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ABSTRACT 

The study of entrepreneurial interest and marketing mindset were limited to entrepreneurial education and has not taken 

into account a broader scientific family, specifically the social sciences.  Previous studies also omitted to mention the 

influence of external environments on the social science education curriculum and one’s way of thinking and mindset. 

In examining entrepreneurial interest, studies have mainly focused on the determinants of entrepreneurial intention with 

less focus on the cognitive, conative and affective aspects in practicing entrepreneurship. This paper aims to address 

conceptually, how social science education drives the marketing mindset to shape entrepreneurial interest. This paper 

laid down a discussion of the previous literature and provided a major argument on social science education, marketing 

mindset, and entrepreneurial interest. The method of the study is a qualitative literature review. Finally, this paper argues 

that the external environments influence the social science education and marketing mindset; and marketing mindset 

mediated the influence of social science education on entrepreneurial interest. This study contributes to the existing 

literature on the conceptualization of social science education influence on the marketing mindset and then on 

entrepreneurial interest by engaging the external factors, which is missing in the prior studies. However, empirical 

studies are needed to examine this argument. 

Keywords: Social science education, Marketing mindset, External environments, Entrepreneurial interest, 

Conceptual paper. 

1. INTRODUCTION 

Policymakers in both developed and developing 

nations are concerned about developing new businesses 

[1–3]. The primary reason is that small and medium 

enterprises offer potential jobs, which may result in a 

significant benefit to economic development and growth, 

as well as community welfare [4–6]. Prior research has 

invariably found a link between entrepreneurial 

education, and the formation of new businesses [7–11]. 

According to the findings, entrepreneurial education is 

critical in defining entrepreneurial mindset, knowledge, 

interest, and intention to be an entrepreneur [12]. 

Entrepreneurial interest from the younger generation can 

remedy unemployment, particularly given the high labor-

force participation rate of educated persons [10]. Because 

it has been claimed to play a vital role in the formation of 

new businesses, entrepreneurial or business education, 

which belongs to the social science family, has piqued the 

interest of academics [13,14]. However, in the study of 

entrepreneurial interest and marketing mindset, most 

research was limited to entrepreneurial education and has 

not considered a broader scientific family, specifically 

the social sciences.  The social sciences, with their 

emphasis on human behavior and the generation of 

cumulative knowledge [15], offer tremendous potential 

to inform, encourage, and produce social innovation for 

the formation of a social enterprise or generating social 

impact [16]. Utilizing the potential of a diverse variety of 

social science disciplines, such as economics, sociology, 

psychology, political science, law, public policy, 

anthropology, geography, and history, enable students to 

provide new perspectives to pressing public-sector issues 

[17] or generating marketing ideas. 

Previous studies also omitted to mention the influence 

of external environments on the social science education 

curriculum [18,19] and one’s way of thinking and 
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mindset. Factors like social relationships, community, 

education, technology, geography, culture, economic 

conditions, and political systems will expose someone to 

various life experiences, resulting in varying perspectives 

of marketing and entrepreneurial activities as a whole. 

Someone with limited ability to recognize consumer 

behavior, the market, and the current trend might struggle 

and find that entrepreneurial activity is complex, high-

risk, and unappealing. In contrast, someone with a good 

marketing mindset might have the confidence to practice 

entrepreneurship and thus increasing their interest in 

entrepreneurship. 

In examining entrepreneurial interest, studies have 

mainly focused on the determinants of entrepreneurial 

intention with less focus on the cognitive, conative and 

affective aspects in practicing entrepreneurship [20–31]. 

Therefore, this paper emphasizes an individual's 

enthusiasm to start an entrepreneurial activity in the 

future [32,33]. Although the entrepreneurial intention is 

the first step in forming a new company in the 

entrepreneurial process, persons with a strong passion or 

interest in entrepreneurship have a higher probability of 

owning a business start-up in the future. As a result, 

research is scarce in the literature that gives findings 

regarding factors of entrepreneurial interest, particularly 

among students. Thus, this paper addresses how social 

science education drives the marketing mindset to shape 

entrepreneurial interest. The fundamental reason is that 

university students are expected to build a business start-

up instead of middle-class workers [12]. 

2. LITERATURE REVIEW 

2.1. Social Science Education, Marketing 

Mindset, and Entrepreneurial Interest 

Relationship Model Development 

Literature on education, mindset, and interest 

predominantly employs theories in psychology, among 

others are human capital theory [34], entrepreneurial 

event theory [35], social learning theory [36], ), and 

theory of planned behaviour [37], ) also the social 

constructivism approach [38–41] in relation to the 

external environment variable. This paper establishes a 

conceptual model that integrates social science 

education, external environment, and marketing mindset 

based on these theories. We argue that these variables 

must be examined concurrently better to understand their 

combined influence on the entrepreneurial interest. 

To be able to earn profit and stay viable in the long 

run, a business needs to collect revenue and marketing is 

one of the ways. Seeing as the marketing mindset consists 

of trend recognition, good marketing strategy, and 

understanding consumer behavior, we reckon an 

individual with a good marketing mindset can bring 

success to their venture. Thus, a marketing mindset 

increases the confidence to practice entrepreneurial 

activities. Nevertheless, not every individual will be 

interested in entrepreneurship. We argue that external 

environments and social science education are essential 

for individuals to succeed in a marketing mindset 

Possession of a marketing mindset enables these 

individuals to effectively and successfully promote and 

sell their products to bring in revenue and their social 

science education can also affect how good their 

marketing mindset is. Similar to the impact of external 

environments on individuals, we argue that not all 

individuals have similar environments, thus, not all 

students can develop a marketing mindset. The degree of 

marketing mindset affects the possibilities of an 

individual to have entrepreneurial interest despite having 

good social science education and supporting external 

environments. Figure 1 below depicts the conceptual 

framework model, described further in the following 

sections. 

 

Figure 1 Conceptual framework model.s 

2.2 Propositions Development 

2.2.1. Marketing Mindset and Entrepreneurial 

Interest 

Human minds are inventive and entrepreneurial; 

when chances and rewards are possible, natural human 

drives encourage the extraordinary ways of thinking and 

acting [42].  The concept of mindset was employed as a 

time period in the topic of learning about the human 

mind; it demonstrates the human mind's ability to 

distinguish the right effects in connection to actuality and 

reality. It is a terminology associated with cognitive 

psychology, or as it is sometimes referred to as cognitive 

psychology, which is a subfield in psychology whose 

mission is entirely based on exploring individual mental 

models strategies, as this science studies how people 

think, perceive, communicate, and solve problems. 

Cognitive psychology also acknowledges the presence of 

internal states of thought, for example: perception, 

attitude, desire, intention, knowledge, and motivation.  

A shift in attitude has a multiplier impact on 

individual lifestyle, character, and behavior changes. 

Because the trade-in mentality is a long-term system with 
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certain unwritten principles that eventually lead to 

changes in behavior, it must be adjusted in a way that can 

be reflected and demonstrated in the goal individual's 

actions [43]. It is worth emphasizing here the beneficial 

role that a marketing mindset may play in encouraging 

the creativity and innovation of individuals. Marketing 

mindset consists of: an image of future market demands, 

a comprehension of the businesses model, a relationship 

that exists in the market that demonstrates some causality 

or goal outcomes, a depiction of essential aspects of 

interconnections in the value stream, or an illustration of 

the chain of activities in the strategic design [44], those 

includes trend recognition, good marketing strategy, and 

an understanding of consumer behavior.  

Marketing mindset, in particular, depicts the 

comprehension and interpretation of information 

obtained and guides the behavior of decision-makers, 

which includes their market-oriented actions [45]. Lee 

and Kotler [46] highlighted the following characteristics 

of an effective marketing mindset: 

• Adopting a customer-centric mindset. Marketing 

understands the needs of consumers and how to address 

their difficulties. This should be either recognizing the 

market demands and satisfying these desires to attract new 

consumers or resolving present customers' problems to 

keep them. 

• Segmenting, targeting, and positioning. Customer 

segmentation enables marketers to employ a more 

methodical technique when preparing for the future. This 

results in the more effective use of marketing resources, 

resulting in creating a more finely tailored advertising 

program. 

• Utilize the marketing mix very well. When most 

individuals hear or use the phrase "marketing," they have 

a limited understanding of what it entails. When asked 

what they think of when they think of marketing, most 

individuals would say direct selling, advertising, public 

transport boards, and outdoor billboards. In truth, they are 

just a few of the aspects of advertising instruments that 

should be considered: promotion. In the finest marketing 

strategy scenarios, promoting decisions are no longer 

taken into account until decisions are made for each of 

these policies, which are the decisions that produce the 

offer to be pushed: product, price, and distribution. 

Marketers with a marketing mindset understand their 

clients' desires and needs and translate them into 

marketing products (goods and services). They provide a 

genuine cost to the customer, allowing the organizations 

to improve their marketing effectiveness, find and 

develop new markets, and be creative in delivering 

fantastic products and services. 

Due to the paucity of literature that explicitly 

examines the relationship between the marketing mindset 

and entrepreneurial interest, we will associate the 

marketing mindset with entrepreneurial mindset although 

it is slightly different. Fayolle and Linan [47] and 

Akmaliah et al. [48] identified entrepreneurial mindset as 

a state of mind that directs people's behaviour toward 

entrepreneurship-related activities and outcomes. 

Furthermore, those researchers claimed that the 

entrepreneurial mindset is strongly related to individuals 

states of mind (conscious or sub-conscious) or how one 

thinks or the viewpoint through which one perceives the 

world, impacting one's dispositions for entrepreneurship 

and success in these activities. Shepherd et al. [49] 

corroborate this viewpoint and have proven that the 

entrepreneurial mindset provides prospective insights 

into the many outcomes and situations required for 

entrepreneurial research, including entrepreneurial 

interest.  

As mentioned in the previous section, there are 

several theoretical grounds for entrepreneurial interest in 

relation to marketing mindset, among others are 

entrepreneurial event theory [35], social learning theory 

[36], and theory of planned behaviour [37]. According to 

the theory of entrepreneurial event [35], the desire to be 

an entrepreneur is dependent on the individual's 

perception of entrepreneurship's desirability and 

feasibility. Before forming an interest and engaging in 

entrepreneurship, an individual must first perceive it as 

desirable. Feasibility refers to an individual’s view of 

accessible resources, such as knowledge, financial 

‘safety net’, and skill. On the other hand, desirability 

refers to an individual's attitude, values, and emotions, 

which are influenced by their social environment, 

including family, friends, and co-workers.  

Bandura's [36] social learning theory, often known as 

social cognitive theory, describes human behavior as the 

interactions of personal, behavioral, and environmental 

variables. The emphasis of personal variables is on 

whether one has low or high self-efficacy. Behavioral 

factors refer to the individual's reaction to a specific 

behavior, good or bad. Environmental variables capture 

the impact of the environment on the performance of an 

activity. 

While other theories, such as the theory of planned 

behaviour [37], predict that intention is influenced by 

three factors: attitude, subjective norm, and perceived 

behavioural control. These elements give birth to 

intention and, as a result, participation in a specific 

behavior. It assesses how much importance an individual 

places on a specific sort of behavior. On the other hand, 

subjective norm refers to the social pressure or influence 

exerted by someone's parents, friends, and other 

respected family members to engage or refrain from 

engaging in an act or behavior. Perceived behavioural 

control describes a person's impression of their capacity 

to conduct a behavior and whether or not resources are 

available to do so. The TPB has been used to model 

entrepreneurial intention in most research. This is 

because the TPB is the most recent behavioral theory in 
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the literature and incorporates factors from previous 

theories of entrepreneurial intention. 

There are conflicting findings on the elements that 

impact entrepreneurial intent. In most situations, not all 

TPB factors substantially impact the intention to run a 

firm. For example, Iqbal et al. [25], found that attitude 

and perceived behavioural control are key predictors of 

entrepreneurial intention, with a substantial positive 

effect, when they examined answers of undergraduate 

students to the topic of entrepreneurial interest. As a 

result, the inference is that subjective norm does not 

influence on entrepreneurial intention among university 

undergraduate students. Simple regression analysis 

between entrepreneurial intention and TPB factors gave 

study conclusions. In similar research, Tong et al. [23] 

used multiple regression analysis to show that the need 

for accomplishment, family business background, and 

subjective norm influence entrepreneurial intention. The 

findings show that students will opt to become 

entrepreneurs if there is a desire for accomplishment, if 

they come from a business-oriented household, and if 

close persons such as family members and friends 

encourage them.  

Grounded on these theories, we propose that someone 

with limited ability to recognize consumer behavior, the 

market, and the current trend might struggle and find that 

entrepreneurial activity is complex, risky, and 

unattractive. In contrast, someone with a good marketing 

mindset might be confident to practice entrepreneurship. 

Thus, it might build their interest in entrepreneurship. 

Based on the explanation, we propose: P1 = Marketing 

Mindset has a positive and significant influence on 

Entrepreneurial Interest. 

2.2.2. Social Science Education, Marketing 

Mindset, and Entrepreneurial Interest 

Social Science is the study of society and human 

behaviors. The study of people and their relationships and 

interaction with one another, with their political and 

social institutions, and with their environment is what 

social science is all about. As a result, Social Science 

Education significant offers a diverse set of courses and 

disciplines. Students are required to exhibit both breadth 

and depth of knowledge in the academic areas that 

comprise the Social Sciences. The curriculum for Social 

Science generally contains social, historical, political, 

geographical, and ecological fields of study, which are 

being treated under many perspectives taking into 

account possible links to other subjects. The present 

Social Science curriculum considers competencies that 

are in line with the aspects of education for the twenty-

first century. Not only is information acquisition at the 

center, but so is the development of the student's 

personality and mindset [50].  

The connection of topic knowledge, subject-specific 

didactics, and pedagogical psychology are especially 

significant in the setting of Social Science [51]. With its 

unique structure and didactics, it provides a wide 

foundation for action-oriented, character-forming 

learning through projects. This includes off-site learning 

places, activities, and events. According to Conrad and 

Kalcsics [52], social science students must make their 

own decisions, behave autonomously in social situations, 

and reflect on their actions. Giesinger [53] asserts the 

presence of modern autonomy, which is required to 

transform children into social agents. They must accept 

responsibility for themselves and their community and 

actively engage in the creation of their living 

environment. With research-based or problem-based 

learning in social science education, is very useful in 

shaping meaningful experiences, empathy, and social 

sensitivity [54], and hence, enhancing the student’s 

potential.  

The human capital theory [34], primarily thinks that 

formal education is vital and required for improving a 

population's productive potential. It stresses the 

importance of education in developing a person's 

productive capacity and self-efficacy through improving 

their reasoning skills. Entrepreneurial human capital is 

described in this context as one entrepreneurial attitude 

and abilities. Individual autonomy, risk, effort, and 

income are elements of entrepreneurial attitudes, whereas 

entrepreneurial abilities encompass opportunity 

identification, viability assessment, and innovative 

problem-solving abilities [20]. With this entrepreneurial 

human capital, we argue that one can develop sensitivity 

in recognizing market trends, consumer behavior, and 

developing excellent marketing strategy; which all these 

three aspects are the concept of marketing mindset. Based 

on this, we propose:  

P2 = Social Science Education has positive and 

significant influence on Marketing Mindset  

P3 = Social Science Education has positive and 

significant influence on Entrepreneurial Interest  

P4 = Social Science Education has positive and 

significant influence on Entrepreneurial Interest, 

intervened by Marketing Mindset 

2.2.3. External Environment, Social Science 

Education, and Marketing Mindset 

This paper employs social constructivism [38–41] as 

a ground in relation to the external environment variable. 

The principle of social constructivism may be 

summarized as follows: Knowledge is actively produced 

by the learner rather than passively absorbed from the 

environment. This response to other epistemologies 

promotes fundamental communication conceptions as 

the straightforward transfer of meanings from one person 

to another. The learner's existing information is required 

to "actively" create new knowledge. Factors like social 
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relationships, community, education, technology, 

geography, culture, economic conditions, and political 

systems will expose someone to various life experiences, 

resulting in varying ‘knowledge’ of marketing and 

perspective of entrepreneurial activities as a whole. A 

learner's social world comprises individuals who directly 

impact them, such as parents, instructors, friends, and 

participants in many types of activities.  

Cobb [38] investigates whether the "mind" is located 

in the head or social activity and suggests that both 

viewpoints should be utilized in tandem since they are 

equally helpful. What seems to one as the logic of a group 

of individuals mutually adjusting to one other's 

behaviours may appear to another as the norms and 

practices of a classroom community [40]. Teaching 

techniques that use social constructivism as a reference 

point include teaching in situations that are personally 

relevant to students, negotiating taken as shared 

meanings with students, class discussion, small-group 

engagement, and emphasizing meaningful activities 

above right answers [39]. Constructivism-related 

methods are becoming more prevalent in scientific and 

mathematical courses but have been utilized far longer in 

humanities subjects such as social studies and 

communication.  

Beyond the immediate social setting of a learning 

condition, there is a larger backdrop of cultural 

influences, such as custom, religion, technology, tools, 

political systems, and language. The tools that people use 

have an impact on how they think (by tools, it includes 

language and other symbolic systems as well as physical 

tools). According to Salomon and Perkins [41], tools 

have two effects on the learning mind. To begin, they 

shift the cognitive burden of a task between people and 

the tool while it is in use. A product description, for 

example, may save lengthy explanations, and using a 

social media chat room can alter the tone of a 

conversation. Second, using a tool may alter the mind 

beyond its actual usage by altering skills, perspectives, 

and ways of perceiving the world. Computers, for 

example, contain a complete philosophy of knowledge 

building, symbol manipulation, design, and exploration 

that, when utilized in an educational environment, may 

subversively encourage changes in curriculum, 

evaluation, and other changes in teaching and learning. 

Based on this, we propose: 

P5 = External Environment has positive and significant 

influence on Social Science Education 

P6 = External Environment has positive and significant 

influence on Marketing Mindset 

P7 = External Environment has positive and significant 

influence on Entrepreneurial Interest, intervened by 

Marketing Mindset 

 

 

2.3 The Path Diagram of Research Variables 

The previous sections have presented conceptual 

explanations on how social science education drives the 

marketing mindset to shape entrepreneurial interest. 

Thus, in this section, we present the path diagram of this 

research variables (Figure 2) and the list of this research 

propositions. 

 

Figure 2 The path diagram of research variables. 

Below are the list of this research propositions:  

P1 = Marketing Mindset has positive and significant 

influence on Entrepreneurial Interest 

P2 = Social Science Education has positive and 

significant influence on Marketing Mindset 

P3 = Social Science Education has positive and 

significant influence on Entrepreneurial Interest 

P4 = Social Science Education has positive and 

significant influence on Entrepreneurial Interest, 

intervened by Marketing Mindset 

P5 = External Environment has positive and significant 

influence on Social Science Education 

P6 = External Environment has positive and significant 

influence on Marketing Mindset 

P7 = External Environment has positive and significant 

influence on Entrepreneurial Interest, intervened by 

Marketing Mindset 

3. METHODS 

In developing the conceptual model, the methodology 

applied is qualitative. The main aim is to analyze the 

interaction between the external environment, social 

science education, and marketing mindset and the 

influence on entrepreneurial interest. We develop a 

model based on a literature review [55]. The researcher 

used Google Scholar and Microsoft Academics for article 

browsing by applying keywords such as “entrepreneurial 

interest,” “entrepreneurial intention,” “social studies 

influence on entrepreneurship,” “social science education 

and entrepreneurship,” and “marketing mindset.” 

Following that, we offer the conceptual model based on 

a review of the literature. 

4. DISCUSSION AND CONCLUSION 

This study contributes to the existing literature on the 

conceptualization of social science education’s influence 

on the marketing mindset and then on entrepreneurial 

interest by engaging the external factors, which is 

missing in the prior studies. Researchers could access the 
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marketing mindset variable from the conceptual model 

that influences the empirical results in entrepreneurship 

research. The conceptual model complements 

entrepreneurial interest studies that did not mention the 

impact of the marketing mindset. This paper also taken 

into account a broader scientific family, specifically the 

social sciences to connect it with entrepreneurial interest. 

Academics and policymakers might also understand the 

importance of social studies in their own operational 

context.  

This argue that the external environments influence 

the social science education and marketing mindset. 

Factors like social relationships, education, culture, 

community, technology, geography, economic 

conditions, and political system will expose someone to 

different experiences in life, resulting in different 

perceptions of marketing and entrepreneurial activities as 

a whole. Someone with limited ability to recognize 

consumer behavior, the market, and the current trend can 

struggle and find that entrepreneurial activity is hard, 

risky, and unattractive. In contrast, someone with a good 

marketing mindset can have the confidence to practice 

entrepreneurship. Thus, it can build their interest in 

entrepreneurship as this paper supported the notion that 

marketing mindset mediated the influence of social 

science education on entrepreneurial interest. Yet, 

empirical studies are needed to examine this argument. 
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