) 0.728 3.692 Significant

Interpretation of structural model test results for the effect between the following
variables:

The Effect of Religion on Culture

The religion variable had a positive effect on culture, at a path coefficient value of 0.493,
showing that a good understanding of religious teachings promotes an increased understanding
of culture. Meanwhile, the t-count of the religion variable was 3.411, which is greater than the
1.96 t-table value, showing that religion has a significant effect on culture. Hence, good religious
teachings promote increased cultural understanding among the young people in Riau.

Islam is currently the second-largest religion in the world after Christianity (Jamaludin et
al., 2018). According to (Desilver & Masci, 2017), this number continues to grow, hence, Islam
is believed to be the fastest-growing religious group and is expected to surpass Christianity in the
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next two decades (Jamaludin et al., 2018; Lipka & Hackett, 2017). Islam is not just a belief but a
way of life, and Muslims practice this religion as an act of worshiping God through the
obligatory prayers, alongside in all aspects of life, such as business, trade, and others. A good
understanding of Islamic teachings has colored the interpretation of the Malay culture in the
everyday life of the Riau people, who are used to and bound by these teachings and values.

The Effect of Religion on Entrepreneurial Intention

The religion variable had no effect on the entrepreneurial intention, as observed by a path
coefficient of 0.248. This shows that the intention decreases as the understanding of religion
increases. Meanwhile, the t-count of the religion variable was 1.547, which is smaller than the
1.96 t-table value, showing that religion has an insignificant effect on entrepreneurial intention.
Hence, a good understanding of religious teachings has not promoted the entrepreneurial
intention among young people in Riau. This finding does not correspond with the studies by
(Laeheem, 2018; Laeheem, 2014; Mahama, 2009). According to them, individuals behave
according to Islamic ethics because of religion and recognize right from wrong due to their high
values, developed personalities, habits, morality, ethics, and behavior. Currently, understanding
the meaning of Islamic teachings properly has not changed the entrepreneurial intention of young
people, and a continuous process is to relate it to independence in life.

The Effect of Religion on Entrepreneurial Behavior

The religion variable had no effect on entrepreneurial behavior, according to the path
coefficient of 0.049, showing that entrepreneurial behavior decreases with an increase in the
understanding of religion. Meanwhile, the t-count of religion was 0.273, which is smaller than
the t-table value of 1.96. This shows that religion has an insignificant effect on entrepreneurial
behavior, and good religious teachings do not promote an increased entrepreneurial behavior
among the young people in Riau. This result is not in line with the studies by (Adhi et al., 2020;
Yousef, 2000), which stated that religion affects people's behavior in many ways, including the
choice to become entrepreneurs and run a business practice. Consequently, this research states
that Islamic teachings are not a driving force for young people to become entrepreneurs.
Therefore, efforts are needed to set a good example in developing businesses from parents and
families that have made entrepreneurship their main profession. Furthermore, support from
external parties, such as the government, is also needed to provide facilities, including capital
loans, training, promotions, and easy access to IT.

The Effect of Culture on the Entrepreneurial Intention

The culture variable had a positive effect on the entrepreneurial intention, at a path
coefficient of 0.510, showing that entrepreneurial intention increases with a good understanding
of culture. Meanwhile, the t-count of this variable was 3.690, which is greater than the t-table
value of 1.96, showing that culture has a significant effect on entrepreneurial intention.
Therefore, a well-understood culture promotes an increased entrepreneurial intention among
young people in Riau. This result supports research, which proves that the relationship between
entrepreneurship and cultural values are specific to each group of people and create personality
traits and motives among communities (Calza, Cannavale & Zohoorian, 2020; Liu & Almor,
2016; Paul & Shrivatava, 2016; Chand & Ghorbani, 2011). The role of cultural values attached
to certain communities, especially the young generation, determines entrepreneurial intention
and behavior. So far, the Malay culture is well understood by young people, promoting them to
become entrepreneurs. The values in the culture contain advice and teach individuals to be
independent in everyday life, with the expression Adat bersendi syarak, syarak bersendi
Kitabullah, and meaning ‘customary and religious rules should be remembered during all work.'
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The Effect of Culture on Entrepreneurial Behavior

The culture variable did not affect the entrepreneurial behavior, as shown by the path
coefficient of 0.035, showing that it increases when culture is well understood. Meanwhile, the
culture t-count score was 0.193, which is smaller than the t-table value of 1.96, showing that the
culture variable has an insignificant effect on entrepreneurial behavior. Hence, a well-
understood culture does not promote an increased entrepreneurial behavior among young people
in Riau. This result corresponds with research, which stated that there is a gap regarding the
effect of culture on entrepreneurial behavior, and more comprehensive studies are needed
(Pathak & Muralidharan, 2018). Meanwhile, some experts referred to the various existing
knowledge gaps in understanding the effect of culture on entrepreneurship (Liu & Almor, 2016;
Chand & Ghorbani, 2011). However, based on interviews, experts expressed hope that Malay
culture in the future should be the driving force for developing entrepreneurial behavior.
Therefore, efforts are needed to develop the cultural values that teach hard work and
independence.

The Effect of Intention on Entrepreneurial Behavior

The intention variable had a positive effect on the entrepreneurial behavior, according to
the path coefficient value of 0.728, showing that entrepreneurial behavior increases along with
the intention. Meanwhile, the intention variable had a t-count of 3.692, which is greater than the
t-table of 1.96. This shows that intention has a significant effect and promotes entrepreneurial
behavior among young people in Riau. Consequently, this result corresponds with (Calza,
Cannavale & Zohoorian, 2020; Shirokova, Osiyevskyy & Bogatyreva, 2016; Lifian & Fayolle,
2015; Fini et al., 2012; Welter, 2011; Zahra & Wright, 2011). These studies stated that intention
affects one's entrepreneurial behavior because it determines economic development, financial
capital availability, and government regulations. Furthermore, it is also in line with (Lortie &
Castogiovanni, 2015; Guerrero & Urbano, 2012), which examined this hypothesis. The above
findings are also consistent with this research, which states that intention has a relationship with
entrepreneurial behavior. Based on interview results, several young people stated that
entrepreneurial intention promotes behavior by following and updating their knowledge through
seminars and training related to entrepreneurial problems and IT development with certain
communities.

CONCLUSION

Based on hypothesis testing, the following conclusions were made. Religion has a
significant effect on culture. Hence, good religious teachings promote increased understanding of
culture among young people in Riau. Religion has an insignificant effect on entrepreneurial
intention. Therefore, good teachings do not promote this intention among young people in Riau.
Religion has an insignificant effect on entrepreneurial behavior. Hence, good religious teachings
do not promote this behavior among young people in Riau. Culture has a significant effect on
entrepreneurial intention. Therefore, an increased understanding enhances this intention among
young people in Riau. Culture has an insignificant effect on entrepreneurial behavior. Therefore,
an increased understanding does not enhance entrepreneurial behavior among young people in
Riau. Intention has a significant effect on entrepreneurial behavior. Hence, an increased intention
promotes entrepreneurial behavior among young people in Riau.
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