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Abstract:
Purpose: The aim of this research is to analyze Asian and African business students’
motivation, family support and culture on business orientation.
Design/Methodology/Approach: The research method used is both qualitative and
quantitative, where quantitative data is obtained through an online questionnaire of 335
respondents, then the data is supplemented by in-depth interviews with respondents to obtain
more complete data. Quantitative data is processed using SPSS software statistical program.
Findings: The results showed that descriptively there were differences of Asian and African
business students. Based on t-test and F-test, there are positive and significant motivation,
family support and culture aspects on business orientation in both groups of students. The
results are also in-line with some of similar previous researches where the factor that most
influence business orientation is culture.
Practical implications: For the university and family business, this study can be useful as
one of the materials discussion in the family business class and also design the curriculum.
The results of this study shown that, culture have the big contibution on business students
orientation. Therefore the univesity and family business can include culture as one of the
topic of entrepreneurship curriculum.
Originality/Value: This research specifies and focuses on comparative analysis of Asian and
African business students, the result can be use for design the business students curriculum,
therefore the business motivation indexes of Asian and African can be increase through
entrepreneurship education in business schools.
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1. Introduction
Based on the trend of the world's population growth until 2050, Asia will continue to
occupy the number one position (5.231.5 millon people), followed by Africa
(1.753.3 million people) (Carbonnier, Chakraborty and Mulle, 2010). On the other
hand the results of research from the Global Entrepreneurship Monitor (GEM, 2018)
states that motivation indexes from Asia and Africa are the two continents that have
the lowest indexes, namely Africa 1.5 and Asia 3.2. This contradictory condition can
cause serious problems with education, health and daily needs. Macham (2015) said
that human capital is very important for a country’s economic growth. The same
thing was also stated by a number of researchers such as Figueroa-Armijos and
Jhonson (2016), Toma, Grigore and Marinescu (2014) and Naude (2013) who
concluded that entrepreneurship is one of the effective ways to increase the
economic growth of a country. In addition, entrepreneurship has long been identified
as a critical driving force of economic growth and prosperity (Praag and Praag,
2008).
Naude (2013) also found one of the ways to grow the number of entrepreneurs is
through tertiary education. Since 1970 there has been an increase in the number of
universities and colleges opening entrepreneurial-related programs (Kuratko,
Hornsby and Covin, 2013). The entrepreneurship program is offered in a variety of
options, such as major and/or minor courses, certificates and Master's programs.
Teachers also support research in the field of entrepreneurship (Morris, Kuratko and
Cornwall, 2013). By increasing the programs that offer entrepreneurship in business
schools, this can foster leadership, innovation and entrepreneurship that are needed
by entrepreneurs (Kuratko, 2005).
In addition, to increase entrepreneurship education is the driver of growth in
entrepreneurs (Naude, 2013). Other factors also influence one's desire to
entrepreneurship are motivational factors as stated in other researches (Mclelland,
1961; Bandura, 1997; Borgia, 2005; Jordaan, 2014; Genoveva, 2019). Robbins and
Judge (2013) defines motivation as a process that explains the intensity, direction
and persistence of effort to achieve a goal.
If someone has motivation then he has a clear goal, this is the trait that must be
possessed by an entrepreneur. The next factor is family support (Joseph, 2012;
Neneh, 2017; Genoveva, 2019) and tradition (Adendorff, 2011; He, 2011;
Vainionkulma, 2016). Neneh's results (Neneh, 2017) show that family support is
very strong especially for those who carry out their functions as the responsible
person in the family. Joseph (2012) and Senjaya and Genoveva (2019) said
something similar to Neneh (2017) where the family strongly supports family
members who choose business in their studies. While traditionally, those whose
families do business tend to have a desire to do business (He, 2011).
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2. Literature Review and Legislative Background
In developing countries, entrepreneurship is considered vital for enhancing
employment opportunities. Asia and Africa as the two continents with the majority
of countries including developing countries are very interested in increasing the
number of entrepreneurs. Entrepreneurship researchers have identified various
determinants of individual entrepreneurial intentions. Entrepreneurship education
has been recognized as one of the important determinant of entrepreneurial
intentions. Various studies like Galloway and Brown (2002), Kuratko (2005), Potter
et al. (2017), Fayolle and Gailly (2008), Patricia and Silangen (2016), Ndofirepi and
Rambe (2017), Senjaya and Genoveva (2019) and Genoveva (2019) empirically
demonstrated the entrepreneurial education as an important determinant of business
orientation. Several previous studies by the authors concluded that there is influence
of some factors on business orientation of business students, such as cultural factors,
family support, self-efficacy, motivation, and e-commerce (Genoveva, 2019;
Senjaya and Genoveva, 2019).
a. Demographic:
The demographic factor divides customers into segments based on demographic
characteristics such as age, gender, family size, family life cycle, income,
occupation, education, religion, race, generation, social class and nationality
(Armstrong and Kotler, 2005). From the overall demographic aspect, this study only
uses the age, gender and family business ownership by origin. A person's age is
considered a major demographic characteristic in understanding his entrepreneurial
behavior and intentions. In many developing countries entrepreneurs aged 25-34
years are in the early stages and the 35-44 age groups is an early-stage entrepreneur
in the developed world. Among the level of activity achievement of entrepreneurial
success is at the age of 25-34 years and decreased at the age of 35-44 years
(Ozdemir and Karadeniz, 2009). While, gender has an influence on entrepreneurial
desires, entrepreneurial women have better performance than male (Djajagunawan
and Genoveva, 2018). Among some researchers who explain groups that have
family businesses have higher entrepreneurial intention than those who do not have
a family business (Genoveva, 2019; Chrisman, Chua and Steier, 2003; Nandamuri
and Gowtami, 2013).
b. Motivation:
The traditional motivation of the entrepreneur is to get the money, in this era money
is not a reason why entrepreneurs count other factors such as to provide social
benefit to others, practise the knowledge, maximaze their creativity and desire of
achievement (Nugraha and Indra, 2016). McCelland in Genoveva (2019) state that
motivation in entrepreneurship is needed for achievement, the entrepreneurial
behavior that is manifested in attitudes and motivation on a successful career and
achievement is reflected in the following actions: adapting for achieve success,
action oriented, high responsibility, good supervising and motivation. To be
successful in entrepreneurship, entrepreneurs must have motivation that support the
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success of the business. The motivation can be seen from the traits such as risktaking, neeed for achievement, goal setting, self efficacy, locus of control and
tolerance for ambiquity (Shane, Locke and Collins, 2003).
The motivation in this research is the drive to be oriented towards business through
education in the business field, including participating in supporting activities such
as attending seminars, workshops, mentorship with business owners and finding
information related to business plans. From all the definitions above, we can
concluded that there is influence motivation on business orientation.
c. Family Support:
Shen, Osorio and Settles (2017) state that family support is how family involves in
business, included support on business advice, financial, material and emotional
access. Several studies have shown that there is an influence of family support on
business orientation, as in the results of the study of Schwartz (2009) who said that
support is not only from family but also from friends. In line with Schwarz (2009)
and Shen, Osorio and Settles (2017) Bae and Qian (2014) stated that is a relationship
between family support and business. Social network is very important to start a
business, they can be friends, relatives and family members. Therefore family
members play crucial role in influencing the students on business intention.
Aldrich and Cliff (2003), Sequiera and Carr (2007), Shen, Osorio and Settles (2017)
claimed that the business students who come from families who have businesses pay
more attention to business, compared to those whose families do not do business
(Genoveva, 2019). Families that have strong ties with their children will learn
business from childhood and get mentoring directly from their parents and the other
senior family members. The other supporting fector from family with business is the
business education, mostly the business students also choose business as their
studies. The family hope, after finished their studies, is that they will contribute in
family business (Genoveva, 2019). The supporting factor from the family is not only
the intellectual support (education) but also the emotional support (Procidano and
Keller, 1983).
The nuclear family is the family where the family couple and the children lived
together as a common phenomenon of African countries. While lived together, they
can support each others in their family business (Ugwuja, 2010). There is little
difference between Africa and Asia business students where economically capable
families generally do not live with their core families, but they still support each
other in the family business (Korobova, 2012).
d. Culture:
Understanding of culture has changed the definition from the 19th century, where
Taylor and Kroeber (Hamid, 2013) define culture as the behavior of a group of
people which includes knowledge, beliefs, art, rules, laws and habits. The similar
definition concluded by Kotler and Amstrong (2017), tradition and culture of family
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as the pattern of values, norms, beliefs, attitudes and assumptions that may not have
been articulated but shape the ways in which people in organizations behave and
things get done. Kluckhohn (1951) provides a new dimension that is set about the
habits of society which is passed on to others including how to feel, think,
understand the patterns created in special symbols. The definition of culture in the
family is beneficial when family habits among others solve the problem in a family
way. In addition, strong kinship replaces work contracts, work agreements and
various business process activities which is often found in non-family business. The
family culture is part of the distinctive factor for competitiveness and maintain
quality. The dimension of culture values in family business consist of the following
(Vallejo, 2009):
1) Commitment and loyalty transmitted by families strengthen ties between
members and contributes to family survival.
2) Harmony greates better human relationship within the family.
3) Long-term orientation demonstrates the existence of a lower level of
indedtedness.
4) Culture is the most influential fector on the development of entrepreneurial
competencies (Sajilan and Tehseen, 2016).
e. Research Gap:
Based on several researchers there are several factors that might influence business
orientation. According to researches done by Chrisman, Chua and Steier (2003),
Nandamuri and Gowtami (2013), Ozdemir and Karadeniz (2009), Djajagunawan and
Genoveva (2018) and Genoveva (2019), there were several demographics (age,
gender, family business ownership) that influence business students. In addition,
Shane, Locke and Collins (2003) and Genoveva (2019) explain that motivation
influences business orientation. Several studies have shown that there is an influence
of family support on business orientation, as in the results of the study of Schwartz
(2009) who said that support is not only from family but also from friends. This
research fills in the gap from those researchers that were mentioned above, by
focusing on motivation, family support and culture on business orientation as well as
focuses on origin (Asian and African) business students.
Therefore, this research specifies and focuses on Asian and African business
students, the result of questionnaire will be supplemented with in-depth interviews
to get more detailed data on motivation, family support and culture on business
orientation.
3. Data and Research Methods
The research method used in this research is both of qualitative and quantitative
nature, where quantitative data is obtained through an online questionnaire of 355
respondents, then the data is supplemented by in- depth interviews with respondents
to obtain more complete data. Quantitative data is processed using SPSS to test
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differences in motivation, family support and culture towards business orientation.
This research uses Likert Scale as an indicator to measure the respondents’ degree of
agreement towards the statements of the questionnaire. The Likert Scale used was in
a five-point scale (Sekaran and Bougie, 2017). Nemoto and Beglar (2014) stated that
by using Likert Scale, it will be advantageous for the researcher as (a) it could gather
large number of respondents quickly, (b) the validity of the interpretations from the
available data can be done by any means, (c) it could provide highly reliable
respondents, (d) the answer could be contrasted, compared, and combined with other
qualitative data gathering method. The hypotheses of this research are :
H1: There is differences among Asia and Africa respondents by motivation, family
support, culture and business orientation (by descriptive analysis).
H2: Family support is the biggest influence on business orientation of Asian and
African business students.
H3: There is significant influence of motivation on business orientation of Asia and
Africa business students.
H4: There is significant influence of family support on business orientation of Asia
and Africa business students.
H5: There is significant influence of culture on business orientation of Asia and
Africa business students.
H6: There is simultaneously significant influence of motivation, family support and
culture on business orientation of Asia and Africa business students.
H7: There is strong correlation of independent variables (motivation, family support
and culture) on (dependent) business orientation of Asia and Africa business
students.
H8: There is big contribution of independent variables (motivation, family support
and culture) on (dependent) business orientation of Asia and Africa business
students.
4. Research Results and Discussion
The results of the validity test by using SPSS version 22.0 to determine all of 40
questions become valid by comparing the minimum requirements from R table of >
0.361 (a = 5%) (Sekaran and Bougie, 2017). The reliability test was done to all of 40
questions with result of high reliability, the score range is between 0.70–0.90
(Maholtra, 2014).
Table 1 shows that although the Asian (214 respondents) and African (111
respondents) groups showed different numbers of respondents, there were no
significant differences because the value of P-Value 0.001 < 0.05 which means data
sets are accepted, so this set can be used for further analysis.
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Table 1. Differences Test
Test Statisticsa
Origin
3386.500
6389.500
-3.466
.001

Mann-Whitney U
Wilcoxon W
Z
Asymp. Sig. (2tailed)
Note: a. Grouping Variable: Origin
Source: (Questionnaires, 2019).

In Table 2 it can be seen that the number of respondents from Asia was 211
respondents, while the Africa respondents were 124. Based on gender, both from
Asia and Africa show the number of male were dominant, i.e 59.72% for Asia and
55.65% for Africa. While based on age, respondents aged 17-21 dominate Asian and
Afica respondents, namely 75% for Asia and 65% for Africa. Respondents aged >
21-25 came in the second place in both groups (Asia and Africa), as did the age
group > 25 years old, Asia and Africa showed the lowest number of respondents.
Both groups of respondents indicated that they had a family business background,
with 75.36% from Asia and 65.32% from Africa. From the three aspects of
demographics studied, namely gender, age and family business ownership, the
percentage shows the same order with a percentage that is not significant different.
Table 2. Respondent Profile
Demographic
Gender :
Male
Female
Age :
17 – 21
>21-25
>25
Family Business Ownership :
Yes
No
Source: (Questionnaires, 2019).

Asia
Frequency
Percent

Africa
Frequency
Percent

126
85

59.72%
40.28%

69
55

55.65%
44.35%

159
45
7

75.36%
21.32%
3.32%

71
39
14

57.26%
31.45%
11.29%

159
52

75.36%
24.64%

81
43

65.32%
34.68%

4.1 Descriptive Analysis
Table 3 shows the average scores of the Likert scale (1.00-5.00) by descriptive
analysis, where Asian respondents have the highest mean for all of variables than
African respondents. While Asian respondents showed the highest mean was culture
(4.12), followed by family support (3.91), then business orientation (3.68) and lastly
motivation (3.67). African respondents showed difference order as Asian, the highest
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was family support (3.72), in the second position was culture (3.69), the next
motivation (3.45) and finally business orientation (3.23).
To sum up, there was differences among Asia and Africa respondents by motivation,
family support, culture and business orientation, therefore H1 was accepted. The
results are consistent with interviews with Asian and African respondents, Asian
respondents showed more enthusiasm when interviewed about their study in
business. Culturally today, Asian societies such as Indonesia, India, China and
Vietnam provide equal opportunities for male and female to continue their studies.
African respondents were represented by business students from South Africa,
Zimbabwe and Algeria, also have the same opinion. Families which have business
are also very supportive to their children to continue business by taking study in
business majors or fields that related to business. While relating to motivation, the
respondents both of Asia and Africa have the plan to continue the family business,
some respondents want to start up their own business with better and more modern
governance. Asian and African respondents have the same opinion, namely the
family business run by their parents has not been run professionally and modernly.
They have the desire to develop a family business to better utilize information
technology such as doing business online besides offline (Interview, 2019). African
families are very supportive of their families who want to start up or continue their
family business because the number of entrepreneurs in Africa is still very lacking so
that economic growth is also slow (Adendorff, 2011).
Table 3. Descriptive Analysis
Variable
Motivation
Family Support
Culture
Business Orientation
Source: (Questionnaires, 2019).

Asia
Mean
3.67
3.91
4.12
3.68

Africa
SD
7.47
5.94
6.75
7.69

Mean
3.45
3.72
3.69
3.23

SD
6.88
4.24
7.32
7.86

4.2 Multiple Regression and T-test
Multiple regression is an extension of simple linear regression. It is used when we
want to predict the value of a variable based on the value of two or more other
variables. The variable we want to predict is called the dependent variable (or
sometimes, the outcome, target or criterion variable). According to Table 4 the
multiple regression analysis is interpreted in the standardized equation for Asian
respondents as below:
Y= 4.071+0.201MV+0.195FS+0.495CL
Where:
Y = Busines Orientation, MV = Motivation, FS = Family Suport, CL = Culture.
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Table 4 showed that all the independent variable (motivation, family support and
culture) have a regression coefficient significance test lower than α (0.05). This
indicates that all the coefficients are statistically significant therefore the
independent variables have significant influence on busines orientation. This means
that every 1% increase in motivation can increase the busines orientation by 20.1%.
As regard as family support, every 1% increase can increase the business orientation
by 19.5%. The biggest influence is culture, where for every 1% increase can increase
the business orientation by 49.5%.
The multiple regression equation for African respondents is different, the equation as
follows:
Y= 1.687+0.235MV+0.203FS+0.628CL
Where:
Y = Busines Orientation, MV = Motivation, FS = Family Suport, CL = Culture.
This indicates that all the independent variables have significant influence on
busines orientation. This means that every 1% increase in motivation can increase
the busines orientation by 23.5%. As well as family support, every 1% increase can
increase the business orientation by 20.3%. The biggest influence is culture, where
each 1% increase can increase the business orientation by 6.28%. On average all
variables of African respondents' have a higher contribution than Asian respondents.
The conclusion is that H2 is rejected, because the one who gives the biggest
influence is culture, not family business of both origin.
T-test is a test that compares two groups on the mean value of a continuous (i.e.,
interval or ratio), normally distributed variable. The model assumes that a difference
in the mean score of the dependent variable is found because of the influence of the
independent variable that distinguishes the two groups. T-test in this study is to
compare one by one the independent variables, namely motivation, family support
and culture to business orientation (dependent variable). If the significant number <
0.05, then the independent variables significantly influence the dependent variable
(business orientation) (Table 4).
Table 4. T-test Result
Coefficientsa
Model

Asia
B

(Constant)
Motivation
Fam.Support
Culture
Source: (Questionnaires, 2019).

4.071
.201
.195
.495

Africa
Sig.
.234
.042
.033
.000

B
1.687
.235
.203
.628

Sig.
.679
.029
.037
.000
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Asian respondents showed that motivation has a significant and positive influence on
business orientation, because the significance level is 0.042 < 0.05. African
respondents also showed the same thing, where motivation had a significant effect
on business orientation because motivation had a score of 0.029 < 0.05. However,
the contribution of motivation to business orientation was not big, namely 20.1% for
Asian respondents and 23.5% for Africa. The results of this study are in line with
other previous results (Nugraha and Indra, 2016; Senjaya and Genoveva, 2019;
Genoveva, 2019). Therefore, H3 is accepted.
In addition, by deeply interview with both of the respondents‘ groups the result is
that all of them have motivation on business orientation, however the repondents
will manage the business using their own way and do not continue their parents or
family business in most of the times. The respondents will be using technology,
using more strategies, develop the products/services and try to get in bigger markets.
According to Asian respondents, their parents are very old in style managing their
business, the customer queing room is without air conditioner, the products put in
the warehouse do not neatly arranged, they don’t have customers‘ data and the
payment system is cash only. African respondents also share the same things, their
family business don’t have any vision, trading anything in the shop (offline),
although it has been proposed to sell online too (Interview, 2019).
Likewise, the results of the t-test family support on business orientation, showed
significant results because it obtained a score of 0.033 < 0.05 for Asian respondents.
Afrika respondents do not show high influence family support on business
orientation because the score is 0.203 < 0.05. The result showed that H4 is accepted.
The contribution of family support on business orientation from Asian respondents is
19.5%, not much different compare to African respondents. This research is in-line
with some previous researches (Aldrich and Cliff, 2003; Sequiera and Carr, 2007;
Bae and Qian, 2014; Shen, Osorio and Settles, 2017). Sequiera and Carr (2007) say
that support, not only from family, can be also from friends and relatives. The result
of interview with Asian and African respondents concluded that their families fully
support to study business, included the budget, facilities and the opportunities for
studying abroad. Their parents hope that, after study, they will contribute to business
(Interview, 2019).
The same thing was also obtained in the culture test results on business orientation,
the score obtained was 0.00 < 0.05, meaning that culture had a significant influence
on business orientation, both on Asian and European respondents. The conclusion
showed that H5 was accepted. Culture is the variable that gives the biggest
contribution to business orientation, both in Asian (49.5%) and African (62.8%)
respondents. This result is supported by previous research (Sajilan and Tehseen,
2016) which states that culture influences business orientation. Asian and African
respondents said the same thing, they have a culture of mutual assistance, support
and involvement in business, if their families do business. Family business is usually
a source of family income. Asian and African respondents also said the same thing
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about when they were involved in helping family businesses, generally when they
were at senior high school and some of the respondent when they were at the
university. When compared to motivation, family support and culture are the more
influential. Asian and African respondents say the same thing, while the most
influential is culture, which is in accordance with the results of the t-test (Interview,
2019).
4.3 F-Test
F-test results show that simultaneously, predictors (independent) variables
significantly influence the business orientation, both for Asian respondents (0.00 <
0.05) and African (0.00 < 0.05). For the respondents from Asia the F value, from the
corresponding F-table is 3.89 (at 5% level) < F-test which obtained a number of
46.639, so the hypothesis was accepted. Likewise for African respondents the F
valus from the F-table is 3.92 (at 5% level) < F-test value of 59.617, meaning that
the hypothesis was accepted. Based on the conclusions of the results of interviews
with the two groups of respondents, respondents agreed that the three variables
namely motivation, family support and culture together affect the business
orientation (Interview, 2019). The result concluded that H6 was accepted (Table 5).
Table 5. F-Test (ANOVA)
Model
Regression

Asia
F
46.639

Africa
Sig.
.000b

F
59.617

Sig.
.000b

Note: a. Dependent Variable: Bus.Orientation b. Predictors: (Constant), Culture,
Motivation, Fam.Support
Source: (Questionnaires, 2019).

4.4 Coefficient of Correlation (R) and Coefficient of Determination (R2)
Table 6 below shows that the R value is 0.734, it is greater than 0.500 for Asian
respondents, while R value for African respondents is 0.843, also greater than 0.500,
which means that the correlation between the independent variables is strong for
both of origin. Therefore H7 was accepted.
Table 6. Coefficient of Correlation and Determination
Model
Asia
R
Adjusted R R
Square
a
1
.734
.527
.843a

Africa
Adjusted
Square
.698

R

Source: (Questionnaires, 2019).

Furthermore, Asian respondents have adjusted R square which is 0.527. This number
indicates that 52.7% of changes in the dependent variable (busines orientation) is
contributed by the independent variables (motivation, family suport and Culture) in
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this research. Meanwhile the other 47.3% is contributed by other independent
variables that are not used in this research. African respondents have adjusted R
square greater than Asian respondents, which is 69.8% of changes in the dependent
variable (busines orientation) is contributed by the independent variables
(motivation, family suport and Culture), the remaining 30.2% were influenced by
other factors not examined in this study. Based on this conclusion, H8 was accepted.
5. Conclusions and Recommendations
Based on the results of partial test all independent variables have influence on the
dependent variable, namely motivation, family suport and culture. All variables
motivation, family suport and culture have simultaneously significant influence
towards business orientation. According to the descriptive analysis, the average
value of Asian respondents is higher than of African respondents, while based on the
results of the t-test, F-test, multiple regressions, coefficient correlation and
coefficient of determination the results from African respondents were better.
This result is useful for the design of an entrepreneurship curriculum where the
culture variable may have big contribution to business orientation. The results of the
study can compare with the experience of students with family business in both
regions.
Family busines can utilize culture which has the biggest influence to increase
respondents' contribution to the development of family business. Respondents who
already have education in the business field would rather contribute to raising the
family business in more modern ways, such as improving management systems,
selling online and providing better facilities for customer satisfaction (Interview,
2019).
For future researchers, in addition to the three independent variables, namely
motivation, family support and culture, can add other variables, such as education,
self-efficacy, personality, financial support and family relationships with a number
of respondents from more diverse and different origins (Europe, Australia and
America).
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