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Abstract

A lack of entrepreneurship understanding causes students to
think about becoming employees rather than entrepreneurs
(Athia et al., 2018). This study aims to attempt to teach students
why it is so crucial to start their own businesses and encourage
the growth of an entrepreneurial mindset by conducting
an introduction and deepening of the business model canvas
(BMC). BMC is a template that is used to describe what kind of
business we want to build, or what kind of business we are
currently running as a whole and from various aspects (Elliyana
& Sudrajat, 2020). The researchers utilized structural equation
modelling (SEM) method with LISREL 8.80 to analyze the data
from 200 respondents. The findings reveal that entrepreneurial
interest increases with the number of client categories, value
propositions, channels, customer relationships, income streams,
key resources, key activities, important partnerships, and cost
structures. The originality of this research lies in the significant
influences of the BMC on students’ mindset, entrepreneurship
methods, business elements, and strategy. The visualization
model presented by BMC is able to facilitate students in
business, improving creativity, simple thinking, collaborating
throughout elements needed in running a business, as well as
leveraging opportunities.
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1. INTRODUCTION

Unemployment is a frightening issue that can lead to
wasted potential and a decline in average incomes.
In this situation, the economic conditions will
decrease, resulting in various issues in society and
family life. Economically, unemployment is a waste
of labour resources that cannot be used to drive
the wheels of the national economy. These losses are
in the form of national output loss that should be
produced in the economic system. This means that
national income is lost due to the absence of a
production process because there are no job
opportunities in modern countries. If the level of
unemployment is high, then Indonesia’s human
resources currently need a workforce with skills, so
that it can be able to reduce the current
unemployment rates. Reducing the number of
unemployed can increase the national economy.
According to the Central Bureau of Statistics (Badan
Pusat Statistik Jakarta Pusat [BPS], 2021), Indonesia’s
unemployment or jobless rate from August 2020 to
March 2021 has increased to 7%, from the previous
5.2%. Unemployment, especially at the productive
age, is the greatest challenge for the Indonesian
nation when it enters the free market era and global

competition. Moreover, creating young
entrepreneurs through student activities is the right
way to stimulate the economy through

the productivity of Indonesian students.

In Indonesia, the challenge of human resources
faces complex challenges and competition. Global
competition, population growth, unemployment, and
social responsibility are all issues that need to be
addressed. As a result, the available job
opportunities are increasingly limited. This
condition causes the number of unemployed to
increase along with the increase in population.
The current state of unemployment and poverty can
be attributed to the gap between the number of
available jobs across industries and the output of
graduates and new workers from all educational
levels.

A lack of entrepreneurship understanding
causes students to think about becoming employees
rather than entrepreneurs (Athia et al, 2018;
Mopangga, 2014). Increasingly open competition and
rapid technological advancements choose
entrepreneurship not just about being
an entrepreneur. The actual entrepreneur, in order
to have a business development mindset, must have
a strong foundation for growth, think creatively and
innovatively, as well as think about something new
that is increasingly visible and tangible. In contrast
to a trader, where a trader feels enough if
the products are sold and can provide funds for
himself/herself and his/her family, making it
unchanged occasionally. Lack of student interest in
entrepreneurship is caused by their lack of
knowledge in entrepreneurship. Some
entrepreneurship students’ attitudes, motivations,
and interests are influenced by their lack of
understanding of running a business (Rosmiati et al.,
2015). Mental problems will arise due to a lack of
understanding of entrepreneurship, such as
excessive fear of starting a business and
unpreparedness to face risks so that the mentality of
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being an employee makes a choice. It assumes that
this is better than choosing entrepreneurship.
Moreover, the other factors are the lack of literacy
regarding entrepreneurship from time to time that
supports public perceptions and the entrepreneurial
learning climate as an academic support (Athia et al.,
2018). A person’s ability to succeed in school is
correlated with their perceived ability to succeed in
other areas of life to implement a successful project
(Raj & Subbalakshmi, 2023).

The business model canvas (BMC) technique is
widely used as a foundation for the construction of
business proposals and ideas. This technique is
useful for analyzing business models since it
provides information on nine key areas in a clear
and concise format. Several authors (Hermawan,
2020; Indah, 2020; Kamaluddin, 2020; Agusty, 2020;
Nurhayat, 2020; Ojasalo & Ojasalo, 2018; Ruspriono,
2020; Siburian, 2020; Tirtayasa, 2020; Victor, 2020)
have contributed to the literature on this topic.
These are just a few illustrations demonstrating
the numerous case studies that utilize this particular
approach. The BMC can serve as a valuable tool in
the initial phases of business idea validation within
the planning process, enhancing the idea’s level of
maturity, and preparedness for implementation.

According to Elliyana and Sudrajat (2020),
the BMC is a widely utilized framework that serves
as a template for articulating the desired or existing
business model across multiple dimensions. This
model was started at the same place and uses
the same language. Business improvement plans can
be generated in a number of different ways by
utilizing the BMC, as stated by Hadi et al. (2023).
Whether people are just getting started with the firm
or are well into operations, the BMC may be used to
establish and assess company’s strategies and
ensure that they're having the greatest possible
positive impact.

Training and mentoring regarding BMC have
been proven to increase students’ understanding of
the importance of entrepreneurship, as expressed by
Ilyas et al. (2020), Sustaningrum and Pramitasari
(2020), Siregar et al. (2019), and Utami et al. (2021).
The available literature indicates a noticeable
increase in students’ comprehension of BMC. Their
proficiency in explaining BMC elements and their
capacity to complete the nine BMC blocks are based
on the specific company they operate. In order to
expedite the development of startups, students must
receive ongoing mentorship, training in many
business domains, and access to business networks.

According to Osterwalder and Pigneur (2012),
the BMC is a conceptual framework that consists of
nine interconnected boxes, resembling a canvas,
which serves as an architectural structure for
business models. To attain optimal outcomes, it is
necessary to elucidate, depict, scrutinize, and
modify a business model employing this framework.
Then, the customer base, value propositions,
distribution channels, client interactions, revenue
sources, essential resources, activities, alliances, and
costs make up the nine sections. BMC describes
a business model to be simpler, relevant, and, of
course, makes it easier for users to understand, but
also does not simplify the difficulties and
complexities of how a company works.
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The primary objective of this study is to
examine the impact of entrepreneurship on
students, enhance their comprehension of its
significance, and foster the development of
an entrepreneurial mindset in students by
conducting an introduction and deepening of
the BMC so that the students are able to run
the business and later become job creators.

Concerning the context and issues outlined
earlier, the research inquiry can be articulated as
follows. The impact of the value proposition for
various customer categories, customer relationships,
channels, revenue streams, key resources, key
activities, key partners, and cost structures on
entrepreneurial interest is a significant area of
inquiry. This analysis aims to test the impact of
customer categories, customer relationships,
channels, revenue streams, key resources, Kkey
activities, key partnerships, and cost structures on
entrepreneurial interest.

This document consists of six sections, with
the initial section serving as the introduction.
The introduction (Section 1) serves the purpose of
presenting the significance and timeliness of
the study being conducted. Section 2 comprises
a comprehensive literature analysis and theoretical
framework. This section encompasses
the examination of two specific sub-points, namely
the BMC and the interest in entrepreneurship.
In addition, the procedures employed for compiling
this study are elaborated upon in Section 3,
encompassing the data collection techniques
utilized. Following the explanation of
the methodology, Section 4 of this research paper
proceeds to continue the outcomes derived from
the analysis of data acquired through the utilization
of LISREL 8.80. Section 5 comprises an analysis and
interpretation of the acquired data. Then, Section 6
proposes the final segment of this study, where
the conclusions derived from the conducted
investigations are presented. This section also
presents the implications that may be drawn from
these findings, as well as recommendations for
future research.

2. LITERATURE REVIEW AND THEORETICAL
FRAMEWORK

Post the COVID-19 pandemic, there is an increasing
encouragement to support entrepreneurs,
particularly those in the creative industry, in
developing their adaptive capabilities. This is crucial
for their survival in challenging economic conditions
and for effectively assessing their e-commerce
performance using a balanced scorecard framework
(Priambodo et al, 2022). The concept of
digitalization pertains to the strategic utilization of
technology in order to establish enduring
competitive advantages. Digitalization is
characterized by its extensive reach, significant
changes, and rapid pace of transformation in many
processes, products, and services, setting it apart
from other breakthroughs (Rachinger et al., 2019).
The three main portions of any manufacturing
business activities are raw material sourcing,
production, and sales & marketing. The company’s
value offer cannot be realized without the help of its
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key partners, which are resources that are not held
by the company. Key alliances can be utilized by
businesses in several ways, such as through
the implementation of outsourcing, joint ventures,
joint operations, and strategic alliances. The fixed
and variable costs, as well as the expenditures
associated with maintenance and operations, are all
detailed. Ching and Fauvel (2013) propose BMC for
business owners and researchers alike because of its
usefulness. New business owners are able to gain
amore complete picture of their enterprise with
BMC’s guidance in creating a business plan.
Osterwalder and Pigneur (2010) introduced the idea
of a business model that can be understood by all
parties involved by using concepts that are easy to
grasp but do not oversimplify the complexities of
how the business actually operates, and many
researchers have created the idea of a business
model, but most are inconsistent (Gabriel &
Kirkwood, 2016). There is currently a lack of
agreement among scholars about the theoretical
framework and precise definition of a highly
illustrated business model, which is commonly
conceptualized in practical terms, such as the BMC
(Osterwalder, 2004; Osterwalder et al., 2014).

The impact of technological progress,
particularly the rapid development of digital
transformation, has significantly impacted company
activities. Digitalization in this context is strongly
associated with significant digital disruption and
the emergence of novel products, services, and
business models. Customer orientation has been
the primary focal point of a successful company for
numerous decades. The recognition of
the entrepreneur’s role in changing the landscape of
marketing and company performance has been

arecent development. Within the field of
entrepreneurial marketing (EM), the entrepreneur
assumes an important role as a significant

participant in the overall marketing process (Adel
et al., 2020).

An interest is a positive emotional response to
a particular topic or activity. This attraction is not
the result of coercion but stems from a burning
desire to succeed. Interest is the willingness to form
a bond with an object or idea that exists beyond
one’s own experience, a deeper connection piques
one’s curiosity. By seizing unmet needs and filling
them with inventive solutions, entrepreneurs raise
people’s level of living and contribute to
the common good.

Interest in starting a company that provides
personal and societal benefits is an example of
an entrepreneurial interest. As becoming
an entrepreneur requires a wide range of abilities
and a certain caliber of character, those with good
soft skills tend to be more interested in
entrepreneurship. Since entrepreneurs are free to
pursue their own interests, being an entrepreneur
reduces reliance on others to help people achieve
their expected life goals. This independence can take
many forms, including the freedom to choose one’s
own line of work, set own working hours, and, of
course, set one’s own profit goals.

The BMC approach allows for the introduction,
instruction, and practice of entrepreneurship
in  the classroom and real-world  settings

@

NTERPRESS

49



Corporate & Business Strategy Review / Volume 5, Issue 3, 2024

(Setiyani, 2021). Thus, classes can be taught on BMC,
and this model can be used to teach students how to
create effective business plans. The goal of this
exercise is to help students become more familiar
with utilizing BMC to generate business concepts
and build a business plan structure. Utami et al.
(2021) found that students’ BMC understanding,
capacity to describe BMC components, and ability to
fill in 9 BMC blocks based on the business being
managed all improved. Students need consistent
support, instruction in various areas of business,
and opportunities to network with professionals in
the field to make startups grow faster. According to
the findings of Priyono (2015), contemporary
marketplaces include split client categories. Value
propositions that reduce costs directly (own
channels) or indirectly (partner channels) and
throughout all stages of the channel are not
included in the BMC. Existing BMC client interactions
include individualized help, specialized help,
communities, and self-service. BMC future generates
income from the sale of products and the rental of
shopping carts. The future BMC will add box vehicles
and technology to its existing physical, intellectual
(brands and collaborations), and human (workers)
resources. Holiday promotions, expanding into new
consumer segments (online retailers, web users),
briefings, and enhancing the payment system for
future BMC are the primary efforts. The wholesale
club is a vital partner in BMC future, as the suppliers
and customers. Fixed expenses, that is expenses that
vary based on some factors, such as size and scope
economies of scale, as well as payment system
enhancements, all contribute to the cost structure.

Then, the hypotheses in this study are:

HI: Customer segment has a Ssignificant
influence on the level of entrepreneurial interest.

H2: Value proposition has a significant influence
on the level of entrepreneurial interest.

H3: Channel has a significant influence on
entrepreneurial interest.
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H4: Customer relationship has a significant
impact on the level of entrepreneurial interest.

Hb5: Revenue stream has a significant influence
on the tendency towards entrepreneurship.

H6: Key resources have a significant influence
on the tendency towards entrepreneurship.

H7: Key activities have a significant influence on
the tendency towards entrepreneurship.

HBS8: Key partnership have a significant influence
on the tendency towards entrepreneurship.

HO: Cost structure has a significant influence on
the tendency towards entrepreneurship.

3. METHODOLOGY

Structural equation modelling (SEM) was utilized to
create multilevel models and dissect the interplay of
several metrics. It was found to be the most
appropriate method for this study. Both descriptive
and causal research methods were used in this
approach (Malhotra, 2012). Hair et al. (2009) argue
that increasing the size of the sample will make it
simpler to choose the right model. Purposive
sampling was employed by the researchers to
choose their sample. Purposeful sampling refers to
a method of sampling in which certain factors are
prioritized. The nursing staff was the focus of
the study’s purposeful sampling.

To leverage the estimation interpretation with
the SEM, it was recommended to use a sample size
of 100-200 respondents. Two hundred people were
chosen as samples, with consideration given to
reducing errors (Hair et al., 2009). The observed
r-table value is 0.138, which is statistically
significant at a 5% significance level. Furthermore,
the reliability measure exceeds 0.6, indicating
a higher level of importance. All state variables are
valid and reliable if the preconditions are fulfiled.

@

NTERPRESS

50



Corporate & Business Strategy Review / Volume 5, Issue 3, 2024

Figure 1. Conceptual diagram
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All arrows from variables to indicators in  to the path model, which can be described through
the conceptual model above indicate that all the following equation:
variables are reflective. There is only one component

Entrepreneurial Interest = Customer Segment + Value Proposition + Channel + Customer Relationship +
Revenue Stream + Key Resources + Key Activities + Key Partnership + Cost Structure + ¢

1)

4. RESULT of latent variables. If a test yields a highly significant
value, it provides evidence that the indicator is
4.1. Confirmatory factor analysis (CFA) appropriate for inclusion in a hidden variable.

The subsequent findings show each indication to be

The utilization of standardized value loading factors ana_lyzled as a prospective constituent of latent
enables the assessment of the significance of variables.
the extracted indicators employed in the formation
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Figure 2. Exogenous confirmatory factor analysis diagram
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Note: Chi-Square = 267.50, df = 288, p-value = 0.80164, root mean square error approximation (RMSEA) = 0.000.

Table 1. The confirmatory factor analysis for confirming exogenous factors

Variable Indicator Loading factor T-value Information
X1.1 0.690 10.395 Valid
Customer segment X1.2 0.775 12.057 Valid
X1.3 0.881 14.317 Valid
X2.1 0.661 9.533 Valid
Value proposition X2.2 0.627 8.978 Valid
X2.3 0.916 13.768 Valid
X3.1 0.843 14.646 Valid
Channel X3.2 0.933 17.275 Valid
X3.3 0.972 18.568 Valid
X4.1 0.738 11.528 Valid
Customer relationship X4.2 0.796 12.784 Valid
X4.3 0.885 14.853 Valid
X5.1 0.890 14.348 Valid
Revenue stream X5.2 0.797 12.417 Valid
X5.3 0.537 7.654 Valid
X6.1 0.732 11.798 Valid
Key resources X6.2 0.933 16.902 Valid
X6.3 0.943 17.222 Valid
X7.1 0.753 11.176 Valid
Key activities X7.2 0.772 11.523 Valid
X7.3 0.717 10.532 Valid
X8.1 0.888 14.516 Valid
Key partnership X8.2 0.722 11.081 Valid
X8.3 0.803 12.695 Valid
X9.1 0.699 9.901 Valid
Cost structure X9.2 0.744 10.615 Valid
X9.3 0.748 10.671 Valid
®
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The factor analysis test values for each
formative construct are displayed in Table 1. Each
indicator composing each latent variable achieves
a value with a construct reliability (CR) greater than
1.96, as shown by the results. The loading factors
(standardized estimates) for all of the indicators are

also more than 0.5. The indicators used to construct
the exogenous latent variables have proven to be
unidimensional (valid) in this way. Furthermore, this
research framework can be reused, with adjustments
and so forth, for similar research on the results of
this CFA.

Figure 3. Factor analysis chart only using data from the internal environment
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Table 2. Confirmatory factor analysis for confirming endogenous factors

Variable Indicator Loading factor T-value Information
Yl 0.907 16.274 Valid
Entrepreneurial interest Y2 0.875 15.384 Valid
Y3 0.936 17.134 Valid

The factor analysis test values for each forming
construct are presented in Table 2. Each indicator
composing each latent variable achieves a value with
a CR greater than 1.96, as shown by the results.
In addition, the sum of all indicators’ loading factors
(standardized estimates) is greater than 0.5. These
findings provide convincing evidence that
the indicators used to construct the endogenous
latent variables are really unidimensional. Moreover,
depending on the findings of this CFA, the study

model can be used for future research with no
adjustments.

4.2. Calculated test accuracy and mean deviation

Calculating or analyzing the dependability of
the research variables follows the validity testing.
After executing the formulas above in Microsoft
Excel, the values obtained below display
the reliability and variance of the constructs.

Table 3. Exogenous variable reliability and average variance extracted (AVE) test results

Indicator Loading factor (LF) Measurement error LF? CR AVE
X1.1 0.690 0.524 0.476
X1.2 0.775 0.399 0.601 0.828 0.618
X1.3 0.881 0.224 0.776
> 2.346 1.147 1.853
X2.1 0.661 0.563 0.437
X2.2 0.627 0.607 0.393 0.785 0.556
X2.3 0.916 0.161 0.839
b3 2.204 1.331 1.669
X3.1 0.843 0.289 0.711
X3.2 0.933 0.130 0.870 0.941 0.842
X3.3 0.972 0.055 0.945
> 2.748 0.474 2.526
X4.1 0.738 0.455 0.545
X4.2 0.796 0.366 0.634 0.849 0.654
X4.3 0.885 0.217 0.783
b 2.419 1.039 1.961
X5.1 0.890 0.208 0.792
X5.2 0.797 0.365 0.635 0.794 0.572
X5.3 0.537 0.712 0.288
> 2.224 1.284 1.716
X6.1 0.732 0.464 0.536
X6.2 0.933 0.130 0.870 0.906 0.765
X6.3 0.943 0.111 0.889
b 2.608 0.704 2.296
X7.1 0.753 0.433 0.567
X7.2 0.772 0.404 0.596 0.792 0.559
X7.3 0.717 0.486 0.514
b 2.242 1.323 1.677
X8.1 0.888 0.211 0.789
X8.2 0.722 0.479 0.521 0.848 0.652
X8.3 0.803 0.355 0.645
> 2413 1.045 1.955
X9.1 0.699 0.511 0.489
X9.2 0.744 0.446 0.554 0.774 0.534
X9.3 0.748 0.440 0.560
> 2.191 1.398 1.602
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Table 3 presents the findings of the CR and
average variance extracted (AVE) studies conducted
on each research variable.

Table 4. Internal consistency and average variance extracted (AVE) tests with endogenous variables

Indicator Loading factor Measurement error LF CR AVE
Y1 0.907 0.177 0.823
Y2 0.875 0.234 0.766
Y3 0.936 0.124 0.876 0.932 0.821
b3 2.718 0.536 2.464

The reliability coefficient for the latent variable
exceeds the key value of 0.7, indicating a high level
of internal consistency. In addition, the variance
extracted values exceed the crucial threshold of 0.5,
indicating that the Ilatent variable contributes
significantly to the total variance. This observation
illustrates the considerable dependability of the nine
external elements.

Each research variable’s construct reliability
and extracted variance are displayed in Table 4
above. The reliability coefficient of the latent
variable exceeds the critical value (CR is 0.7), while
the variance extracted value is beyond the threshold
(0.5). This demonstrates the high dependability of
the endogenous variable.

4.3. Accuracy criteria for evaluating models (model
fitness)

Various goodness-of-fit criteria were evaluated in
order to assess the suitability of the model.
Therefore, the first step in doing an SEM analysis is
to ensure that the data used is adequate to support
the relevant assumptions. If this condition holds,
then the model can be put to the test. Measures of
goodness-of-fit and the threshold value can be
calculated with the following additional metrics:

Table 5. Model accuracy test (goodness-of-fit model)

No. | Goodness-of-fit indices [ Cut-off value ] Research result [ Match level
Absolute fit indices
1 X2 Significance Probability > 0.05 p = 0.900 Good fit
2 RMSEA <0.08 0.000 Good fit
3 RMR <0.10 0.029 Good fit
4 SRMR <0.08 0.038 Good fit
5 Chi Square (X? / DF) <2 1.104 Good fit
6 GFI > 0.90 0.902 Good fit
7 AGFI > 0.90 0.873 Marginal fit
Incremental fit indices
8 NFI > 0.90 0.961 Good fit
9 TLI (NNFI) > 0.90 1.001 Good fit
10 CFI (RNI) > 0.90 1.000 Good fit
11 RFI > 0.90 0.953 Good fit
12 IFI > 0.90 1.001 Good fit
Parsimony fit indices
13 [ PNFI | > 0.50 0.795 | Good fit
14 | PGFI | > 0.50 | 0.698 | Good fit
4.3.1. Absolute fit indices the good fit category because the ideal value is
> 0.90. The adjusted goodness-of-fit index (AGFI)
Table 5 presents the analysis showing that Value in this study is 0.873, which means that
the X2 Significance Probability ~ value is  0.900, the suitability of the research model is in a state of
indicating that the research model exhibits marginal fit because the model suitability criteria for

a favourable level of fit within the good fit category;
the ideal value for X2 Significance Probability
is > 0.05. The root mean square error approximation
(RMSEA) value in this study of 0.000 is included in
the good fit category because the ideal value to fulfil
the RMSEA requirements is < 0.08. The root mean
square residual (RMR) value in this study of 0.029 is
included in the good fit category because the ideal
value to fulfil the RMR requirements is < 0.10.
The standardized value of the root mean square
residual (SRMR) in this study is 0.038, which means
it is included in the good fit category because
the ideal value to fulfil the SRMR requirements is
<0.08. The Chi-Square in this study is 1.104, which
means that the fit of this research model is in
an excellent fit condition because the model fits
the criteria for the =zero value. To meet
the reasonable fit requirements, the Chi-Square
value is < 2. The goodness-of-fit index (GFI) score is
0.902, which indicates a very good fit, included in

VIRTUS

the AGFI value to meet the reasonable fit

requirements are > 0.90.
4.3.2. Incremental fit indices

This study’s normed fit index (NFI) value is 0.961,
which means it is included in the good fit category
because the ideal value to fulfil the NFI requirement
is > 0.90. Non-normed fit index (NNFI) values (also
called the Tucker Lewis index (TLI) in this study that
is equal to 1.001, which means it is included in
the good fit category because the ideal value to meet
the NNFI requirements is > 0.90. This study’s
comparative fit index (CFD) value (also called
the relative noncentrality index (RNI) is 1.000, which
means it is included in the good fit category because
the ideal value to fulfil the CFI requirements is
> 0.90. The relative fit index (RFI) value in this study
is 0.953, which means it is included in the good fit
category because the ideal value to fulfil the RFI
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requirements is > 0.90. The incremental fit index
(IFD) value in this study is 1.001, which means it is
included in the good fit category because the ideal
value to fulfil the IFI requirements is > 0.90.

4.3.3. Parsimony fit indices

The parsimony normed of fit index (PNFI) value in
this study is 0.795, which means that the fit of this
research model is in an excellent fit condition
because the model suitability criteria for the PNFI
value to meet the good fit requirements is > 0.50.
The parsimony goodness-of-fit index (PGFI) value in
this study is 0.698, which means that the suitability
of this research model is in a good fit state because
the model suitability criteria for the PGFI value to
meet the good fit requirements are > 0.50. However,
it is recommended to use additional appropriateness
criteria (Hair et al., 2014; Hoyle, 2012; Joreskog
etal., 2016) because small or insignificant Chi-
Square values are difficult to fulfil, especially in
large samples. The RMSEA criteria are more
extensively utilized to assess a model’s viability
because they are consensus-based (Hoyle, 2012).
If a measure of relative performance (NFI, NNFI, CFI),

a measure of absolute performance (GFI or AGFI),
and a measure of absolute imprecision (Chi-Square,
RMR, SRMR, RMSEA) is included, then the model can
be fit (Malhotra, 2010). Based on the information
presented in Table 5 and the preceding explanation,
it is evidenced that the research model yields a
single goodness-of-fit measure, falling within the
marginal fit category. This indicates a fairly
satisfactory level of fit. The remaining set of
13 goodness-of-fit measures are classified within the
category of good fit, indicating that the utilized
model exhibits a  satisfactory degree of
compatibility.

4.4. Hypotheses testing

This research aims to assess the hypotheses set out
in this research by testing the significance and
robustness of the hypothesized relationships
between variables. The statistical significance of
the findings obtained from data analysis using
LISREL 8.80 can be determined by examining
the t-value. The hypothesis is accepted when
the t-value exceeds 1.96 or falls below -1.96.

Figure 4. T-value in the research model
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Note: Chi-Square = 326.00, df = 360, p-value = 0.90048, RMSEA = 0.000.
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Figure 4 represents the t-value of -1.96. This means that the correlation between
the relationship between variables in this study the variables is significant and effect is significant.
which is obtained from the data processing results = Meanwhile, the t-value with a red arrow indicates no
using the LISREL 8.80 program. Numbers with dark correlation between variables.
blue arrows are t-values more than 1.96 or less than

Figure 5. Path coefficient in the research model
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Note: Chi-Square = 326.00, df = 360, p-value = 0.90048, RMSEA = 0.000.

Figure 5 demonstrates the strength of hypothesis testing, a path coefficient equation or
the correlation between the variables under structural equation modelling is formulated as
investigation, with each variable exerting both follows:
positive and negative effects. Before conducting

Entrepreneurial interest = 0.140 * CS + 0.134 * VP + 0.142 * C + 0.167 * CR + 0.161 * RS + 0.133 * KR + 0.164 *
KA+ 0.141« KP + 0.134 % CSt
Error var. = 0.272, R2 = 0.728

According to the second equation provided, it on the entrepreneurial interest, as evidenced by
can be inferred that the entrepreneurial interest is a path coefficient of 0.167. In a similar condition,
positively influenced by the customer segment the variable representing revenue  stream
variable, as evidenced by a path coefficient of 0.140.  demonstrates a favourable impact on
Similarly, the value proposition variable has entrepreneurial interest, as seen by a path coefficient
a positive influence on the level of entrepreneurial value of 0.161. Furthermore, it can be observed that
interest, as evidenced by a path coefficient value of the variable of key resources exhibits a significant
0.134. The variable representing the channel positive impact on the level of entrepreneurial
demonstrates a positive influence on the level of interest, as indicated by a path coefficient of 0.133.
entrepreneurial interest, as indicated by a path  Furthermore, it can be observed that entrepreneurial
coefficient of 0.142. Moreover, the variable of interest is positively influenced by the key activities
customer relationship exhibits a positive influence variable, as indicated by a path coefficient of 0.164.

®
NTERPRESS
VIRTUS

56



Corporate & Business Strategy Review / Volume 5, Issue 3, 2024

It is also shown that the variable of key partnership
has a positive influence on entrepreneurial interest,
as evidenced by a path coefficient value of 0.141.
Last, the variable of cost structure demonstrates
a positive impact on entrepreneurial interest, as
evidenced by a path coefficient value of 0.134.
The findings suggest that a considerable proportion
of external factors have a positive impact on
a substantial number of internal factors. Specifically,

improvements in the target market, value
proposition, distribution channel, customer-
company relationship, revenue stream, critical

capabilities, critical tasks and critical alliances, as

well as cost structure are correlated with
an increased tendency towards entrepreneurial
behavior. The coefficient of determination (R?)

obtained from Table 5 and the equation preceding is
0.728 (72.8%). This finding indicates that the factors

encompassing consumer group, value proposition,
channel, customer connection, income streams, key
resources, key activities, and important partnership,
and cost structures are significant factors that
contribute to determining the level of enthusiasm
among potential business owners for initiating their
own ventures. The remaining 27.2% are subject to
the influence of unaccounted variables in
the present analysis.

Exogenous factors include several things, such
as  market share, product  differentiation,
distribution method, customer loyalty, revenue
sources, operational procedures, strategic alliances,
and partnership structures. All have direct effects on
endogenous variables, such as entrepreneurial
interest, which will be explained by the hypothesis
test.

Table 6. Hypothesis testing

Hypothesis Path coefficient T-value Results
HI: CS+— EI 0.140 2.119 HI Accepted
H2: VP + — EI 0.134 2.244 H2 Accepted
H3: C+— FI 0.142 2.280 H3 Accepted
H4: CR + > EI 0.167 2.286 H4 Accepted
H5:RS +— FI 0.161 2.290 H5 Accepted
H6: KR + — EI 0.133 2.319 H6 Accepted
H7: KA +— EI 0.164 2.416 H7 Accepted
H8: KP + — EI 0.141 2.423 H8 Accepted
HO9: CSt + —» EI 0.134 2.254 H9 Accepted
1. How market segmentation affects  significant influence on the desire to start

entrepreneurial interest

The findings from Table 6 and Figure 5 indicate
a positive correlation between the customer segment
variable and entrepreneurial interest, which has
avalue of 0.140. At the 95% confidence level,
the t-value of 2.119 for this connection is significant
because it is greater than the crucial value of 1.96.
The results show that the type of client has a great
and beneficial influence on the propensity to start
abusiness. The findings suggest that HI is
supported, implying that the customer segment has
the potential to enhance the tendency towards
entrepreneurship.

2. How a unique selling proposition can create
an interest in starting a business

According to the data in Table 6 and Figure 5,
the variable value proposition significantly affects
entrepreneurial interest. The coefficient of 0.134 and
the t-value of 2.244 is statistically significant
because it is larger than the threshold value of 1.96.
The possibility of this outcome being accurate is
considerable, given that the t-value surpasses
the key threshold of 1.96. The results of the study
provide clarification that the value proposition
exerts a positive and significant influence on
the propensity for engaging in entrepreneurial
activities. The findings suggest that H2 is supported,
thus implying that the value proposition has
the potential to enhance the level of interest in
entrepreneurship.

3. How media can create an interest in starting
a business

Table 6 and Figure 5 show that the channel
variable increases the entrepreneurial interest by
a factor of 0.142. The t-value of 2.280 is statistically
significant because it is larger than the threshold
value of 1.96. These findings provide an explanation
for why the channel has a positive and statistically
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a business. Regarding these results, it is reasonable
to conclude that H3 is correct and the channel has
the capacity to increase entrepreneurism
enthusiasm.

4. The role of customer loyalty in fostering an
ambition to start a business

Table 6 and Figure 5 explain that there is
a substantial correlation between the customer
relationship variable and the entrepreneurial interest
variable (t-count > 1.96, effect size 0.167). These
findings provide evidence for the hypothesis that
one’s attitude toward entrepreneurship is influenced
by one’s interaction with their customers. H4 is
acknowledged, suggesting that fostering positive
relationships with customers is one way to stimulate
an interest in starting a business.

5. How one’s financial situation can influence
the desire to start a business

Table 6 and Figure5 demonstrate that
the t-count for the correlation between revenue
stream and entrepreneurial interest is 2.290

(significant: t-count > 1.96), suggesting a favourable
influence. These findings provide an economic
rationale for why an entrepreneur’s revenue stream
is important. These findings provide support for H5,
which suggests that access to revenue streams can
inspire more people to pursue entrepreneurship.

6. The influence of key resources
entrepreneurial interests

Table 6 and Figure 5 show that entrepreneurial
interest is affected by the key resources variable
by 0.133, with a t-value of 2.319 (significant:
t-count > 1.96). According to these findings,
motivation to start a business is influenced
favorably by this crucial factor. These findings
provide confirmation to H6, suggesting that access
to necessary tools can stimulate enthusiasm for
starting a business.
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7. The impact of key activities on interest in
entrepreneurship

The results presented in Table 6 and Figure 5
indicate a significant positive correlation between
the key activities variable and entrepreneurial
interest, with a t-count of 2.416 (significant: t-count
> 1.96). This research explains how participating in
these activities can inspire a desire to start
a business. These findings confirm H7, suggesting
that participation in critical tasks has the potential

to raise a person’s enthusiasm for business
ownership.

8. The influence of key partnerships on
entrepreneurial interests

The t-value for key partnership is 2.423

(significant: t-count > 1.96), as seen in Table 6 and
Figure 5. These findings provide an explanation for
the favorable and statistically significant influence
that the key partnership has on entrepreneurial
interest. These findings provide confirmation to HS,
suggesting that strategic alliances have the power to
inspire more people to pursue entrepreneurial
opportunities.

9. The influence of
entrepreneurial interest

The results shown in Table 6 and Figure 5
indicate a significant positive correlation between
the cost structure variable and entrepreneurial
interest, with a t-count of 2.254 (significant:
t-count > 1.96). According to these findings, the cost
structure has a favorable and significant influence
on the desire to start a business. These findings
provide support for H9, suggesting that changes to
the cost structure may stimulate entrepreneurship.

cost  structure on

5. DISCUSSION: THE DIRECT EFFECT HYPOTHESIS
TEST

Testing this hypothesis will explain the direct
correlation between exogenous and endogenous
variables, especially weighted variables. Factors that
influence a person’s desire to start a business
include their customer base, products or services,
distribution channels, relationships with customers,
sources of income, important personnel, projects,
and expenses.

Data analysis and hypothesis testing have led
to the following conclusions :

1. The presence of a positive and statistically
significant correlation can be observed between
consumer segment factors and entrepreneurial
interest. These findings suggest that an individual’s
propensity to take entrepreneurial risk increases in
direct proportion to the quality of their target
market.

2. The value proposition variable has a huge
and favourable influence on entrepreneurs’ drive to
launch their ventures. These findings suggest that
increased interest in entrepreneurship will be
a direct effect of the value proposition’s expansion.

3. The impact of channel characteristics on
startup enthusiasm is statistically significant.
According to these findings, there will be an increase
in entrepreneurship enthusiasm as the number of
channels expands.

4. Customer relationship characteristics have
a favorable and statistically significant influence on
business enthusiasm. These findings suggest that
amore positive perspective on entrepreneurship is
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correlated  with and
customers.

5. The revenue stream variable significantly and
positively affects the desire to start a business.
These findings suggest that a bigger income source
increases the motivation to start a business.

6. The impact of key resources variables on
entrepreneurial enthusiasm is favorable and
statistically significant. These findings suggest that
a larger supply of the necessary resources will spark
interest in starting businesses.

7. The impact of key activities variables on
aspiring business owners is enormous. According to
these findings, doing more of these things will
encourage the interest in starting your own
business.

8. A positive and

stronger relationships

statistically  significant
relationship  between  key  partnership  and
the intention to start a new entrepreneurial
endeavour. These findings point to the importance
of increasing crucial alliances in boosting
entrepreneurship.

9. The adoption of a variable cost structure has
a considerable impact on the motivation to start
a business. These findings suggest that
the increasing cost  structure will increase
entrepreneurship enthusiasm.

Students’ enthusiasm in starting their own
businesses is increased by the BMC variable, as
shown by the data that BMC significantly influences
student entrepreneurship mindsets in terms of
method (how to run a business), business elements
(recognizing the components needed in business),
and strategy (taking advantage of modified
opportunities to reduce risk). The visualization
model proposed by BMC offers a potential solution
for facilitating students’ ability to conceptualize
a business, foster innovation, and cultivate
creativity, think, collaborate with all the elements
needed to run a business and take advantage of
opportunities. BMC is highly effective and used as
a business model tool that facilitates students’
understanding of running a business.

6. CONCLUSION

Entrepreneurial interest arises due to several factors,
including skills and knowledge possessed. BMC has
developed a business model that aims to efficiently
contact customers and provide profitable outcomes.
Through a simple description outlined on this
canvas, it will make it easy for students as business
actors to determine the focus that will be
the primary strategy for achieving goals. Filling this
canvas requires student innovation so that students
as business actors will be able to develop their
thoughts along with the process of filling in each
element.

The BMC is widely recognizedd for its ability to
effectively map and elucidate business models,
thereby serving as a valuable tool for enhancing
comprehension of business concepts. Although BMC
is effective in increasing students’ understanding of
entrepreneurship, BMC is not an instant tool that
can be used to increase an entrepreneurial mindset
among students. Understanding BMC is another
science that can only be instilled slowly, and it needs
a learning process. The timeframe available in this
study is concise. It needed to meet the requirements
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to foster a mindset that could be expected to formally in SAP’s entrepreneurship courses. BMC
solidify students ready to go as entrepreneurs. users continue by filling in the nine existing

The paper suggests that BMC should be elements. In order to get more specific results, it can
introduced to students to help students develop be continued with more detailed information from
an entrepreneurial perspective, and should be taught the description that has been arranged.
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