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Abstract

This study analyses the influence of emotional intelligence, self-efficacy, attitude, and subjective
norms on university students' social entrepreneurial intention. Quantitative research was chosen in
this study. Two hundred and five respondents participated in this study. Multiple Regression
analysis was utilized as a statistical tool to test the hypothesis. This study found a significant
influence between emational intelligence, self-efficacy, attitude, and subjective norms toward social
entrepreneurial intention (simultaneously). This study also defines which factors influence students
to engage in social entrepreneurship projects in the private university context.

Keywords: Social Entrepreneurial Intention, Emotional Intelligence, Self-efficacy, Attitude toward
Social Entrepreneur, Subjective Norms

1. Introduction

The concept of entrepreneurship is growing dynamically. Social entrepreneurship
is an innovative and social activity that occurs within the nonprofit, business, or
government sectors (Austin et al., 2006). The benefits of a social enterprise include
creating job opportunities and promoting entrepreneurial skills to the community
(Kusumasari, 2015). "Social entrepreneurship approach can be used to overcome
social and environmental problems (Anggadwita et al., 2020)". By the time social
value is given, social entrepreneurs are reviving economic value to secure their
financial sustainability and life viability (Mair & Marti, 2006). Ramadani et al.
(2020) stated, "Public expectations continue to drive governments to develop new
social innovations.” Therefore, social entrepreneurship has become an increasingly
important point for people's interest in recent years (Mair et al., 2006).

In 2018, the Ministry of Cooperatives and SMEs stated an increasing number of
entrepreneurs from 1.6% to 3.1% of the population in Indonesia. With this excellent
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number for its population of 250 million, Indonesia must have at least 5 million
entrepreneurs (Kominfo, 2017). Global Entrepreneurship Monitor (GEM) annual
report in 2015 shows Indonesia in the bottom position, far from the top 10 countries
with the highest percentage of social entrepreneurs, and Indonesia is categorized as
having a low level of growth for social entrepreneurs. According to UNESCAP-
British Council research, social enterprises could contribute 1.91% of Indonesia's
GDP (19.4 Billion). However, Indonesia's growing number of social entrepreneurs
is low, lower than other Southeast Asia Countries (Kominfo, 2017). Platform Usaha
Sosial (PLUS) Researched stated there is 820 more start-up running social
enterprises in Indonesia. Although the contribution is still low, it proves a strong
relationship between social enterprise sustainability and economic growth
(Kusumasari, 2015).

The GEM report shows that the Total Early Stage (TEA) rate of the adult population
who have started a business is 18 - 64 years old. It raises an essential question for
a university to adopt the social entrepreneurial curriculum toward social
entrepreneurship since 18 years old is at the beginning of university. Therefore, the
universities in Indonesia can develop their graduates to be young social
entrepreneurs. "Social entrepreneurship can be nurtured through education by
conducting social entrepreneurship courses in universities (Yudha & Kusmulyono,
2018)". Universities can help the Government of Indonesia reduce social issues and
positively impact community development, gender, local welfare advocacy, and
disability (Tiwari et al., 2017). " Nation needs people's support to solve the
problem™ (Bikse et al., 2015). Following Anggadwita et al. (2020), sociopreneurs
are people who can provide social impacts (outcomes) in increasing the economic
capacity of the community and community empowerment. Therefore, this study
utilizes an in-depth analysis and understanding of factors that influence social
entrepreneurial intention.

This study aims to examine the influence of psychological factors on social
entrepreneurial intentions among business higher education students. This paper
selected the sample from a Private University located in Bekasi, West Java,
Indonesia. The university was chosen because of its performance and commitment
to applying an entrepreneurship curriculum through all faculties. The respondents
were final year students from the faculty of business of the Private University who
have experienced learning and implementing entrepreneurial subjects. This study
will give contributions to future research in terms of academic purposes. The results
can help develop strategies to maximize social entrepreneurs' potential in university
by supporting a curriculum that constrains social learning process and innovation.

This paper is constructed with a research background to explain the urgency of this
paper. In the next part, we describe the literature review, which constructs the
conceptual framework. This study investigates four independent variables, such as
emotional intelligence, self-efficacy, attitude, and subjective norms. The literature
review explains the direct influence between those variables toward the social
entrepreneurial intention. Then this paper explains in detail about research method.
We choose the quantitative method using multiple regression analysis. Last, we
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explain the analysis of hypotheses testing and discuss the results to understand
better which factors can influence students’ social entrepreneurial intention.

2. Literature Review

2.1.Emotional Intelligence

Emotional intelligence (EI) is the ability to know and understand our own emotions,
how we can manage ourselves, how to connect with others, and influence others'
emotions (Goleman, 2011). Emotional intelligence is also meant to understand the
capability to comprehend and manage a person to act prudentially in society.
Emotional intelligence affects creativity, proactivity and plays an essential role in
cultivating attitude toward innovation (Tsaousis & Nikolau, 2005; Zampetakis et
al.,2009). "Emotional intelligence involves the following elements: self-awareness,
empathy, handling relationships, managing feelings, and motivation (Goleman,
2011)". From a business perspective, the role of emotions could affect the cause of
success or failure in business (Shepherd, 2004; Humphrey, 2013). In the context of
social entrepreneurship, a previous study by Tiwari et al. (2017) stated that
emotional intelligence will always be used to predict social entrepreneurial
intentions. Most of the social entrepreneurship research defines empathy as a
critical element in developing social business. Emotional intelligence helps
entrepreneurs gain empathy as part of social awareness (Humphrey, 2013; Tiwari
et al., 2017). It concludes, to increase social entrepreneur intention, people also
need to improve their emotional intelligence to supply more benefits/value.
Therefore, we develop our first hypothesis as follows:

H1: Emotional Intelligence has a significant influence on social entrepreneurial
intentions.

2.2.Self-Efficacy

Self-efficacy is a critical aspect of entrepreneurship. Self-efficacy (SE) leads to
people's beliefs concerning their ability to implement control over their functioning
level. This occasion affects their existence (Ajzen, 2002). Self-efficacy causes a
differentiation between how people feel, think, and act. Feeling, depression,
anxiety, and helplessness are associated with a low sense of self-efficacy
(Schwarzer, 2014). In dynamic environments, self-efficacy reduces performance
when combined with moderate optimism but impairs when combined with high
optimism (Piperopoulus & Dimov, 2014).

Moreover, in a dependable environment, the consequences of self-efficacy on
performance is low. Self-efficacy drives a person to start a business and running
through many obstacles and challenges (Cardon & Kirk, 2013). Self-efficacy in
social entrepreneurs is certainly very influential. Hockerts (2015) suggests that
students' self-efficacy can be reared within social entrepreneurship education.
Therefore, we developed the following hypothesis:

H2: Self-efficacy has a significant influence on social entrepreneurial intentions.
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2.3.Attitude toward Social Entrepreneur

An attitude tends to prevail toward or against something in the environment,
thereby becoming positive or negative (Tiwari et al., 2017). Attitudes are decided
by beliefs or faith that a specific behavior will guide a favorable outcome (Rauch
& Hulsink, 2015). Attitudes are based on individual thoughts and the process of
evaluations associated with individual beliefs. In the entrepreneurial intention
studies, attitude toward social entrepreneurs (ATSE) is guaranteed to be an essential
factor that affects intention in a positive manner (Kocoglu & Hassan, 2013).
According to Ernst (2011), attitudes also have a powerful influence on
entrepreneurial intentions. It's proved the effect of attitude toward becoming a
social entrepreneur on Social Entrepreneurial Intentions (SEIs). There is a strong
influence on people’s attitudes toward social entrepreneurs. We also used ATSE to
decide which students possess toward social entrepreneurs as a career option.
Therefore, we propose the following hypothesis:

H3: Attitude toward social entrepreneurs has a significant influence on social
entrepreneurial intentions.

2.4.Subjective Norms

Subjective norms (SN) reveal "the personal beliefs relate to how they would be
considered by society if they implement a specific behavior" (Al-Swidi et al.,
2015). Subjective norms point out the social pressure experienced in deciding to do
action and consider social pressure from the family, friends, and partners. Ajzen
(1997) interpreted subjective norms as "the person's perception of social pressure"
to perform the behavior under deliberation. The previous research concludes, there
is a significant influence between subjective norms and social entrepreneurship
intention from previous social entrepreneurship studies. Therefore, the developed
hypothesis is as follow:

H4: Subjective norms have a significant influence on social entrepreneurial
intentions.

2.5.Social Entrepreneurial Intention (SEI)

Behavior intention could be predicted and clarified by some personality's lifestyles
and values (Chen & Tung, 2014). Their study demonstrates that attitude, behavior,
or intention must be at the same level of exclusivity. It cannot be expected that
general attitudes will be strongly associated with individual behavior (Chen &
Tung, 2014). In the previous years, the concept of entrepreneurial intention and its
predecessors have received increasing attention in entrepreneurship studies on
predicting entrepreneurial behavior and understanding the interaction (Fayolle &
Gailly, 2015). The entrepreneurial intention is much needed toward the launch of
the enterprise. The fact that social entrepreneurial intention (SEI) is challenging to
develop, the role of environment and culture also influences entrepreneurial
intention (Tiwari et al., 2017). In predicting entrepreneurial intention and behavior,
it has to be recognized that the decision would be starting from the personality,
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personal values, attitudes, and perception which are not identical to the subject
(Ernst, 2011). Motivations encourage people toward entrepreneurial intention and
the perceived reward. The motivation for each person is probably different,
depending on their values. Therefore, as suggested by Tiwari et al. (2017), the fifth
hypothesis is as follows:

H5: Simultaneously, emotional intelligence, self-efficacy, attitude, subjective
norms have significant influences on social entrepreneurial intentions.

From previous studies, we construct the conceptual model that consists of the
following five hypotheses to test in this study:

Emotional Intelligence [ H1l
(X1)

Self-efficacy M
(X2) \ Social

Entrepreneurial

H3 / Intention
Attitude towards SE N AR
H4 4
(X3)
Subjective Norms
(X4)
H5

Figure 1. Conceptual Framework

3. Research Methods

The prominent nature of this study is a quantitative method with a survey approach.
This study used the questionnaire to collect the primary data. For secondary data,
the researcher used printed reports and news to describe the updated information
about Indonesia’s social entrepreneurship phenomena.

3.1.Sample and Data Collection

The population of this study is active students at a Private University in Bekasi.
This study selected students in their final year in the Business Faculty as the best
sample because they have experienced and implemented entrepreneurial courses.
For data collection, we distributed an online questionnaire to the respondents.
According to Sekaran & Bougie (2016), A purposive sampling technique was used
to define a suitable sample size; the sample should be above 30 respondents and
less than 500 respondents. Three hundred questionnaires were distributed through
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Google form link and social media. Within 4-5 weeks, 268 data were collected, but
only 205 valid data were collected. The screening result of 268 responses reveals
that only 205 replies and 63 others stop screening questions. All data that meet
requirements continue to the next step of data analysis.

3.2. Research Instrument and Measurement

The questionnaire is an instrument that provides a frame of questions distributed to
the respondent. The questionnaire consists of three sections. The first section is
screening questions to filter respondents, which asks whether the respondent has
received any entrepreneur subject (lesson, training, workshop, etc.), understand
about social entrepreneurship, and have an idea to start the social enterprise. The
second section consists of demographic profiles such as gender, age, university,
and faculty. The last is the variables section from the theoretical framework. This
study used to construct measurement of 22 statements regarding variables of
emotional intelligence (5 items), self-efficacy (4 items), attitude (4 items),
subjective norms (3 items), and social entrepreneurial intention (6 items). The
questionnaire is using a 6-point Likert scale, with a score of 1 for "strongly
disagree,” 2 for "disagree,” 3 for "slightly disagree," 4 for "slightly agree,” 5 for
"agree," and 6 for "strongly agree."”

3.3. Data Analysis

In the data analysis phase, we conduct the validity and reliability test, descriptive
analysis, classical assumption test, multiple regression, and adjusted R square
analysis. The validity test examines to answer theoretical questions about why the
scale works and what deductions can be made regarding the underlying theory.
According to Hair et al. (2011), the corrected Item-Total Correlation is used to test
the validity of more than 0.3. Meanwhile, the reliability test is assessed by
determining the relationship between scores obtained from different scale
administrations, with Cronbach's Alpha value of more or equal to 0.5, ideally 0.7
or higher. Descriptive statistics described what the data show. Meanwhile, the
classical assumption test confirms that the data have passed some normality criteria,
heteroscedasticity and multicollinearity.

Multiple regression analysis was used to test the hypothesis by using the T-test and
F-test. Both tests is conducted to examine the effect of independent variables
partially and simultaneously on the dependent variable. The T-test compares the
differences between the two average values with the error standard of the difference
in the two samples' average (Hair et al., 2011; Sekaran & Bougie, 2016). Each
hypothesis is tested with a real level of a = 5%. The last, the coefficient of
determination, can be seen in the summary and written models. Simultaneously, the
F-test is conducted to test whether the variables of emotional intelligence, self-
efficacy, attitude toward social entrepreneur, and subjective norms with social
entrepreneurial intention (X1, X2, X3, X4) influence the variable of social
entrepreneurial intention (Y). The F-test is done by comparing the level of
significance set for the study with the probability value from research results.
Adjusted R Square ranges from 0 to 1. The adjusted R? is getting more valuable if
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significant-close to 1, then it can be said that the influence of the free variable (X1,
X2, X3, and X4) is considerable on the Y variable. It means that the model used is
stronger to explain the influence of the independent variable studied on the
dependent variable.

4. Results and Discussion

4.1. Respondent's Profile

This study analyzes respondents which most of them are active students from the
faculty of business in one of the most prestigious private universities in Bekasi. The
respondents' total number is 205 valid respondents, with 99 (48%) female and 106
(52%) male respondents. The percentage shows that male respondents are much
higher than female respondents. The majority of the respondents are from the age
group between 20-25 years, with 116 respondents (57%), followed by 15 — 20 years
old, with 87 respondents representing 42% of the research. The descriptive analysis
helps measure extensive data in respondents who have experienced an
entrepreneurial subject course during their study and know their social
entrepreneurial intention.

Table 1. Respondents Profile

Variable Category Frequency, N Percentage
Gender Female 99 48%
Male 106 52%
Total 205 100%
Age <15 0 0%
15-20 87 42%
20-25 116 57%
26 — 30 2 1%
>30 0 0%
Total 205 100%

4.2. Validity and Reliability Tests

The pilot test uses the first 30 respondents to check the validity and reliability of
the questionnaires. The results show that the Corrected item-total Correlation is
more than r-table =0,361. The value of Cronbach's Alpha should be higher than 0.7.
Therefore, from the results in Table 2 below, EI1 is not valid. Meanwhile, the other
survey items are valid and reliable (acceptable).
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Table 2. The Corrected item-total Correlation

Scale Variance Corrected Squared Cronbach's
Scale Mean if if Item Item-Total Multiple Alpha if Item
Item Deleted Deleted Correlation Correlation Deleted
Ell 102.13 149.821 .294 .319 .908
El2 102.27 146.540 .363 .327 .907
EI3 101.82 148.492 .399 .358 .906
El4 102.06 144.854 .503 426 .904
EI5S 101.73 149.168 .436 .327 .905
SE1 102.08 147.004 427 .337 .905
SE2 102.37 145.027 .406 .355 .906
SE3 102.28 144.302 .447 .348 .905
SE4 102.74 144.614 .362 412 .908
ATSE1 101.85 142.939 .672 .592 .900
ATSE2 102.01 144.304 .578 .496 .902
ATSE3 101.96 144.876 .592 .540 .902
ATSE4 102.36 139.712 .673 .595 .900
SN1 101.89 143.688 .493 .505 .904
SN2 101.87 146.252 .513 .506 .904
SN3 101.92 146.004 .481 .490 .904
SEIl1 102.35 137.237 .749 .644 .897
SEI2 102.55 138.622 .636 .580 .900
SEI3 102.10 142.308 .628 .494 .901
SEI4 102.17 139.972 .689 .627 .899
SEI5 102.31 137.324 .709 677 .898
SEI6 102.19 140.367 .663 .648 .900

4.3. Multiple Regression Analysis

After the data meet the classical assumption test requirement, we continue to test
five hypotheses constructed using multiple regression analysis. Hypothesis testing
could be checked with the F-test and T-test. The F test's significance aims to
determine whether all the independent variables (emotional intelligence, self-
efficacy, attitude, and subjective norms) included in the model have a combined
effect on the dependent variable (social entrepreneurial intention). The F-test can
be seen from Table 3 column Sig with the condition that the result is smaller than
0.05. The F-test result is (f= 78.473; p= 0.0001), meaning that the independent
variables significantly affect the dependent variable.

Table 3. F-test Results

Model Sum of Squares |Df Mean Square |F Sig.
1 Regression  [3230.038 4 807.509 78.473 .000
Residual 2058.060 200 10.290
Total 5288.098 204

a. Dependent Variable: SEI
b. Predictors: (Constant), SN, SE, EI, ATSE

Table 3 shows emotional intelligence, self-efficacy, attitude, subjective norms
simultaneously influence social entrepreneurial intentions. The independent
variables are interconnected and related to each other. However, emotional
intelligence is a weak predictor of social entrepreneurial intention. This study
supported Tiwari et al. (2017), who found an interconnected relationship between
attitude and subjective norms with social entrepreneurial intention.
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The T-test results show positive and significant influences of self-efficacy, attitude,
and subjective norms on the Private University students' social entrepreneurial
intention. Based on the data analysis, four hypotheses have been tested partially.
There are three hypotheses accepted and one hypothesis rejected. The accepted
hypotheses are Self-efficacy on Social Entrepreneurial Intention (t=4.795; $=0.430;
sig P=0.00), Attitude on Social Entrepreneurial Intention (t=9.932; p=1.025; sig
P=0.00), Subjective Norms on Social Entrepreneurial Intention (t=2.168; =0.267;
sig P=0.31). However, for Emotional Intelligence on Social Entrepreneurial
Intention (t=-0.134; p=-0.013; sig P=0.894), emotional intelligence does not
significantly influence the social entrepreneurial intention in the Private University
as the t-test should be smaller than 0.05. The researchers discuss this further in
Table 4.

Table 4. T-test results

Standardi

zed
Model Unstandardized |Coefficie

ode Coefficients nts Collinearity Statistics
Std.
B Error Beta T Sig. Tolerance [|VIF

(Constant) [-3.696 [2.214 -1.669 |.097
El -.013 [101 -.008 -.134 .894 .606 1.649
SE .430 .090 .256 4.795 |.000 .684 1.463
ATSE 1.025 |.103 .583 9.932 |.000 .565 1.770
SN .267 .123 119 2.168 .031 .648 1.543

Emotional intelligence has no significant direct influence on social entrepreneurial
intention. It proves the previous studies from Tiwari et al. (2017) and Zampetakis
et al. (2009) that emotional intelligence should be mediated by attitude. The result
indicated that emotional intelligence should be mediated by entrepreneurship
attitude. Therefore, social entrepreneurial intention increases when students start
their social enterprises.

Self-efficacy has a significant influence on students' social entrepreneurial intention
(SEI). A previous study stated that students' self-efficacy had been found to relate
to occupational interests selection in college (Boyd & Vozikis, 1994). Hockerts
(2015) also proved self- efficiency had demonstrated strong relationships with the
SEI. ATSE has a significant influence on SEI. The result H2 supports Zampetakis
et al. (2009). Tiwari (2017) and Permatasari (2018) confirmed social
entrepreneurial intention appeared through attitude during entrepreneurial class and
workshop.

Subjective norms have a significant influence on social entrepreneurial intention.
The result contradicts the previous study of Ernst (2011) in which there is no direct
relationship between SN and SEI. This study found SN has emerged as a strong
factor that has shown an important positive relationship with SEI. Permatasari et
al. (2018) also confirm that SN has a significant influence on SEI
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4.4. Adjusted R Square

Adjusted R Square aims to identify how much the independent variable's ability
influences the dependent variable. Table 5 shows that the value of Adjusted R
Square of 0.603, which means 60.3% of the variation in social entrepreneurial
intention, can be explained by its independent variables: emotional intelligence,
self-efficacy, attitude, and subjective norms. In comparison, the remaining 39.7%
can be explained by other variables not examined in this study.

Table 5. Adj. R Square Factor

Adjusted R |Std. Error of the
Model R R Square Square Estimate  |Durbin-Watson
1 182% 611 603 3.208 1.965

a. Predictors: (Constant), SN, SE, El, ATSE
b. Dependent Variable: SEI

4.5. Discussion

Based on the analysis, emotional intelligence has no direct influence on social
entrepreneurial intention. This study supported the finding of previous studies.
Emotional intelligence should be mediated with an attitude toward entrepreneurs
(Zampetakis et al., 2009) and Perceived Desirability (Tiwari et al., 2017). This
study measures emotional intelligence through self-awareness, handling
relationships, managing feelings, empathy, and social motivation (Goleman, 2011).
The results predict empathy (EI4) and social motivation (EI5) as the most valid and
reliable indicators to measure emotional intelligence. These results are supported
by Mair et al. (2006) and Yudho and Kusmulyono (2018), who identified empathy
as the most critical element in forming social businesses. However, it is not the only
factor. Humphrey (2013) also defines emotional intelligence as "an ability relates
to job performance, leadership, physical and mental health. While empathy most
related to leadership emergence”. In the context of a university, we infer that a
student's social entrepreneurial intention will increase if institutions were more
concerned about developing empathy and social motivation in their curriculum
(Yudha & Kusmulyono, 2018). In psychology aspects, emotional intelligence
serves as the strength to resolve abstract reasoning: to understand meanings, to
comprehend the sameness and variance between two concepts, to compose
potential generalizations, and to savvy when generalizations may not be suitable
based on the context (Mayer et al., 2016). In addition, Emotional Intelligence in
terms of social, health, education, and work outcomes of each individual has
different consequences (Pefa-Sarrionandia et al., 2015).

Other hypotheses (H2, H3, H4, H5) are supported. The second hypothesis, Self-
efficacy, has a significant influence on students' SEI. This hypothesis confirmed
that self-efficacy had been related to students' occupational interest selection in
university (Boyd & Vozikis, 1994; Permatasari et al., 2018). In comparison,
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Hockerts (2015) proved that self-efficiency had demonstrated strong relationships
with the Social Entrepreneurship Intention. When entrepreneurs believe in their
ability and mentality to perform the tasks and start the new venture, they are more
likely to succeed (Cardon & Kirk, 2013). Barnir et al. (2011) found a strong
relationship between self-efficacy and social entrepreneurial intention. Defourny
and Nyssens (2017, as cited in Pratono et al., 2020) stated, "The practices of social
enterprises are related to the social initiative to address a social problem by
adopting business approaches.” Therefore, social entrepreneurship education
encourages social entrepreneurial self-efficacy for students (Hockerts, 2015). The
use of the vicarious learning model of the social entrepreneur should involve social
persuasion and provide mastery experiences in the field.

The next hypothesis, attitudes toward social entrepreneurs have a significant
influence on social entrepreneurial intention. A person who has a positive attitude
toward starting their own business and appends it with their overall aim in life will
form an entrepreneurial intention (Carsrud & Brannback, 2011). The results
confirm previous studies from Tiwari et al. (2017) and Permatasari et al. (2018),
which stated social entrepreneurial intention would begin to appear through
students' attitudes from entrepreneur class and workshop. Zampetakis et al. (2009)
also proved a positive relationship between Attitude and Social Entrepreneurial
Intention. This is supported by Anggadwita et al. (2020), who found that "when
sociopreneurs running their businesses, they are inseparable from the social
character possessed."

At the same time, subjective norms in this study have a significant influence on
students' SEI (H4). Contrary to the previous study by Ernst (2011), the result stated
there is no direct effect between subjective norms and social entrepreneurship
intention (SEI). Subjective norms have appeared as a decisive factor that has shown
a positive influence on SEI. Gelderen et al. (2008) also proved that there is a
positive relation between Subjective Norms and Social Entrepreneurial Intention

The last hypothesis (H5), the effect of emotional intelligence, self-efficacy, attitude,
and subjective norms toward social entrepreneurial intentions is supported. The
independent variables are interconnected and related to each other. However,
emotional intelligence is a modest predictor of a student's social entrepreneurial
intention. Tiwari et al. (2017) also proved in their research that those independent
variables are interconnected and related to attitude and subjective norms as the
mediating variable.

5. Conclusion

The results conclude that four of five hypotheses are supported. The analysis
showed that self-efficacy, attitude toward social entrepreneurs, and subjective
norms significantly influence social entrepreneurial intention. In contrast,
emotional intelligence partially has no significant influence on social
entrepreneurial intention (SEI). On the other hand, emotional intelligence, self-
efficacy, attitude, and subjective norms simultaneously have a significant influence
on social entrepreneurial intentions (SEI). This concludes that the use of the
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vicarious learning model of social entrepreneurs should involve social persuasion.
Therefore, to increase students' intention on social entrepreneurship, higher
education institutions need to redesign the entrepreneurship curriculum to
accommodate emotional intelligence in terms of empathy.

In theoretical contribution, this study provides a better understanding of emotional
intelligence’s role on social entrepreneurial intention. Meanwhile, for managerial
implication, this study can be used to develop a strategic plan for the university to
maximize the potential of students' social entrepreneurial intention through the
learning process. For future research, this study suggests improving variable
emotional intelligence by focusing on social awareness. This study also
recommends expanding the sample analysis with different universities and conduct
comparison research to get more in-depth data and reveal the influence of emotional
intelligence toward social entrepreneurial intention in a different context.
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