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This study provides empirical evidence of the role of religiosity in new venture creation and its addi-
tional moderating roles in individual entrepreneurial orientation and knowledge-sharing attitudes. It
uses the lens of social cognitive and social capital theories by incorporating the generational cohort
theory to explore Gen Y and Gen Z. This is a hypothetico-deductive study that employs a semi-struc-
tured survey of 84 Gen'Y and 154 Gen Z respondents from Indonesia. The findings revealed that the
effect of religiosity on venture creation was significantly negative for the Gen 'Y, and the two moder-
ators played a significant role in the relationship between religiosity and venture creation only for the
Gen Y. The findings of this study provide the new empirical discourse that even though the Gen'Y and
the Gen Z are considered digital natives, they have different religious views and behaviors notably
when it comes to the decision to set up a new business. This study provides and opens new avenues
for future research on this topic and highlights the urgency to explore the religious behavior of earlier
generations towards venture creation.

Keywords: Religiosity; new venture creation; individual entrepreneurial orientation; knowledge-shar-
ing attitudes; Gen Y; Gen Z.

1. Introduction

For many people, especially those living in countries that are based on religion or recognize
the existence of religions in citizenship and state administration, religion is an inherent
and inseparable component of an individual’s existence; influencing society considerably
through the formation of human behavior (Nwankwo et al., 2013). Thus, religiosity is an
essential trait that defines the meaning and purpose of a person’s existence, particularly in
a religious type of society (Damiano et al., 2017), and is always related to morals, ethics
and values. Individuals, especially adherents, transform religious principles into a variety
of activities, including consumption behavior, business practices and the work environment
(Byrne et al., 2011; Griebel et al., 2014).

To the extent that humans are products of religious values, religiosity can be a major
driving force behind, and can have a major effect on, entrepreneurship (Henley, 2017;
Weber, 1992). Religion appears to have a crucial effect on the perceptions and business
practices of business managers and entrepreneurs (Baharun and Kamarudin, 2001). Indeed,
entrepreneurial behavior is value-driven (Morris and Schindehutte, 2005)—that is, entre-
preneurial pursuits are primarily driven by entrepreneurs’ internal values, including their
religion and spirituality; thus, they often have deep personal meaning (Kinjerski and
Skrypnek, 2004). Religiosity provides an understanding of how entrepreneurs’ heightened
awareness of their personal values and beliefs can influence their business activities and
key elements of the entrepreneurial process, such as opportunity recognition, the creation
of new businesses, and company operations and growth (Balog et al., 2014).

However, extant research on religiosity and entrepreneurship is limited and frag-
mented, particularly in the field of management science (Balog et al., 2014; Gursoy et al.,
2017; Musallam and Kamarudin, 2021). Block et al. (2020) pointed out that religiosity is
one of the antecedents that lacks empirical studies on creating new ventures. Smith et al.
(2021) stated that the role of religion was largely ignored by entrepreneurship scholars
even though religion is considered capable of offering novel insights into entrepreneurship
studies.
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New venture creation has attracted the interest of researchers and policymakers
(Salamzadeh, 2015) to contribute to a better society, particularly when the environment
changes. In light of the growing interest in the study of spirituality and religion and its
potential to explain entrepreneurs’ activities, this study investigates the role of religiosity
in new venture creation.

This investigation is conducted with a focus on younger generations, many of whom
have become successful entrepreneurs at a very young age. Ting et al. (2018) found that
the values and beliefs of certain generation cohorts may differ from those of other genera-
tions, especially concerning setting up a business. Codrington and Grant-Marshall (2004)
stated that the current human population consists of five generations based on the year
of birth: Baby Boomers (1943-1960), Generation X (Gen X; 1961-1981), Generation
Y (Gen Y; 1982-2000), Generation Z (Gen Z; 2001-2010) and Generation Alpha (Gen
Alpha). Previous studies have investigated venture creation by the Silent Generation,
Baby Boomers, Gen X and Gen Y based on the generational cohort theory (Strauss and
Howe, 1991). For instance, Woodrum (1985) studied venture creation among Japanese
senior immigrants born between 1901 and 1912, and Dodd and Seaman (1998) investigated
entrepreneurship among British baby boomers. Minns and Rizov (2005) also explored new
business creation in Canada in the Silent Generation and among Baby Boomers, Gen X and
Gen Y—that is, among people born from 1928 to1996. Their study was scrutinized by Nair
and Pandey (2006), who focused on Gen X entrepreneurs (born in 1965-1980) in Kerala
and Thrissur, India. Carswell and Rolland (2007) studied Gen X and Gen Y aged 18-65
years among New Zealand’s entrepreneurs. Their study was similar to that of Audretsch
et al. (2013) among workers in India.

As for the link between religiosity and venture creation in specific generations, accord-
ing to the Varkey Foundation (2017) and Hinduan et al. (2020), Gen Y and Gen Z in
Indonesia think that religion plays a crucial role in providing a sense of security and com-
fort and a feeling of fortune and happiness in life. Epafras er al. (2021) found, from their
survey of 745 high school and college students in Indonesia, that the Gen Z consider them-
selves quite religious because they actively take part in religious development in the form
of small groups in student spiritual units at schools and colleges led by the Gen Y. Henley
(2017) examined the influence of religiosity on the creation of new businesses by Baby
Boomers, Gen X and Gen Y using the cross-national data sources World Values Survey,
the Association of Religious Data Archives and the Global Entrepreneurship Monitor.
However, the recent studies (e.g., Epafras et al., 2021; Hinduan et al., 2020) did not explain
if the religiosity of the Gen Y and Gen Z contributes to their decision to set up a business.
Our current study investigates the influence of religiosity on venture creation in Indonesia,
focusing on the Gen Z (Dimock, 2018) and comparing it to the Gen Y.

Furthermore, to better understand the relationship between religiosity and new ven-
ture creation, Block et al. (2020) pointed out the need to investigate possible moderator
variables of such a relationship. The potential moderators are micro-level variables such
as traits and attitudes toward behavior, which act as antecedents of new venture creation
and consequences of religiosity. Among these traits and attitudes are the propensity to take
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risks (Ferguson et al., 2014), a proactive attitude (Raban-Motounu and Vitalia, 2015), an
innovative attitude (Azam et al., 2011; Kropp et al., 2008; Schumpeter, 1943; Shane and
Venkataraman, 2000) and a knowledge-sharing attitude (KSA; Murtaza et al., 2016). In
the entrepreneurship literature, risk-taking, proactiveness and innovativeness are the ele-
ments of individual entrepreneurial orientation (IEO; Miller, 1983). KSA can be defined as
the extent of an individual’s positive attitude toward information and knowledge provision
to help and cooperate with other individuals in generating new ideas and solving prob-
lems (Wang and Noe, 2010). Indeed, past studies have indicated that the introduction and
exploitation of business opportunities are highly dependent on IEO and KSA (De Carolis
and Patrick, 2006; Su and Wang, 2018) and that they are the most common and relevant fac-
tors of venture creation that must be further investigated for certain demographic types (e.g.,
Block et al., 2020). Based on this line of reasoning and to fill this knowledge gap, the current
study tested the roles of IEO and KSA as moderators of the relationship between religiosity
and new venture creation among specific generational cohorts (i.e., Gen'Y and Gen Z).

Based on the above-mentioned discussion, the current research addresses the following
research questions:

(i) Does religiosity affect new venture creation differently between the Gen Y and the
Gen Z?
(i) Does IEO moderate the relationship between religiosity and venture creation?
(iii)) Does knowledge sharing attitude moderate the relationship between religiosity and
new venture creation?

2. Theoretical Framework and Hypothesis Development
2.1. Social cognitive and social capital theories

The current study uses two main perspectives—the social cognitive theory and the social
capital theory—as points of departure for understanding the nature of religiosity as a men-
tal change mechanism of individuals and its effect on new venture creation, which may
interact with particular social structures. These two theories both assume the interaction of
personal and environmental factors is important and reciprocal because individuals could
influence the environment and vice versa, although the social capital theory further empha-
sizes social norms and structures, which are described later (Nahapiet and Ghoshal, 1998).
The first perspective—the social cognitive theory—states that venture creation activities
are the result of mental changes that take place in the imitative learning process or through
learning by observing role models such as successful entrepreneurs and religious figures
(Bandura, 1986; Compeau and Higgins, 1995). On the other hand, in the social capital
theory, learning occurs through the exchange of information and knowledge with external
parties relevant to the need to strengthen religiosity and business development (De Carolis
and Patrick, 2006).

Furthermore, according to the social cognitive theory, the social learning process would
result in individual entrepreneurial self-efficacy (Ferguson et al., 2014; Kristiansen and
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Table 1. Comparison of the social cognitive theory and the social capital theory.

Social Cognitive Theory Social Capital Theory

Similarity There is a reciprocal interaction of personal and environmental factors in religious and
business learning as well as in network development.

Differentiation Individuals learn by observing and imitating Individuals learn by exchanging
influential figures, such as religious information and knowledge with
leaders and successful entrepreneurs. external parties.

Individuals have self-efficacy as a result of Individuals have strong social bonds as a
the learning process and support from result of the networking process.

their role models.

Cognitive aspects such as certain learning The cognitive dimension gives rise to
codes are understood only by individuals shared codes and language in networks.
who observe or imitate others.

Ownership of the learning outcomes is Ownership of network resources is
individual. collective.

Indarti, 2004), whereas the social networking process—which could take place in some
social structures such as religious communities, social communities, families and among
kin (Bellu and Fiume, 2004; Manik et al., 2023)—would result in strong interdepen-
dent social ties (Bourdieu, 1986; Liao and Welsch, 2005; Nahapiet and Ghoshal, 1998).
Moreover, in social cognitive processes, certain learning codes are understood only by
individuals who observe or imitate influential figures, whereas the social capital theory
implies the existence of shared codes, narratives, and languages in certain social networks
(Bandura, 1986). Thus, in the social cognitive theory, ownership of learning outcomes is
individual; whereas, in the social capital theory, network resources through social net-
working processes are owned collectively (Bandura, 1986; Nahapiet and Ghoshal, 1998).
Table 1 summarizes the similarities and differences between the two theories.

2.2. Generational cohort theory

In addition to the social cognitive and the social capital theories, because this study focuses
on the Gen Y and the Gen Z, we reflect on the generational cohort theory to better under-
stand the nature of the two generations. This theory, first developed in the United States by
Strauss and Howe (1991), assumes that people who are born and live in a certain period
and who have shared experiences of certain significant external events (such as economic
recessions, wars and technological advances) will exhibit the same values, attitudes and
beliefs. Thus, people can be grouped into generations spanning 20-25 years, each based
on their year of birth.

The generational groups widely adopted in various countries, considering the
above-mentioned three events, are the Silent Generation (born in 1925-1942), the Baby
Boomers (born in 1943-1960), Gen X (born in 1961-1981), Gen Y (born in 1982-2000)
and Gen Z (born in 2001-2010) (Brosdahl and Carpenter, 2011; Dimock, 2018). The Silent
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Generation, having experienced life after World War II with an unstable economy and polit-
ical and security upheaval, tend to be conformists to survive. The Baby Boomer generation
experienced economic development and political stability, which caused a ‘baby boom,’
more idealistic values and behavior, and loyalty to their institutions. The Gen X began to
enjoy equality as more women were working; therefore, this generation is considered to be
more independent and self-reliant. The Gen Y and Gen Z are more educated generations
than the previous ones and are techno-savvy, especially regarding the internet or digital
technology, which makes them want transparency and respect diversity. In sum, some lit-
erature indicates that these generational divisions are used in various marketing studies on
shopping orientation (Brosdahl and Carpenter, 2011) and customer decision-making styles
(Ivanova et al., 2019; Thach et al., 2021; Thangavel et al., 2019).

2.3. Religiosity and entrepreneurship

Religion is defined as a person’s morality and perspective in life (Emami and Nazari,
2012). It is related to the beliefs and values possessed by individuals and the extent to
which they apply these values and beliefs in their lives (Worthington ez al., 2003). It can be
evaluated based on cognitive and behavioral factors. Religion determines the consistency
of the behavior displayed by business owners in their business activities, such as in the
form of business practices that prioritize ethics, honesty and trustworthiness (Muhamad
and Mizerski, 2010).

Religiosity is defined as an individual’s specific level of belief in religious values and
behaviors. It is also defined as faith in God accompanied by the determination to adhere to
the principles believed to be determined by God (McDaniel and Burnett, 1990). Religious
entrepreneurs generally view their firm as a vocation and aim to integrate their beliefs and
values directly into the enterprise (Nwankwo et al., 2012). These entrepreneurs frequently
perceive the big picture and greater integration of social concerns into the economy (King-
Kauanui et al., 2005).

Religiosity has an effect on individual behavior. The entrepreneurial behavior of
Muslims is always based on the Qur’an and the Hadith. In fact, Islam provides different
ways to earn profit and serve God. Different perspectives and different levels of religiosity
influence the way people interpret life, make decisions and act more sensitively toward
their environmental conditions (Dilmaghani, 2018). The extent to which religion influ-
ences a person’s beliefs and behavior depends on the level of an individual’s religiosity
and the importance of religion in the person’s life (Sood and Nasu, 1995). Religiosity may
influence individual choices of entrepreneurs (Audretsch et al., 2013). In addition, it helps
entrepreneurs survive in the business environment and deal with environmental challenges
(Patel, 2003) by demonstrating the ability to organize, manage and take risks, display
innovative behavior (Covin and Slevin, 1991), and create new businesses (Antoncic and
Hisrich, 2003). Several previous studies have proven that religion can enhance resilience,
clarity of mind and empathy (Games et al., 2020; Pratono, 2018). The Islamic religious
teachings adhered to by Minangkabau entrepreneurs in West Sumatra regarding persistence
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(tawakal) and clarity of mind enabled them to face the difficult times of the 2009 earth-
quake (Games et al., 2020). Other research conducted on young people in Indonesia also
found that religiosity can strengthen empathy and encourage respect for diversity (Pratono,
2018). Thus, the analysis of entrepreneurial behavior based on religiosity has great benefits
in achieving company profits in the face of increasing complexity between customers and
shareholders (Wilbard, 2009).

2.4. Hypothesis development
2.4.1. Effect of religiosity on new venture creation

Venture creation involves a series of systematic processes that start from the entrepre-
neurial intention to acquiring the required resources, carrying out various business activi-
ties within the corridors of existing legal regulations and exchanging resources with other
parties (Katz and Gartner, 1988). In other words, identifying and exploiting opportunities
to produce goods or services needed by society are the key entrepreneurial capabilities
(Shane and Venkataraman, 2000). These capabilities require high self-efficacy, which can
be gained through a high level of religiosity (Audretsch et al., 2013; Carswell and Rolland,
2007; Henley, 2017; Woodrum, 1985).

Based on the social cognitive and the social capital theories, various network ties can
act as vehicles of social learning, including cultivating religiosity (Bakke, 2010; Dodd
and Gotsis, 2007; Luszczynska and Schwarzer, 2005; Nwankwo et al., 2012). Specifically,
individual religiosity is mainly formed by the effect of religious teachings and socialization
with family, friends, religious institutions, educational institutions and social communities
(Cornwall, 1987, Hill, 2011; Ozorak, 1989). The level of religiosity, which is manifested in
the form of beliefs and practice of religious teachings, influences an entrepreneur’s princi-
ples and motivation to initiate a business.

In short, individuals with a high level of religiosity will have higher output expectations
and stronger self-efficacy in carrying out NVC activities. Based on this explanation, the
following hypothesis is made:

H1: The higher the level of religiosity, the higher the urge to create new businesses.

2.4.2. Effect of religiosity between the two generational cohorts

As mentioned earlier, in Indonesia, the Gen Z consider themselves quite religious because
they actively take part in religious development in the form of small groups in student
spiritual units at schools and colleges (Hinduan et al., 2020). They consider the Gen Y
their role model, source of religious information and lifestyle inspiration, as evidenced
by their following and enjoying the Gen Y’s social media accounts and the digital content
posted by millennial religious celebrities and online preachers (Epafras et al., 2021). The
Gen Y and Gen Z also enjoy more sentimental religious experiences rather than enthusi-
astically debating the philosophical repertoire of religious teachings (Epafras et al., 2021;
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Table 2. Behavioral differences between the Gen' Y and Gen Z.

Item GenY (born in 1981-1996) Gen Z (born in 1997-2010s)
Identity Enthusiastically form their social Admire and imitate virtual figures or
formation identity based on their desire to have a fictional characters in the cyber world.

Religious view
and behavior

direct impact on society (to change the
world!).

Mainly influenced by peers in making
life decisions.

Act as an identity bridge between the
Gen X, who are fully living offline, and
the Gen Z, who are fully living online.

Recognize that traditional Gen X
figures (e.g., parents, chaplains, priests,
etc.) shape their religious perspective.
Actualise religion or spirituality in
religious communities by being a
mentor or motivator related to religious
teachings, supported by the use of
social media for a wider reach.

Similar to the Gen Z, enjoy sentimental
emotional experiences related to faith
rather than engaging in philosophical—
theological debates.

Like to create different and unique digital
identities in the form of avatars or identity
nomads.

Familiar with gamified procedures and
virtual cross-platform collaboration that is
real-time and transparent.

Consider Gen Y religious figures who are
cool and digital-friendly, with hundreds
to millions of followers on social media
(e.g., selebgram, millennial chaplain,
preachers etc.), their religious information
curators, and authorities.

Express religious stances, notably on
popular youth issues such as dating,
feminism, music, and politics, through
virality, hashtags, and visual media
(memes and short videos) on social media.
Organize themselves into small groups
for religiosity development in spirituality
units in schools and colleges, which have
become very popular learning arenas with
the purpose of preaching.

Note: Batchelder (2020); Epafras et al. (2021); Hinduan ez al. (2020); Otieno and Nyambegera (2019); Seemiller
and Grace (2016).

Hinduan et al., 2020). Moreover, the differences between the behaviors of the two genera-
tional cohorts relating their religiosity to their venture creation intention (as summarized in
Table 2) need to be discussed further.

The Gen Y preachers or religious leaders are considered capable of understanding the
process by which the Gen Z are finding their self-authenticity. They also understand the
Gen Z’s daily language and their worldview (Batchelder, 2020; Chase, 2016). With their
strong orientation toward having a positive effect on their wider community and influenced
by non-virtual traditional figures such as religious leaders and successful entrepreneurs
(Otieno and Nyambegera, 2019), the Gen Y might be more eager to link their religious val-
ues to the venture creation process. As for the Gen Z, although they see religion as having
arole in providing a sense of security and comfort and a feeling of fortune and happiness
in life (Hinduan et al., 2020; The Varkey Foundation, 2017), the issues they address related
to religion are not business issues but popular issues in Indonesia that have high potential
virality effects, such as dating, feminism and politics. In actualizing their digital spiritual-
ity, especially on the aforementioned issues, visual displays in the form of memes, emojis,
hashtags and short videos are the main ‘weapons’ they use, which they share on at least
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four social media platforms, such as YouTube, Instagram, TikTok and Twitter (Francis and
Hoefel, 2018). Thus, we hypothesise that:

H2: The effect of religiosity on venture creation is stronger in Gen Y than in Gen Z.

2.4.3. Moderating effect of IEO

Venture creation requires someone to have a strong tendency to dare to make decisions, to
be keen on various business opportunities, to explore new ways of solving problems and to
be ready to bear all the consequences of emerging risks (Kim, 2018; Lumpkin and Dess,
2001). These proclivities are termed IEO (Bolton and Lane, 2012; Miller, 1983). The lit-
erature on entrepreneurship indicates that this orientation plays a role in strengthening the
venture creation process in someone who has certain religious beliefs.

According to the social cognitive theory, religious teachings about the need for financial
and non-financial independence and success can form an individual’s self-efficacy in ven-
ture creation (Bandura, 1988; Schunk and DiBenedetto, 2020; Smith ez al., 2021). Having
strong religiosity encourages individuals to set up a business as the actualization of their
religious mandate or spiritual commitment (Block et al., 2020). In this sense, IEO can
strengthen this mechanism by agilely orchestrating all the internal resources of the indi-
vidual (Balog et al., 2014; Ibrahim and Mas’ud, 2016). Having a strong IEO also allows
individuals to build external networks with various relevant parties for accessing resources,
which ultimately become strong back-ups for accelerating the process of the embodiment
of their religious values into a concrete business (Nofiani et al., 2021).

In the context of our study, these generation cohorts have entrepreneurial behavioral simi-
larities such as accentuating independence, the courage to take risks, creativity, resourceful-
ness and flexibility because of their high adoption of digital technologies or digital ways of
communicating or working (Okros, 2020). However, in terms of choosing and positioning
role models for building business, the Gen Y still listens to traditional or non-virtual figures,
whereas the Gen Z is heavily influenced by fictional figures from the virtual world (Otieno
and Nyambegera, 2019). Following these arguments, we propose the following hypothesis:

H3: [EO strengthens the influence of religiosity on venture creation.

2.4.4. Moderating effect of KSA on the relationship between religiosity and venture
creation

Venture creation involves a series of processes for gathering information and knowledge to
form a new business. The processes are the production of specific products, their market-
ing, facilitation of financial administration and estimation of potential profits (De Carolis
and Patrick, 2006). Because this study uses the social capital theory, the process of sharing
knowledge can occur in various networks and platforms, such as in ethnic communities,
religious communities and business associations (Manik et al., 2021), and even on various
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social media platforms (Naeem, 2019) such as Instagram and Facebook. The supply of
information and business knowledge gained by individuals who are actively involved in
these social communities enables them to generate creative business ideas to implement
(Balog et al., 2014). Entrepreneurial individuals can also derive role models from these
associations who may be able to support them as business mentors because of their positive
KSA.

Past studies have also found that KSA is closely related to certain generational cohorts
(i.e., Gen Y and Gen Z) with different emphases (Koulopoulos and Keldsen, 2014;
Schwieger and Ladwig, 2018). Bencsik and Machova (2016) argued that the Gen Y tend
to share knowledge according to their interests, whereas the Gen Z prefers to share knowl-
edge quickly, freely and in real-time in cyberspace and does not count on the expected ben-
efits of sharing. In relation to venture creation, people can be motivated to create a business
because they consider the decision a calling of faith, and the support of a network of friends
in a religious community can be an adequate social capital. This process is streamlined
when people tend to have a strong KSA. Therefore, we argue that:

H4: A stronger KSA increases the influence of religiosity on venture creation.

All the hypotheses are shown in Figure 1.

3. Research Methodology
3.1. Research approach and data collection and analysis methods

We employed a deductive—quantitative approach to test our hypotheses. We conducted
a purposive survey with a semi-structured questionnaire that targeted Gen Y and Gen Z
respondents born between 1980-2012 (see Dimock, 2018). We distributed 300 question-
naires in January 2020 in the region of Yogyakarta, Indonesia. Yogyakarta was selected as
the research area because this region is considered the heart of Indonesia and is represen-
tative of the population of Indonesia, which includes various ethnic groups (e.g., Javanese,
Sundanese, Minang, etc.). (BPS, 2021). Additionally, Yogyakarta is also known as the cen-
ter of education in Indonesia, where many good universities, colleges and high schools are

Individual . Attitude towards
Entrepreneurial Knowledge Sharing

Orientation
T T
1 1
| 1

H2 H3 1
| 1
1 1
' H1 L New Venture Creation

Religiosity

Fig. 1. Research model.
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located. Thus, it is the favorite destination of the majority of young Indonesians for study
and work (e.g., Ciputra, 2022).

To ensure a high response rate, the questionnaire was distributed with the help of well-
trained enumerators who visited the respondents. From 300 questionnaires distributed,
we received 251 answered questionnaires (response rate: 83%). According to Baruch and
Holtom (2008), the response rate is considered high for a study at the individual level,
which reflects that the data collection process was conducted properly. After checking the
questionnaires further, there were several respondents who did not fill in the profile infor-
mation so the eligible data were 238 people. Furthermore, to test our hypotheses, we ana-
lyzed the data using the Stata statistical software.

3.2. Measurement approach

We used established measurements from previous studies, as shown in Table 3. Among
them were six measures for venture creation (Gatewood et al., 1995) with the factor-load-
ing ranges (FL) of 0.747-0.834 and the Cronbach’s alpha (CA) score of 0.902. Religiosity

Table 3. Measurements of variables.

Variable (Operational Definition) Item* Source Loading®* CA***
New venture creation is 1. Gathering market information to Gatewood et al.  0.747 0.902
the process of gathering initiate business such as potential (1995)
information to form a customers, suppliers of raw
new venture; estimating materials, and competitors.
the potential profits to be 2. Estimating potential profits such as 0.793

obtained; preparing for
production, marketing and

financial administration; and ) )
operating the venture (Katz & 3. Preparing for production such 0.795
Gartner, 1988). as learning how to produce,

providing services to customers,
and determining the production
location

calculating capital for production,
selling price, and potential income.

4. Preparing for marketing goods 0.814
and services such as setting prices,
planning promotion, and entering
the business network.

5. Preparing for financial 0.834
administration and business such
as formatting income records, and
meeting legal requirements.

6. Operating the business such 0.811
as purchasing raw materials
and supporting materials,
manufacturing and distributing, and
marketing the goods and services.

(Continued)
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Table 3. (Continued)

Variable (Operational Definition) Item™* Source Loading** CA®***
Religiosity is the attitude of 1. Iread religion-related books such ~ Muhamad & 0.773 0.952
believing in the truth of as on faith and worship. Mizerski
religion and in all of its 2. Religion is important to me because (2010) 0.811

teachings and trying to
bring it to everyday life, and
believing that religion is a

means of realising benefits
(Allport & Ross, 1967). 3. The prayer I say when I am alone 0.698

is more meaningful and makes a
deep impression on me.

it answers a lot of questions
regarding the meaning and purpose
of life and life after death.

4. Ttry hard to internalise religion in 0.834
all aspects of my life.

5. If there are no serious obstacles, 0.805
I will attend religious activities.

6. For me, allocating time to 0.797
contemplate and absorb religious
teachings is important.

7. Tam aware of God’s presence in 0.795
my life quite often.

8. My true religious beliefs are 0.798
reflected in my attitude toward life.

9. The purpose of prayer is to have a 0.832
happy and peaceful life.

10. I pray because I had been taught to 0.700
pray before.

11. The most important benefit of 0.730

religion for me is that it can
comfort me when I experience
sorrow and suffering.

12. Places of worship are the most 0.754
important places for building good
social relations.

13. My goal when praying is for good. 0.723
Individual entrepreneurial 1. Tlike to take courageous actions Bolton & Lane 0.696 0.945
orientation is an individual and do challenging new things. (2012)

attitude that manifests in the 2
courage to take risks, innovate
and be proactive in creating

I am willing to invest a lot of time 0.710
and money to generate high returns.

new ventures (Wu, 2009). 3. Itend to be more courageous when 0.747
I am in highly risky situations.
4. Tlove trying new, unusual activities, 0.871
whether they are risky or not.
5. In general, I prefer to be involved 0.662

in unique and new activities that
use better ways than referring to
previous methods that have been
proven correct.
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Table 3. (Continued)

Variable (Operational Definition) Item* Source Loading®* CA***

6. I prefer to try my own way when 0.810
learning new things rather than
imitating others.

7. Iprefer to use a new way of 0.836
solving a problem rather than using
the same method generally used by

other people.
8. Tusually act in anticipation of 0.882
problems, needs, or changes in the
future.
9. Itend to plan my activities. 0.842
10. I prefer to be active in solving 0.819

problems than just sitting and
waiting for other people to solve

them.
Knowledge-sharing attitude is 1. Ihave a good impression of sharing Bock & Kim 0.748  0.887
the level of positive feelings knowledge. (2002) 0.798
towards knowledge-sharing 2. Sharing knowledge is fun for me.
experiences (Bock & Kim, 3. Sharing knowledge means a lot to 0.846

2002). me. 0.733
4. Sharing knowledge is a wise act.

Note: **5-point Likert scale (1 = strongly disagree; 5 = strongly agree).
**Factor loading is significant at < 0.05 and valid at > 0.4 (Hair ez al., 2014).

was measured using the intrinsic and extrinsic aspects of Muhamad and Mizerski (2010),
which consisted of thirteen items (FL: 0.698-0.834; CA: 0.952). IEO was measured with
ten items (FL: 0.696; CA: 0.945; Bolton and Lane, 2012), and KSA, with four items (FL:
0.733-0.846; CA: 0.887; Bock and Kim, 2002). As in this study, an FL was considered
valid at > 0.4 (Hair et al., 2014) and the CA was deemed reliable at > 0.60 (Sekaran and
Bougie, 2013). All the items passed the standards.

4. ***CA=Cronbach’s alphaProfile and Descriptive Statistics
4.1. Profile of the respondents

Of the 238 respondents, 154 were Gen Z (64.7%) and the rest were Gen'Y (see Table 4). For
further statistical analysis, the sample sizes for Gen Z and Gen Y of more than 30 each are
considered adequate (Knofczynski and Mundfrom, 2008). The majority were undergradu-
ate or diploma students (86.6%), female (50.4%), Muslim (87.4%) and still single (83.2%).
The respondents’ parents were mostly farmers (33.6%) and 58.5% of the respondents had
new venture creation experience. In terms of sources of business knowledge, the internet
(34.3%) topped the list, followed by family (23%) and friends (20.57%). As for the sources
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Table 4. Profiles of the respondents.

Characteristics Total (%) Characteristics Total (%)

Gender Age

Male 118 49.6 Gen Z (born in 1997-2003) 154 64.7

Female 120 50.4 GenY (born in 1981-1996) 84 353

Religion Current education

Islam 208 87.4 Undergraduate/diploma 206 86.6

Christian Protestant 20 8.4 Senior/vocational high school 32 13.4

Catholic 8 34

Hindu 1 0.4 Marital status 198 83.2

Confucianism 1 0.4 Single 40 16.8

Source of business knowledge* Married

Internet (social media/ 106 343 Source of religiosity cultivation™ 123 33.8
websites/blogs) 71 23 Family 72 19.8

Family 65 21 School 68 18.7

Friends 34 11 Religious figures 50 13.7

Senior entrepreneurs 28 9.1 Friends 41 11.3

Schools 5 1.6 Religious communities 10 2.7

Religious communities Wider society (including via social

Occupation of parent/s 81 33.6 media)

Farmer 33 13.7 Business experience

Self-employed 60 24.9 Yes 141 58.5

Private-sector worker 42 17.4 No 100 41.4

Civil servant 21 8.7

Educator (teacher/lecturer)

Army/police 4 1.7

Note: *Multiple answers were allowed.

of religiosity, the respondents had three main sources: family (33.8%), school (19.8) and
religious figures (18.7%).

4.2. Descriptive statistics

Table 5 presents the correlation matrix among the variables. The correlation ranged from
0.202 to 0.605, which is considered modest, except for 0.605, which is relatively high (Hair
etal.,2014). The correlation between religiosity and IEO (r = 0.590; p <0.01) and between
IEO and KSA (r = 0.605; p < 0.01) are significantly high; however, the value of the vari-
ance inflation factor is 1. Hence, there was no multicollinearity issue in those relationships,
so further analysis could be conducted (Hair ef al., 2014). In addition, the mean scores of
the variables (new venture creation and IEO) were less than 4.0 (out of 5), which means
those variables had modest values, except for religiosity (mean = 4.054; SD = 0.660) and
KSA (mean =4.199; SD = 0.601), whose values were high.

To address the common endogeneity problem, a two-stage least-squares test (2SLS)
was applied to the model (Anderson, 2018; Wooldridge, 2015). Using the two scenar-
ios shown in Table 6, all multiple R scores were below 5, which indicates a weak cor-
relation (Wooldridge, 2015). Thus, it was concluded there was no endogeneity problem.
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Table 5. Means, standard deviations, and correlations of the variables.

Variable Mean SD 1 2 3 4
New venture creation (1) 3.299 0.832 1

Religiosity (2) 0.666 0.344%* 0.590%* 1

Individual entrepreneurial orientation (3) 0.601 0.289%* 0.432%* 0.605%* 1
Knowledge-sharing attitude (4) 4.199

Note: **p < 0.01.

Table 6. Results of the endogeneity test.

Simulation Set Multiple R Scores*
Scenario 1

New venture creation = dependent; REL = explanatory; SKA = instrumental 0.249
Scenario 1

New venture creation = dependent; IEO = explanatory; SKA = instrumental 0.286

Note: *Multiple R scores > 0.5 indicate a strong correlation.

In addition, Harman’s one-factor test was conducted to check the common method bias,
and it was found that the total variance extracted score was 36.42 percent, below the thresh-
old of 50 percent. We conclude there was no common method bias problem in this research
data (Podsakoff et al., 2003).

5. Hypothesis Testing

We tested our four hypotheses and the results are presented in Table 7. The results showed
that religiosity has a significant negative effect on venture creation (5= —0.325; p < 0.05).
Thus, H1 was not supported. Our comparison of Gen Y and Gen Z showed that religiosity
had a significant negative effect on new venture creation for GenY (3 =-0.535; p < 0.05),
but not for Gen Z. Thus, H2 is rejected. The moderating effect of IEO on the relationship
between religiosity and venture creation was confirmed (3 = —0.069; p < 0.001), but KSA
was not a significant moderator. In sum, H3 was supported but H4 was rejected for the two

Table 7. Results of the hypothesis tests.

ALL GenY GenZ Wald
Variable (N=238) (N=84) (N=154) (Z-Y)
DV: New venture creation
IV: Religiosity —0.325% —0.535% -0.241 0.294
Mod: Individual entrepreneurial orientation 0.069%%#%* 0.119%%%* 0.049 -0.073
Mod: Knowledge-sharing 0.044 0.085* 0.032 -0.053

Note: p < 0.05; #%p < 0.01; **%p < 0.001.
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Fig. 2. The slope of the moderated effect of IEO.

generations. However, in more detail, we found that both IEO (8= 0.119; p < 0.001) and
KSA (5= 0.085; p < 0.05) significantly moderated the relationship for Gen Y but not for
Gen Z (see Table 7). Figure 2 also illustrates the moderating effect on the relationships.

In addition to the hypothesis tests, we conducted additional control analysis of the
specific characteristics of the two generations, namely, religion, family social status and
business experience. Because the study setting was in Indonesia, where the majority of
the population is Muslim (Kata Data, 2021), the data were divided into Muslims versus
non-Muslims. The family social status was based on the occupation of the parent (i.e.,
the father), which represents the income and honor of the family, namely, low versus high
social status. The low social status refers to occupations such as private-sector workers and
small farmers, and the high social status, to educators, entrepreneurs, civil servants and the
army or police. Business experience refers to whether the respondent had run a business,
and the responses were classified into Yes and No.

As shown in Table 8, the effect of religiosity on NVC was insignificant for the Gen Y
and Gen Z Muslim and non-Muslim groups. These two generations did not seem to want
to associate their religion with their intention to establish a business or considered religion
only a matter of personal piety. Furthermore, the effect of religiosity on NVC was insignif-
icant for Gen'Y with a high social class but significant (R? =0.116; p < 0.05) for those with
a lower social class. This finding was in contrast to that for Gen Z, where the relationship
between the two variables was significant for the high social class (R? = 0.174; p < 0.05)
and insignificant for the lower social class. The Gen Y today has become a young work-
force with a lower family social status. They prioritize making a living by doing business
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Table 8. Effect of religiosity on new venture creation (NVC) according to specific individual characteristics.

GenY GenZ
Characteristic R’ N R? N
Religion
Muslim 0.025 84 0.029 127
Non-Muslim (Hindu, Buddha, Konghucu, Christian) 0.967 3 0.005 27
Family Social Status
High (Educator, Entrepreneur, Civil Servant, Army/Police) 0.038 50 0.174%* 50
Low (Private-Sector Worker, Farmer) 0.116* 37 0.002 104
Business Experience
Yes 0.180%* 57 0.028 60
No 0.033 30 0.014 60

Note: * p <0.05.

because of limited access to prestigious jobs, and they might think that religiosity is one of
their sources of enthusiasm. Meanwhile, the Gen Z is still categorized as young people who
are looking for self-identity, perhaps by expressing their religious identity through business
activities with the support of their family’s social status, for example, in terms of business
capital and networking. Finally, the influence of religiosity on NVC was significant (R* =
0.180; p < 0.05) for the Gen Y who had run a business but not for the Gen'Y who never had.
Meanwhile, for the Gen Z, the relationship between the two variables was insignificant
both for those who had opened a business and for those who never had. The Gen'Y, who had
stronger demands for livelihood, seemed to have found more meaning in the experience of
opening a business in relation to their religiosity.

6. Discussion

The current study examined the effect of religiosity on NVC among Gen Y and Gen Z
in Indonesia. H1, which states that the higher the level of religiosity, the higher the NVC
willingness, was not confirmed. Interestingly, we found that religiosity had a significant
negative effect on NVC. The stronger the religiosity, the lower the desire to create a new
venture. Moreover, when we compared such relationship between Gen Y and Gen Z (in
H?2), interestingly, we found that religiosity had a significant negative effect on NVC only
for the Gen Y but not for the Gen Z (thus, H2 was rejected). In this study, religiosity
was formed in two dimensions: intrinsic and extrinsic orientation. The intrinsic orientation
means believing that religious teachings encourage the obligation to work hard to meet the
needs of life (Sulung er al., 2020). In addition, carrying out new business activities is proof
of the quality of individuals’ religiosity and the intrinsic benefits they receive from it, such
as peace and happiness (Henley, 2017). Extrinsic-oriented religiosity is based on the belief
that the application of religious teachings related to NVC activities is a means of realizing
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the common good for the wider society and the natural environment (Gursoy et al., 2017,
Hari Adi and Adawiyah, 2018).

The above-mentioned nature of religiosity and its interaction with NVC may have
different meanings in the context of the Gen Y. This generation is creative and does not
want to be limited by certain obstacles or rules that prevent them from trying new things,
including when experimenting with starting a business (Hamdi et al., 2022). In general,
religiosity is viewed as a trait that tends to restrict behavior in the name of religious rules
and standards of morality. This trait can make the Gen Y feel uncomfortable expressing
their freedom in setting up a business. This line of reasoning may support our findings that
religiosity negatively affects NVC among the Gen Y but not among the Gen Z. We note that
our finding contradicts those of various previous studies that have proven a positive rela-
tionship between religiosity and NVC (see Audretsch et al., 2013; Carswell and Rolland,
2007; Henley, 2017; Woodrum, 1985).

To provide a deeper analysis of our findings, we conducted an independent sample ¢
test to observe the level of intrinsic and extrinsic religiosity and NVC level between the
two generations (see Table 9). We found that the Gen Z had a higher perception of intrinsic
religiosity (mean = 4.143) and extrinsic religiosity (mean = 4.036) than the Gen Y (intrin-
sic = 4.009; extrinsic = 3.827). For the NVC level, the Gen Z (mean = 3.295) had a lower
score than the Gen Y (mean = 3.306). Our findings are in line with those of The Varkey
Foundation (2017)—that the commitment of the Gen Z to religion in Indonesia greatly
influences their happiness (KataData, 2018). The Gen Z’s value for religion is one of the
main factors that shape their ways of thinking and behavior in everyday life. However, they
tend not to have high interaction with traditional religious leaders (e.g., ustadz, priests, etc.)
as a reason for starting a new venture, and even they do not want to relate their religiosity
with their new ventures. These findings suggest that other socio-digital factors should play
a greater role in NVC, such as inspiration from virtual figures in cyberspace. The Gen Z is
very accustomed to the gamification of processes in the virtual world (Hamdi et al., 2022).
Therefore, the two generations approach ventures differently. To make NVC successful,
the Gen Y wants to break away from certain rules of religion to be able to create freely.
Meanwhile, the Gen Z thinks that NVC success is not entirely related to something tran-
scendent such as religiosity, but rather, to the exploration of various immanent ideas and
opportunities that exist in the digital world.

Table 9. Level of NVC and religiosity between the Gen'Y and Gen Z.

Difference Factor Mean-Y Mean-Z M(Y) -M(Z) Sd-Y Sd-Z
NVC 3.306 3.295 0.010 0.783 0.859
Religiosity (ALL) 3.953 4.110 —0.157%*%* 0.625 0.674
Religiosity (intrinsic) 4.009 4.143 —0.134* 0.634 0.682
Religiosity (extrinsic) 3.827 4.036 —0.208** 0.721 0.748

Note: *p < 0.1; *¥p < 0.05; baseline: N Gen 'Y = 84; N Gen Z = 154.
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In addition to the main variables, we also examined the roles of two moderating vari-
ables: IEO (in H3) and KSA (in H4) on the relationship for both generations and for each
generation. The findings of the current study showed that the moderating variables of IEO
and KSA significantly affected the relationship between religiosity and NVC only for the
Gen Y. This may indicate that the Gen Y have stronger personal traits, such as a strong ori-
entation toward proactively seeking business opportunities, actively finding new ways to
solve problems, daring to take risks and KSA compared to the Gen Z. In this IEO context,
the Gen Y perceived they would have more freedom in improvising and felt ‘adventurous’
in doing their activities, such as NVC, but they considered religiosity a main obstacle
because of its controlled nature in terms of ethics or morality. In addition, the positive
moderating effect of IEO on the relationship between religiosity and NVC contradicted our
initial hypothesis. The negative relationship confirmed that the two variables are different
at their core, as Ferguson et al. (2014) argued. Thus, the high IEO should be considered the
antithesis of high religiosity, which tends to demonstrate risk-averse behavior. This finding
brings new insight into the role of IEO in the specific circumstances of the NVC process.

7. Conclusion, Implication and Future Research Agenda

Using the social cognitive and the generational cohort theories, the current study pro-
vided empirical evidence of the role of religiosity in NVC among different generations
in Indonesia. We found that the effect of religiosity on NVC differs between the Gen Y
and the Gen Z. The Gen Y perceived that the higher their religiosity was, the lower their
NVC willingness was. Meanwhile, the Gen Z believed that their NVC does not depend on
their religious values. In addition, our findings also emphasized the significant role of the
moderating variables IEO and KSA on the relationship between religiosity and NVC only
for the Gen Y but not for the Gen Z. This study provided better profiles and insights on
the Gen Y and Gen Z, who, even though they are digital natives, may have different ways
of forming their identity and may have different religious views and behaviors. The social
cognitive theory was originally developed based on the popularity of television media and
various traditional figures as models, such as artists, political figures and entrepreneurs.
Amidst the development of digital media with massive algorithms to engineer the behavior
of the Gen Y and the Gen Z, the social cognitive theory was expanded by adding virtual
figures with artificial intelligence as new role models for observational learning through a
gamification process.

Because our proposed hypotheses were not confirmed in this study in the context of the
Gen Z, it is important to investigate and identify unexplored variables (e.g., entrepreneurial
identity, entrepreneurial authenticity and digital entrepreneurial competency) (Allen, 2020;
Leitch and Harrison, 2016; Smith et al., 2021) that may explain the relationship between
religiosity and NVC. Each generation may have its own nature or characteristics (i.e.,
beliefs or norms, identity formation, ways of learning and religious views and behaviors)
that may affect the findings of another study on this subject. Because this study focused on
the Gen Y and the Gen Z, it is necessary to examine similar models for a complete profile
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of the generation cohorts, including the Baby Boomers, Gen X, Gen Y and Gen Z. One
possible research question is: Will those generations show similar findings or the opposite?
Furthermore, as the pandemic continues, testing the relationship between religiosity and
NVC in the midst of this turbulent and limited accessibility becomes relevant, particularly
by asking: Are IEO and KSA still relevant to this situation?

The findings of this study also have implications for religiosity practice and NVC. From
the religiosity point of view, it has to redefine the interaction between religion and business.
While traditional families try to keep their traditional religious values, the reality of the
digital world invites them to break away from their attachment to these traditional values.
Thus, it is possible for a business wrapped in religion that has flourished in recent years to
still demonstrate the iceberg phenomenon—that is, to still have questions and issues that
should have to be agreed upon. From the business side, the critical part is to define the
extent to which religiosity can interfere in business policy. Business people need to agree
to secure their business sustainability. These questions can be answered through qualitative
research, for example, by conducting in-depth interviews with the Gen'Y and the Gen Z or
others who already have businesses.
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