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Chapter 10
Malaysia: The Effects of Attitude, 
Subjective Norms, and Social 
Entrepreneurship Awareness Toward 
Social Entrepreneurship Intention Among 
Public University Students

Roselina Ahmad Saufi and Tan Wai Hong

Abstract  Social entrepreneurship plays a pivotal role in the economic well-
being of a country. It promotes job creation, instigates innovation, as well as 
brings about community development and collaboration. Therefore, it is crucial 
to identify the key factors of Social Entrepreneurship Intention. In this study, we 
investigated how the factors of Attitude, Subjective Norms, and Social 
Entrepreneurship Awareness stimulate such intention among public university 
students in Malaysia. The study aims to determine the gap in empirical research 
results, thereby offering solutions to overcome the different levels of social 
entrepreneurship engagement among target respondents. A total of 172 responses 
were collected and analyzed using IBM SPSS Statistics 26. An ordinal logistic 
regression approach was used, where the results suggest that all the factors con-
sidered affect Social Entrepreneurship Intention at varying intensity, with 
Subjective Norms being the most dominant factor. The findings of this study can 
benefit policymakers and ensure the sustainability of social entrepreneurship 
ecosystem in higher education.
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�Introduction

Today, the world is facing social inefficiencies, and fighting against these inequal-
ities is a major challenge (Marginson, 2018). In response to these inefficiencies, 
social entrepreneurs are driven by a variety of motives to address major social 
inefficiencies such as poverty alleviation, illiteracy or hunger, social reparation, 
inequality, and the preservation of the environment for future generations through 
innovative ideas. The increase of new streams of social entrepreneurship concepts 
increasingly attracts the attention of both academics and practitioners (Canestrino 
et al., 2020) to fill gaps in the necessity of new theoretical and practical contribu-
tions (Ahuja et  al., 2019). Thus, social entrepreneurs play a pivotal role in the 
economic and social development of the communities in which they operate 
(Chien-Chi et al., 2020; Hossain et al., 2021). Given the relevance of social entre-
preneurs in providing solutions to social inefficiencies, many private or public 
institutions are starting to encourage more students to participate in social entre-
preneurial initiatives. Moreover, the institution initiated further action embedded 
in a well-designed entrepreneurship curriculum in improving students’ entrepre-
neurial competencies and boost their enthusiasm to become entrepreneurs (Bazan 
et al., 2020; Bazan et al., 2019). This penetration is in line with the Malaysian 
Education Blueprint 2015–2025 (Higher Education) where the first out of 10 
shifts had been outlined as the key factors for the Malaysian higher education 
system as a “Holistic, Entrepreneurial and Balanced Graduates” (Abd Rahman & 
Zakariyah, 2021).

Thus, there is a need for effective approaches to assess the factors of various 
impacts related to the university’s entrepreneurial ecosystem that could shape the 
Social Entrepreneurship Intention of students. There is evidence in the literature 
that Attitude and Subjective Norms, affect Social Entrepreneurship Intention by 
influencing the antecedents of intention (Ajzen, 1987; Tubbs & Ekeberg, 1991; 
Krueger & Carsrud, 1993; Linan & Kurczewska, 2017; Zaremohzzabieh et  al., 
2019). Meanwhile, Social Entrepreneurship Awareness leads the student’s intention 
to choose social entrepreneurship as the younger generations tend to be e more 
entrepreneurial and environmentally conscious. The more Social Entrepreneurship 
Intention rises, the more social entrepreneurs appear in our country, especially the 
young generation (Dickel & Eckardt, 2021; Rambe & Ndofirepi, 2021). Thus, this 
indicates that the young generation has immense potential for social entrepreneur-
ship, which if appropriately realized can accelerate the socio-economic develop-
ments in the country. Accordingly, Social Entrepreneurship Intentions are key to 
understanding social entrepreneurship, since the desire for social transformation is 
described through these. To date, the aim of the younger generation, particularly the 
millennials in our nation toward Social Entrepreneurship Intention is still not yet 
fully explored and understood. Furthermore, the previous studies focus more on 
entrepreneurial intention among students or the younger generation, but there is 
only a small number of studies conducted on Social Entrepreneurship Intention 
(Tiwari et al., 2017; Saebi et al., 2019; Zakaria & Bahrein, 2018). Therefore, this 
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study sheds light by bridging the gap by determining the Attitude, Subjective Norms, 
and Social Entrepreneurship Awareness toward Social Entrepreneurship Intention 
in the Malaysian context.

�Literature Review

�The Theory of Planned Behavior

The theory of planned behavior (TPB) is a social psychological theory that can be 
applied to understanding the formation of intentions and behaviors related to social 
entrepreneurship. TPB posits that behavior is a function of three determinants: 
Attitudes toward the behavior, Subjective Norms, and perceived behavioral control. 
Teixeira (2015) and Anderson and Jack (2011) apply TPB to examine the impact of 
Attitudes, Subjective Norms, and perceived behavioral control on Social 
Entrepreneurship Intention among university students. The same goes with Chen 
and Christiansen (2015) but they apply TPB to Social Entrepreneurship Intention 
among individuals in emerging markets. In addition, TPB has been applied by 
Kuratko et al. (2010) to examine the impact of Attitudes, Subjective Norms, and 
perceived behavioral control on corporate entrepreneurship intention among 
employees in established firms. These demonstrate that TPB can be applied to the 
study of Social Entrepreneurship Intention by examining the impact of Attitudes, 
Subjective Norms, and perceived behavioral control on the formation of Social 
Entrepreneurship Intentions. The findings from these studies suggest that TPB can 
be a useful framework for understanding the determinants of Social Entrepreneurship 
Intention and designing interventions to promote social entrepreneurship.

�Social Entrepreneurship Intention

Social entrepreneurship intention is the readiness and motivation of an individual to 
start a new venture with the primary aim of creating a positive social or environmen-
tal impact. (Bosma & Wennekers, 2009). In addition, Nguyen and Nguyen (2017) 
define Social Entrepreneurship Intention as the willingness and motivation of indi-
viduals to start a new venture with the primary aim of creating social and/or envi-
ronmental impact in their study. Furthermore, Social Entrepreneurship Intention 
can be defined as the intention of individuals to engage in a new venture aimed at 
creating a positive impact on society and/or the environment (Singh & Kaur, 2017) 
and an activity that creates value for society, often through innovative and/or socially 
responsible means (Mair & Marti, 2006).

These definitions highlight the primary aim of Social Entrepreneurship Intention, 
which is to create a positive social and/or environmental impact through the creation 
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of a new venture. The definitions also emphasize the willingness and motivation of 
individuals to engage in such activities. In other words, Social Entrepreneurship 
Intention refers to an individual’s motivation and willingness to start and run a 
social enterprise to address a social or environmental issue while generating finan-
cial returns. The concept of Social Entrepreneurship Intention is influenced by vari-
ous factors, such as Attitudes, Subjective Norms, and perceived behavioral control, 
and can be understood through the lens of the theory of planned behavior.

The intention of students to pursue social entrepreneurship has been a growing 
topic of interest among researchers and educators in recent years. Many students are 
motivated by a desire to make a positive impact on the world and to address pressing 
social and environmental challenges, and see social entrepreneurship as a way to 
achieve these goals. According to Urbano et  al. (2015), there are several factors 
have been identified as contributing to the formation of Social Entrepreneurship 
Intentions among students, including:

	1.	 Personal values and beliefs: Students who are passionate about making a differ-
ence in the world and who possess a strong sense of purpose are more likely to 
have a high intention to become involved in social entrepreneurship.

	2.	 Exposure to social entrepreneurship: Students who are exposed to the concept of 
social entrepreneurship and have the opportunity to learn about successful social 
ventures are more likely to develop an interest in this field.

	3.	 Role models and mentors: Students who have access to successful social entre-
preneurs and have the opportunity to learn from their experiences are more likely 
to develop a strong intention to pursue social entrepreneurship.

	4.	 Education and training: Programs and courses that focus on social entrepreneur-
ship and provide students with the knowledge, skills, and resources needed to 
launch and scale social ventures can have a positive impact on their intention to 
become involved in this field.

	5.	 Social and environmental awareness: Students who have a strong awareness of 
social and environmental issues and are motivated to address these challenges 
are more likely to have a high intention to pursue social entrepreneurship.

Overall, the intention of students to pursue social entrepreneurship is shaped by 
a complex interplay of personal, environmental, and educational factors. By under-
standing these factors, educators and program developers can create initiatives and 
programs that support and encourage students to pursue social entrepreneurship.

�Social Entrepreneurship Awareness

Social entrepreneurship awareness refers to an individual’s understanding and 
knowledge of the concept of social entrepreneurship including its definition, pur-
pose, and potential impact (Kuratko et al., 2010; Anderson & Jack, 2011; Chen & 
Christiansen, 2015; Teixeira, 2015). It is emphasized that Social Entrepreneurship 
Awareness is crucial in shaping individuals’ intentions to engage in social 

R. A. Saufi and T. W. Hong



165

entrepreneurship activities. Moreover, social entrepreneurship involves starting 
and running a business with the primary aim of addressing a social or environ-
mental issue, while also generating financial returns. Besides, awareness of social 
entrepreneurship encompasses an individual’s understanding of the principles and 
objectives of social entrepreneurship, as well as their knowledge of the resources 
and support available for such activities. Individuals who are aware of social 
entrepreneurship are able to understand its importance and viability and are more 
likely to consider it as a viable option for addressing social and environmen-
tal issues.

Furthermore, several studies have investigated the impact of Social 
Entrepreneurship Awareness on an individual’s intention to engage in such activities 
(Kuratko et al., 2010; Anderson & Jack, 2011; Chen & Christiansen, 2015; Teixeira, 
2015). The research has shown that individuals with a high level of Social 
Entrepreneurship Awareness are more likely to have a positive attitude toward social 
entrepreneurship and to see it as a viable option. Furthermore, they are more likely 
to believe in their ability to start and run a successful social enterprise and to have a 
higher intention to engage in such activities. An example of Social Entrepreneurship 
Awareness:

	1.	 Social entrepreneurship education programs: Social entrepreneurship education 
programs aim to increase awareness of social entrepreneurship by providing 
individuals with the knowledge and skills necessary to start and run a social 
enterprise. These programs may be offered at universities or through non-profit 
organizations, and typically include courses and workshops on social entrepre-
neurship, as well as mentorship and networking opportunities (Kuratko et al., 
2010; Anderson & Jack, 2011; Chen & Christiansen, 2015).

	2.	 Social entrepreneurship competitions: Social entrepreneurship competitions 
provide a platform for individuals to showcase their social enterprise ideas and 
to receive feedback and support from experts in the field. These competitions 
aim to increase awareness of social entrepreneurship by highlighting the impact 
and potential of such activities (Kuratko et al., 2010; Anderson & Jack, 2011; 
Chen & Christiansen, 2015).

	3.	 Social entrepreneurship events and conferences: Social entrepreneurship events 
and conferences aim to bring together individuals and organizations involved in 
social entrepreneurship to network, share best practices, and learn from each 
other. These events and conferences provide an opportunity for individuals to 
learn about social entrepreneurship and to connect with others in the field 
(Teixeira, 2015).

	4.	 Social entrepreneurship media coverage: Social entrepreneurship media cover-
age, such as articles, podcasts, and videos, can increase awareness of social 
entrepreneurship by showcasing the impact and potential of such activities. By 
highlighting successful social enterprises and their positive impact on society, 
media coverage can inspire individuals to consider social entrepreneurship as a 
viable option (Kuratko et  al., 2010; Anderson & Jack, 2011; Chen & 
Christiansen, 2015).
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It has been demonstrated that Social Entrepreneurship Awareness initiatives can 
take various forms, including educational programs, awareness-raising campaigns, 
social entrepreneurship competitions, and conferences. These initiatives aim to raise 
awareness about the concept of social entrepreneurship and its potential impact, and 
to educate individuals about the goals and purpose of social entrepreneurship.

�The Effect of Attitude Toward Social Entrepreneurship Intention

Liang and Wang (2015) find that positive attitudes toward entrepreneurship have a 
positive effect on entrepreneurial intention, while negative attitudes have a negative 
effect. The study also highlights the importance of considering attitudes when 
studying entrepreneurial behavior. However, Nguyen and Nguyen (2017) have 
developed a theoretical model of Social Entrepreneurship Intention and examine its 
determinants, including attitudes toward social entrepreneurship. They found that 
positive attitudes toward social entrepreneurship have a significant positive impact 
on Social Entrepreneurship Intention.

According to Bosma et  al. (2009), positive attitudes toward entrepreneurship 
have a positive impact on entrepreneurial intention, and those negative attitudes 
have a negative impact on university students. They also highlight the importance of 
considering attitudes when studying entrepreneurial behavior. The importance of 
attitudes in shaping Social Entrepreneurship Intention. Positive attitudes toward 
social entrepreneurship have been shown to have a positive impact on intention, 
while negative attitudes have a negative impact. The studies also highlight the 
importance of considering attitudes when studying social entrepreneurship behavior.

H1: There is a significant effect between Attitude and Social Entrepreneurship 
Intention.

�The Effect of Subjective Norms Toward Social 
Entrepreneurship Intention

In the study of Liang and Wang (2015), they realized that Subjective Norms have a 
significant impact on entrepreneurial intention and that individuals are more likely 
to engage in entrepreneurship if they perceive that their peers and significant others 
approve of such behavior. Besides, Nguyen and Nguyen (2017) found that Subjective 
Norms have a significant positive impact on Social Entrepreneurship Intention. The 
Subjective Norms have a significant impact on entrepreneurial intention, and those 
individuals are more likely to engage in entrepreneurship if they perceive that their 
peers and significant others approve of such behavior among university students 
(Bosma et al., 2009; Singh & Kaur, 2017). These studies demonstrate the impor-
tance of Subjective Norms in shaping Social Entrepreneurship Intention. The per-
ception of approval or disapproval from peers and significant others has been shown 
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to have a significant impact on Social Entrepreneurship Intention. These findings 
highlight the importance of considering Subjective Norms when studying social 
entrepreneurship behavior.

H2: There is a significant effect between Subjective Norms and Social 
Entrepreneurship Intention.

�The Effect of Social Entrepreneurship Awareness Toward Social 
Entrepreneurship Intention

Social entrepreneurship awareness refers to an individual’s understanding and knowl-
edge of the concept of social entrepreneurship. According to Reichert and Peitz (2015), 
in this study, individuals who are more aware of social entrepreneurship are more likely 
to engage in social entrepreneurship themselves. Consequently, Social Entrepreneurship 
Awareness has a positive impact on Social Entrepreneurship Intention. Besides, expo-
sure to entrepreneurial education, including education on social entrepreneurship, posi-
tively impacts entrepreneurial intention (Li & Wong-On-Wing, 2015).

However, Teixeira (2015) discusses the role of education and awareness in pro-
moting social entrepreneurship. The author argues that education and awareness are 
crucial for promoting social entrepreneurship and increasing the number of indi-
viduals who engage in social entrepreneurship activities. In addition, in the study of 
the impact of entrepreneurship education on entrepreneurial intention, including 
education on social entrepreneurship, researchers found that exposure to entrepre-
neurship education, including education on social entrepreneurship, has a positive 
impact on entrepreneurial intention (Anderson & Jack, 2011).

Individuals who are more aware of social entrepreneurship are more likely to 
engage in social entrepreneurship themselves, and exposure to education and aware-
ness of social entrepreneurship has been shown to have a positive impact on Social 
Entrepreneurship Intention. These findings highlight the importance of promoting 
Social Entrepreneurship Awareness in order to encourage individuals to engage in 
social entrepreneurship activities (Fig. 10.1).

Attitude

Subjective Norms

Social 
Entrepreneurship 
Awareness

Social 
Entrepreneurship 
Intention 

H1

H2

H3

Fig. 10.1  Conceptual framework
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H3: There is a significant effect between Social Entrepreneurship Awareness and 
Social Entrepreneurship Intention.

�Research Methodology

�Research Design

The cross-sectional research design was employed to examine the Social 
Entrepreneurship Intention of students in Higher Education in Malaysia context. 
The data were collected from 172 students through an online survey from March 
2022 to May 2022. All the respondents were selected from the Entrepreneurship 
course in the second semester. These respondents are believed to have strong entre-
preneurial activity involvement and it is important to continually study and refine 
their entrepreneurial profile. Participants were assured that all information was kept 
confidential and their participation was voluntary. This study used SPSS 26 to ana-
lyze the effect between independent variables and dependent variables.

�Survey Instrument

The structured questionnaire used in this study was adopted from earlier studies with 
minor modifications. In this study, a five-point Likert scale was employed to measure 
the variables, which include strongly disagree, disagree, neutral, agree, and strongly 
agree. For the Attitude variable, there are six items were adopted from Liñán and Chen 
(2009). Attitude refers to an individual’s overall evaluation of social entrepreneurship 
as a concept and as a career option. This construct is important because it can influ-
ence an individual’s intention to pursue social entrepreneurship (Krueger & Brazeal, 
1994). The items in the survey instrument ask participants to rate their level of agree-
ment with statements about social entrepreneurship and to provide an explanation of 
their overall attitude toward social entrepreneurship. While Subjective Norms refer to 
a person’s impression of the support or opposition of significant others regarding 
engaging in social entrepreneurship. This construct is significant because it may have 
an impact on a person’s decision to engage in social entrepreneurship (Ajzen & Driver, 
1991). The survey’s questions ask respondents to rate how much their perceptions of 
the level of support or opposition from significant figures in their lives have an impact 
on their decision to pursue social entrepreneurship. To measure the Subjective Norms, 
six items were adopted from Liñán and Chen (2009), Liñán et al. (2011), Heuer and 
Kolvereid (2014), Solesvik et al. (2012), and Souitaris et al. (2007). Five items for 
Social Entrepreneurship Awareness were derived from Krueger Jr et al. (2000). Social 
Entrepreneurship Awareness refers to an individual’s knowledge and understanding of 
social entrepreneurship as a concept and as a career option. This construct is important 
because it can influence an individual’s intention to pursue social entrepreneurship 
(Bosma & Wennekers, 2009). The survey’s items ask respondents to rank their 
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acquaintance with social entrepreneurship and select the definition that most closely 
reflects their understanding of the idea. Finally, five items were extracted from Krueger 
Jr et al. (2000) to measure Social Entrepreneurship Intention. Social Entrepreneurship 
Intention, which describes a person’s propensity and drives to pursue social entrepre-
neurship as a vocation. This construct is crucial because it has the ability to foretell 
whether a person would actually engage in social entrepreneurship (Kolvereid & 
Isaksen, 2006). The survey’s questions ask respondents to rank the elements that 
would most likely affect their decision to pursue social entrepreneurship and to rate 
their chance of doing so.

�Findings

�Demographic Profile

Table 10.1 reveals the details characteristics of the respondents in this study. As 
for the field of study, the survey was dominated by Entrepreneurship courses 
(51.2%), followed by Art (18.0%), Business Admin (17.4%), and other courses 
indicate that 10% and below were respondents’ choice (Banking, Economics, 
Education, Geography, Heritage, Islamic Banking and Finance, Logistics, 
Computer Science, and Technology). Meanwhile, the majority of the respondents 
were represented by 91.9%, aged between 21 and 24 years old, 6.8% were aged 
between 25 and 28 years old, and 6% were aged 29 years and above. However, 
only 1.2% of the respondents were aged 20 years and below. Furthermore, there 
are more females (72.7%) than males (27.3%) who participate in this survey. As 
for the working experience, most of the respondents agree that they have experi-
ence (75.6%), while the remaining percentage have no working experience. In 
addition, about 38.4% of the respondent’s parents’ occupations were self-
employed, and the remaining respondents (29.7%, 23.3%, 4%, and 1.2%) were in 
private, government, others, and unemployed, respectively. However, only 2.9% 
of the parents were retired. The respondents who had not completed the 
Entrepreneurship courses were represented by 44.8%, while 55.2% of the respon-
dents did not complete the Entrepreneurship courses. Regarding CGPA, the 
majority of the students who achieved an excellent result of 3.00–3.49 was at 
58.7%, while 32.6% achieved 3.50 and above. The remaining students achieved 
2.99 and below.

�Reliability Test

Before conducting the main analysis, a reliability test was performed with all the 
items tapping into the independent variables and dependent variables that were 
included in the study. The reliability test for this study is executed with the analy-
sis of Cronbach alpha as displayed in Table 10.2. The results for the reliability of 
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Table 10.1  Demographic Profile

Background Information Frequency Percentage (%)

Field of study Art
Banking
Business admin
Economics
Education
Entrepreneurship
Geography
Heritage
Islamic banking and finance
Logistics
Computer science
Technology

31
1
30
1
10
88
1
4
1
2
2
1

18.0
0.6
17.4
0.6
5.8
51.2
0.6
2.3
0.6
1.2
1.2
0.6

Age (years) 20 years and below
21–24
25–28
29 years and above

2
158
11
1

1.2
91.9
6.4
6

Gender Female
Male

125
47

72.7
27.3

Work experience No
Yes

42
130

42
75.6

Parents occupation Government
Private
Self-employed
Unemployed
Retired
Others

40
51
66
2
5
8

23.3
29.7
38.4
1.2
2.9
4.7

Complete entrepreneurship course Yes
No

77
95

44.8
55.2

CGPA 2.99 and below
3.00–3.49
3.50 and above

15
101
56

8.7
58.7
32.6

Table 10.2  Reliability 
construct

Cronbach’s Alpha (α)

Attitude 0.922
Subjective norms 0.877
Social entrepreneurship awareness 0.920
Social entrepreneurship intention 0.952

the item measurement indicate that each construct is satisfied since the values 
exceeded the recommended threshold, which is above 0.70 (Taber, 2018). The 
Cronbach alpha value for Attitude is 0.922, Subjective Norms is 0.877, Social 
Entrepreneurship Awareness is 0.920, and Social Entrepreneurship Intention is 
0.952. Therefore, it can be concluded that each of the constructs is acceptable for 
this study.
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�Regression Analysis

Before we proceed to further discuss the results of analysis which showcase outputs 
based on (ordinal) logistic regression models, it is worth noting that this study con-
siders three different independent variables, which include Attitude, Subjective 
Norms, and Social Entrepreneurship Awareness. All these independent variables are 
assumed to have some impact on the dependent variable, which is Social 
Entrepreneurship Intention. We further note that all the variables (both independent 
and dependent) are measured in the form of Likert scales, which are essentially 
ordinal variables. Since Likert scales are ordinal data, the most appropriate measure 
of central tendency is the median, which represents the middle value of the data. 
This is attributable to the fact that the median is less affected by extreme values than 
the mean, and is appropriate for data which are not normally distributed, common 
with Likert scales.

As an indicative example, under the independent variable Attitude, we have six 
questions under the section that aim to estimate this variable (intuitively labeled as 
At1, At2, …, and At6). All these Likert items can be summarized by a single median 
value (for each individual) to best showcase that particular individual’s Attitude. As 
our dependent variable is ordinal (consisting of ordered categories with 1 denoting 
strong disagreement and 5 denoting strong agreement), we have opted to use an 
ordinal logistic regression approach to model the relationships between this depen-
dent variable and three other independent variables mentioned. This is due to that an 
ordinal logistic regression is specifically designed for modeling the relationship 
between an ordinal outcome variable and one or more predictor variables.

Furthermore, throughout the procedures of analyses based on the ordinal logistic 
regression approach, we have used the Logit link function as it converts the pre-
dicted probabilities of ordinal outcomes into log odds, which is the natural loga-
rithm of the odds, and permits a linear relationship between the predictor variables 
and the outcome variable (that is, the link function takes the natural logarithm of the 
odds of being in a higher outcome category compared to the current category).

In this section, three variables were analyzed to examine the effects of indepen-
dent variables on the dependent variable:

A1. To examine the effect of Attitude toward Social Entrepreneurship 
Intention
A2. To examine the effect of Subjective Norms toward Social Entrepreneurship 
Intention
A3. To examine the effect of Social Entrepreneurship Awareness toward 
Social Entrepreneurship Intention
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�Regression Analysis for A1

Under this part, we shall examine the effect of Attitude toward Social Entrepreneurship 
Intention, based on an ordinal logistic regression approach. Note again that the link 
function used is a Logit link function, for its desirable properties. We can observe, 
based on the model fitting information (Table 10.3), that the −2 Log Likelihood 
with intercept only comes at the value of 177.526 while the final model considered 
comes at the value of 54.337. We note here that a lower value implies a better fit of 
the model, and the −2 Log Likelihood measures how well the model fits the data 
collected. It is a powerful goodness-of-fit statistic that compares the observed data 
with predictions made by the model.

Under the outputs of parameter estimates generated by SPSS (see, for example, 
Table 10.4), we can see the expected change in the log odds of moving to a higher 

Table 10.3  Model fitting information

Model −2 Log Likelihood Chi-square df Sig.

Intercept only 177.526
Final 54.337 123.189 7 0.000

Link function: Logit

Table 10.4  Parameter Estimates

Estimate
Std. 
error Wald df Sig.

95% Confidence 
interval
Lower 
bound

Upper 
bound

Threshold [SocEntIntention = 1.00] −8.192 0.830 97.388 1 0.000 −9.819 −6.565
[SocEntIntention = 2.00] −6.367 0.592 115.497 1 0.000 −7.529 −5.206
[SocEntIntention = 3.00] −3.456 0.445 60.382 1 0.000 −4.328 −2.584
[SocEntIntention = 4.00] −0.676 0.300 5.067 1 0.024 −1.265 −0.087

Location [attitude = 1.50] −7.280 1.958 13.825 1 0.000 −11.117 −3.442
[attitude = 2.00] −6.830 1.028 44.156 1 0.000 −8.844 −4.815
[attitude = 2.50] −3.467 1.414 6.014 1 0.014 −6.239 −0.696
[attitude = 3.00] −4.812 0.607 62.888 1 0.000 −6.001 −3.623
[attitude = 3.50] −4.664 0.740 39.679 1 0.000 −6.115 −3.212
[attitude = 4.00] −2.779 0.453 37.581 1 0.000 −3.667 −1.890
[attitude = 4.50] 0.273 0.891 0.094 1 0.759 −1.474 2.020
[attitude = 5.00] 0a . . 0 . . .

Link function: Logit
aThis parameter is set to zero because it is redundant
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outcome category for a one-unit increase in the predictor variable, while holding all 
other variables constant. The sign of the coefficient estimate may first be inspected for 
interpretation, where in general a positive estimate implies that as the predictor variable 
increases, the log-odds of moving to a higher outcome category increase and contrari-
wise for a negative estimate. We further note that a larger coefficient, in its absolute 
value, indicates a stronger relationship between the predictor variable and the outcome 
variable. In addition, a smaller standard error and a p-value less than the proposed level 
of significance (say 0.05) suggest a more statistically significant estimate.

Based on the outputs in Table 10.4, all but the category of Attitude = 4.50 has 
negative estimates, which comes at the value of 0.273, with a p-value of 0.759. This 
is also the only category with an odds ratio greater than one, as Exp (0.273) = 1.3139. 
This implies that for each one-unit increase in the predictor variable, the odds of 
moving to a higher outcome category are about 1.3 times greater, while holding all 
other variables constant.

If we, for example, consider a more significant location parameter based on the 
p-value, say at Attitude = 4.00, we can see that it comes at the value of −2.779 with 
a statistically significant p-value and a much smaller standard error as compared to 
when Attitude = 4.50. The odds ratio at the value of Exp (−2.779) = 0.0621, which 
is less than one, implies that as the predictor variable increases, the odds of moving 
to a higher outcome category decrease, by around 0.06 times. It can be concluded 
that the impact is there, although by a weak intensity.

�Regression Analysis for A2

We can observe, based on the model fitting information for Subjective Norms 
toward Social Entrepreneurship Intention in Table 10.5, that the −2 Log Likelihood 
with intercept only comes at the value of 166.798 while the final model considered 
comes at the value of 81.455, implying a good model fit. All the location parameters 
also appear to be statistically significant, and come at negative signs, with different 
magnitudes as shown in Table 10.6.

A notable location parameter is when Subjective Norms = 4.50 as it has a p-value 
of 0.015 and an estimate of −1.619 which, when converted to odds ratio, comes at 
the value of Exp (−1.619)  =  0.1981. This implies that as the predictor variable 
increases, the odds of moving to a higher outcome category decrease, by around 0.2 
times. The influence is considerably greater compared to what we have for Attitude 
toward Social Entrepreneurship Intention.

Table 10.5  Model fitting information

Model −2 Log likelihood Chi-square df Sig.

Intercept only 166.798
Final 81.455 85.344 7 0.000

Link function: Logit
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Table 10.6  Parameter estimates

Estimate
Std. 
error Wald df Sig.

95% Confidence 
interval
Lower 
bound

Upper 
bound

Threshold [SocEntIntention = 1.00] −7.784 0.811 92.053 1 0.000 −9.374 −6.194
[SocEntIntention = 2.00] −6.021 0.616 95.606 1 0.000 −7.228 −4.814
[SocEntIntention = 3.00] −3.434 0.512 44.992 1 0.000 −4.438 −2.431
[SocEntIntention = 4.00] −1.196 0.446 7.194 1 0.007 −2.070 −0.322

Location [SubjectiveNorms = 1.00] −3.946 1.076 13.446 1 0.000 −6.056 −1.837
[SubjectiveNorms = 2.00] −5.943 1.025 33.635 1 0.000 −7.951 −3.934
[SubjectiveNorms = 2.50] −6.136 1.027 35.691 1 0.000 −8.149 −4.123
[SubjectiveNorms = 3.00] −4.382 0.631 48.150 1 0.000 −5.619 −3.144
[SubjectiveNorms = 3.50] −3.629 0.621 34.176 1 0.000 −4.846 −2.412
[SubjectiveNorms = 4.00] −2.313 0.522 19.614 1 0.000 −3.336 −1.289
[SubjectiveNorms = 4.50] −1.619 0.664 5.936 1 0.015 −2.921 −0.317
[SubjectiveNorms = 5.00] 0a . . 0 . . .

Link function: Logit
aThis parameter is set to zero because it is redundant

Table 10.7  Model fitting information

Model −2 Log likelihood Chi-square df Sig.

Intercept only 163.632
Final 45.698 117.934 4 0.000

Link function: Logit

�Regression Analysis for A3

Based on the model fitting information for Social Entrepreneurship Awareness 
toward Social Entrepreneurship Intention in Table 10.7, the −2 Log Likelihood with 
intercept only comes at the value of 163.632 while the final model considered comes 
at the value of 45.698, implying a substantially better model fit. All the location 
parameters also appear to be statistically significant, and come at negative signs, 
with different magnitudes as shown in Table 10.8.

The most notable location parameter is when Social Entrepreneurship 
Awareness = 4.00 as it has a p-value of less than 0.05 and an odds ratio of Exp 
(−2.599) = 0.0743. This implies that as the predictor variable increases, the odds of 
moving to a higher outcome category decrease, by around 0.07 times. The effect is 
considerably less noticeable compared to the one indicated by Subjective Norms 
and Social Entrepreneurship Intention.
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Table 10.8  Parameter estimates

Estimate
Std. 
error Wald df Sig.

95% Confidence 
interval
Lower 
bound

Upper 
bound

Threshold [SocEntIntention = 1.00] −8.096 0.791 104.804 1 0.000 −9.646 −6.546
[SocEntIntention = 2.00] −6.390 0.578 122.167 1 0.000 −7.523 −5.257
[SocEntIntention = 3.00] −3.544 0.439 65.045 1 0.000 −4.405 −2.683
[SocEntIntention = 4.00] −0.868 0.315 7.596 1 0.006 −1.485 −0.251

Location [SocEntAwareness = 1.00] −3.735 1.180 10.021 1 0.002 −6.047 −1.422
[SocEntAwareness = 2.00] −6.503 0.949 46.914 1 0.000 −8.364 −4.642
[SocEntAwareness = 3.00] −4.817 0.550 76.564 1 0.000 −5.896 −3.738
[SocEntAwareness = 4.00] −2.599 0.437 35.324 1 0.000 −3.457 −1.742
[SocEntAwareness = 5.00] 0a . . 0 . . .

Link function: Logit
aThis parameter is set to zero because it is redundant

�Discussion

This study’s objective is to determine the effect of attitude, Subjective Norms, and 
Social Entrepreneurship Awareness on Social Entrepreneurship Intention based 
on hypothesized relationships. Findings on specific Social Entrepreneurship 
Intentions are further discussed below. Young generations are the future leaders of 
the country in providing solutions to social issues in innovative ways through 
social entrepreneurial initiatives (Jemari et  al., 2017; Shahverdi et  al., 2018). 
Thus, this study reveals that students in Higher Education are pivotal in compre-
hending Social Entrepreneurship Intention among their generation. The findings 
that Attitude affects Social Entrepreneurship Intention are consistent with previ-
ous research (Jadmiko, 2021; Luc, 2018; Rambe & Ndofirepi, 2021). This study 
found that positive attitudes among students increase optimism, in terms of their 
choice and plan to become social entrepreneurs or engage in social entrepreneur-
ial activities. This positivism led them to start a business in the social area through 
experience and personal characteristics. Hence, Attitude has been proven to be an 
essential factor in possessing Social Entrepreneurship Intention with a posi-
tive impact.

Subjective Norms show a different dimension of students, in terms of beliefs 
from their friends, parents, or other family members to performing or not toward 
Social Entrepreneurship Intention (Ajzen & Driver, 1991). This indicates that 
social pressure from family or important people influenced their decision to 
involve or not in social entrepreneurship activities or act as a social entrepreneur. 
Besides, those important people play an important role in supporting their 
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decision and action to become social entrepreneurs (De Jorge-Moreno et  al., 
2012). They feel comfortable and safe because they have someone who supports 
and stands by his/her side in making something of value in their life, study, or 
career. Furthermore, the findings are in agreement with the extant literature that 
verifies the significant positive of Subjective Norms on Social Entrepreneurship 
Intention (Ahuja et al., 2019). However, Cavazos-Arroyo et al., (2017) mention 
their argument that Subjective Norms and intention have been inconclusive in 
findings and disclosed inconsistent results. For this study, students need support 
or someone who can guide or help them in making reasonable decisions. Therefore, 
it becomes crucial to examine Subjective Norms in predicting Social 
Entrepreneurship Intention.

For H3, the findings indicate that Social Entrepreneurship Awareness signifi-
cantly affects Social Entrepreneurship Intention among students. These findings 
could be associated with the university ecosystem toward social entrepreneurship 
in increasing students’ awareness and knowledge of social problems solution. By 
increasing students’ awareness, universities will be better equipped to escalate the 
desirability toward Social Entrepreneurship Intention, thus increasing students’ 
perceptions of opportunity (Usman et al., 2022). Social problems in this global-
ized era are not limited to an individual or community but affect everyone glob-
ally (Gandhi & Raina, 2018; Premkumar et al., 2022). These problems can only 
be mitigated when all the people have social awareness. Regarding this alarming 
social issue, social awareness among the young generation is important in reflect-
ing those issues (Hockerts, 2018). Not only can they provide solutions to social 
problems, but also, they may overcome economic recession (Tran et al., 2016). 
Therefore, social awareness can be implanted into young generations’ interests to 
improve their society and country. The youth should be encouraged to engage pas-
sionately in social entrepreneurship and inspired to become social entrepreneurs 
or adapt social entrepreneurship elements in decision-making (Jemari et al., 2017; 
Bazan et al., 2020).

�Implications

This study further contributes to the literature by determining the Social 
Entrepreneurship Intention focusing on three variables, which are Attitude, 
Subjective Norms, and Social Entrepreneurship Awareness. Besides, it also little 
research has been conducted on Social Entrepreneurship Intention among students, 
employing Social Entrepreneurship Awareness. This study also can expand in pro-
posing a measurement scale for students’ intention toward Social Entrepreneurship 
Intention and the evaluation in considering that the students apply social entrepre-
neurial elements.

This study’s findings help decision makers to consider this component in policy 
implementation. This initiative is in line with the government’s effort to support 
social entrepreneurship in the country as a means to increase the socio-economic 
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and reduce social issues. Accordingly, the institution can collaborate with industries 
and agencies to train or prepare the next generation of social entrepreneur leaders 
who are committed to social practices and sustainability. Thus, there is a need for 
support mechanisms to help the students transform into the social entrepreneurial 
mindset that affects their interest in becoming social entrepreneurs (Shahverdi et al., 
2018; Peng et al., 2019). As a result, the institution creates a social entrepreneurial 
ecosystem with support from the people around them, at the same time providing 
value to society.

�Limitation and Future Research

The study aims to provide an approach to comprehend how Social Entrepreneurship 
Intention is affected by Attitudes, Subjective Norms, and Social Entrepreneurship 
Awareness. However, there are limitations that must be discussed and issues that 
are still open for future research. The study limitations include the flaw of cross-
sectional studies that refer to the cause-and-effect relationship. Furthermore, the 
study framework is a relatively straightforward effect relationship with only three 
independent variables and a dependent variable. Thus, future research supposedly 
employed longitudinal studies to investigate the environmental and economic per-
spectives toward Social Entrepreneurship Intention. A more comprehensive model 
should be used by considering other dimensions such as institutions, experience, 
and support to provide a better understanding related to Social Entrepreneurship 
Intention. Moreover, researchers may also expand the study by adding another 
moderator or mediator to increase the robust result. However, this study provides 
useful information where social entrepreneurship context is dramatically increased 
at a tremendous speed but research in this field is still struggling to provide 
answers to the researchers. Future studies could take into account other perspec-
tives or factors such as culture and regulation between developed and developing 
countries.

Secondly, the limitation is that this study was targeted at students from an entre-
preneurship course and it may not be generalized to students from non-entrepreneurial 
courses. Also, the students were selected as a respondent in three public universities 
only in Malaysia due to time and resource constraints. In addition, university lectur-
ers and other staff were not engaged in this study, who can contribute insights into 
this study otherwise. This limitation also affects the sample size of this study which 
limits the observation to a particular time. The proposed model in this research 
study also offers room for further improvement. Therefore, future studies should 
consider broadening the scope to engage the private university that may contribute 
to the new findings according to different courses and governance. The future 
respondents may consist of non-entrepreneurship students to see the different per-
spectives and understanding among university students. Lecturers and staff engage-
ment will play an important role to ensure they provide a supportive ecosystem in 
institutions to encourage students toward Social Entrepreneurship Intention (Kim 
et al., 2020).
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�Conclusion

Social entrepreneurs have become increasingly important to our contemporary soci-
ety as we march toward sustainability and prosperity. Such objects can be achieved 
by the proposition of scalable solutions applicable in numerous contexts. Due to 
their significant contributions in addressing various social and environmental chal-
lenges, the field of social entrepreneurship has attracted considerable attention and 
support from the governments, philanthropists, and investors in recent years. 
Therefore, it comes as no surprise that students in Malaysian public universities are 
aware of the existence and importance of social entrepreneurship, although the 
majority of them are still oblivious to how it can be practiced. Such phenomenon 
can stem from their lack of knowledge and motivation, which can be combated by 
motivating them to initiate social entrepreneurial activities through the identifica-
tion of key components associated with social entrepreneurial attributes. Our statis-
tical analysis reveals that Attitude, Subjective Norms, and Social Entrepreneurship 
Awareness all affect Social Entrepreneurship Intention at varying intensity, with 
Subjective Norms being the most dominant factor. By inculcating social entrepre-
neurs who actively innovate, foster partnerships, and empower communities, the 
sustainable development goals (SDGs) can, without a doubt, be achieved.
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