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Abstract. The internet has changed many aspects of human life. The internet 

has also affected the economic life of the community, including influencing 

entrepreneurial construction in society. In this regard, it is interesting to find 

answers to how the process of social construction of entrepreneurship occurs in 

the generation exposed or affected by the internet, namely the millennial 

generation. To get answers to these questions, a study was conducted with a 

qualitative approach. Data was obtained through in-depth interviews with 20 

people from the millennial generation involved in a business based on social 

media. In addition, observations were also made of the business activities of the 

millennial generation on social media. Data analysis was performed using the 

Miles and Huberman models. The results of the study show that 

entrepreneurship from the millennial generation is socially constructed 

dialectically between traditional social institutions, family, overseas realities, 

and social media. 
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1. INTRODUCTION 

Based on Internet World Stats reports about internet users in the top 20 countries as of 

March 31, 2019, Indonesia is ranked 5th as the largest internet user in the world. When 

referring to the statistics of internet users from the Indonesian Internet Service Provider 

Association (APJII) in 2017 [1],  of a population of around 262 million there are around 143.3 

million internet users. Thus there is around 54.68% of Indonesia’s population exposed to the 

internet. Of these, it turns out that the biggest internet users in Indonesia are those aged 19-34 

years, namely 49.52% and followed by ages 35-54 years, which is 29.55% and followed by 

the age group 13-18 years, which is equal to 16.68%.  

Based on the results of a survey conducted by APJII in 2017, it turns out that the dominant 

age group using the internet is a group of people born between 1985 and 2000. Birth groups at 

that time period are known as the millennial generation or generation Y [2]. The birth span of 

the millennial generation was set differently by various experts, such as Ensari [3], between 

1980 and 1995, Ball & Gotsill [4], namely between 1983 and 1997, and Twenge et al. [5], 

namely between 1982 and 1999. So, there is no definite time limit for the beginning and end 

of this group. Experts and researchers usually use the early 1980s as the beginning of the year 

of birth of this group and the mid-1990s to the early 2000s as the end of the year of birth.  
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Thus the millennial generation is the first generation most exposed to the internet. That 

means that the millennial generation is a generation where many aspects of their lives are 

influenced by the internet. This is consistent with the opinion of many experts that the internet 

has influenced many aspects of human life [6], [7],  such as communication [8]–[11], culture 

[12],  social  [13]–[15], and politics [16], [17]. The internet has also affected the economic life 

of society [18], [19], including the influence on entrepreneurship [20]–[23]. The experts' views 

are in line with the characteristics of the millennial generation described as a digital generation 

or generation accustomed to internet technology, as individuals who "like informality," 

"respect diversity," "free to act," and "learn quickly", [3], [5], [24]–[27].  

Related to this, it is interesting to see whether the characteristics of the millennial 

generation as stated above are also shared by the Minangkabau millennial generation? The 

Minangkabau people are known in Indonesia because they are widely involved in various 

economic and business activities [28]. Therefore, they are seen as a community that has a high 

entrepreneurial spirit in Indonesia [29]. Indeed, many experts have conducted research on 

entrepreneurship from Minangkabau people such as Yolanda’s study of cultural values in 

business behavior [30],  Games et al study of interrelationships between entrepreneurship and 

religious and customary values, Poespowidjojo et al about entrepreneurship and culture of 

solidarity [31], and Hastutia et al about the entrepreneurial characteristics of the Minangkabau 

ethnic group [32]. However, research on entrepreneurship from the Minangkabau millennial 

generation has never been done. Based on the reality of the research on entrepreneurship in the 

Minangkabau community, therefore, it is interesting to see  how the social construction of 

entrepreneurship in the Minangkabau millennial generation?  

 

2. RESEARCH METHOD 

To answer the question of how entrepreneurship is socially constructed in the Millennial 

Minangkabau generation?, then a qualitative study was conducted of 20 informants in Padang, 

Pekanbaru and Jakarta. The informants were selected purposively, with criteria including: (1) 

they were Minangkabau people, (2) have birth years between 1980 and 2005, (3) have 

business independently, and (4) use social media. Data obtained by conducting in-depth 

interviews and observations. In-depth interviews are conducted through social media. While 

observations are made on the use of social media by informants and the reality of traditional 

social institutions such as lapau, surau and tapian. Triangulating the source and performing 

triangulating techniques were used for data validation. Miles and Huberman models were used 

to analyze data.   

 

3. RESULTS AND DISCUSSION 

3.1 Diversity of Minangkabau Millennial Generations 

Although the millennial generation of Minangkabau in general has similarities, namely 

they are very familiar in the use of communication, media, and digital technology, it turns out 

that they have differences in the process of forming an entrepreneurial spirit. This occurs 

because of differences in the background of the area of origin, year of birth, and education. 

Therefore, the diversity of the generation of Minangkabau millennia needs to be discussed 

first before discussing how their entrepreneurship is socially constructed. 

The millennial generation cohort covering the time from the 1980s to the early 2000s was 

a long period of time. Many social, cultural, political, and economic events that occur during 
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this period of time. The diversity of these events has provided a different experience in the 

social construction of entrepreneurship in the Minangkabau millennium generation. In the 

1980s, Indonesia's economy experienced very good growth among developing countries, 

which was in the range of 7%. The economic climate is very directed, with the aim of 

advancing agriculture and industry. In that decade, people tended to prefer to build ordinary 

houses compared to the rumah gadang (the big houses). 

In 1998 Indonesia experienced an economic crisis which caused economic growth to 

decline to minus 13.13%. This situation led to the collapse of the New Order's authoritarian 

regime. Since the collapse, freedom of expression and articulation have become very open. 

Meanwhile, in the 1980s there was also the development of information technology that 

connected many Indonesians through mailing list-based internet networks. Starting from 

around 1987-1988, a small group of Indonesian students in Berkeley, the United States formed 

the first Indonesian mailing list with an e-mail address indonesians@janus.berkeley.edu. The 

community of Indonesian students and students abroad is formed with the existence of this 

virtual discussion facility. This community develops the is-lam@isnet.org mailing list, 

paroki@paroki.org, and others. Whereas in Indonesia alone, mailing lists were formed since 

the return of students who had finished their studies abroad, which was around 1993-1994. 

The rapid growth of mailing-based internet communities in Indonesia was driven by the 

Bandung Institute of Technology (ITB) in 1995-1997. Minangkabau was formed by the 

Minangkabau community abroad in 1993 and in 1994 having the address 

rantaunet@rantau.stanford.edu. The existence of this mailing list provides a locus for freedom 

of expression and issue opinions and strengthen awareness about diversity. 

The existence of social networking media in the world began with the emergence of 

Friendster in 2002 which is an application to build relationships of cyberspace friendships. 

Then in 2003 the MySpace and LinkedIn sites were established. In 2004 Flickr and Facebook 

emerged as newcomers to social media. Then in 2006 the new networking site emerged 

namely Twitter. Next, in 2009 and 2010, WhatsApp and Instagram were released sequentially. 

In 2011 Line and Snapchat emerged as social networking sites. 

The diversity of the Minangkabau millennial generation can be divided based on the 

technological, social, cultural, political and economic changes that occur. The milestones of 

information technology change are the entry and development of the internet in Indonesia 

through the movement of internet-based mailing list development by ITB in 1995. As well as 

the milestones of social, cultural, political and economic changes in 1998, known as the 

economic crisis and reform. These two changes are fair between the two Minangkabau 

millennial generations, namely the early millennial Minangkabau generation, namely the 

Minangkabau generation born from 1980 to 1995, and the late Minangkabau millennial 

generation, namely the Minangkabau generation born in 1996 to 2005. 

The life philosophy of the Minangkabau people, namely "the nature unfurled  becomes a 

teacher" (alam takambang jadi guru), becomes a source of value for entrepreneurship. 

Minangkabau entrepreneurial values such as self-assurance, hard work, careful computation, 

independent, diligent, contribution to the family, consistent, clever, flexible, courageous to do 

business along with challenges [32] are transmitted through traditional institutions such as 

community bathing place (tapian), coffee shop (lapau), prayer place (surau), and traditional 

art performances [33].  

The traditional institution communicates various events that occur in the community and 

disseminates various values of life, including entrepreneurial values, to community members 

involved in the institution. Young members receive stories about life experiences along with 
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the life values contained in them from adults or parents from the community through these 

traditional institutions. 

The early millennial Minangkabau generation experienced how these traditional 

institutions transmitted various life experiences and entrepreneurial values possessed by adults 

or parents of their community. On the other hand, for the late millennial Minangkabau 

generation did not receive the experience of socialization as experienced by the early 

millennium Minangkabau generation. That is due to the occurrence of economic growth, 

which has led to the tendency of people to build ordinary houses compared to big houses 

(rumah gadang). A regular house has a bathroom so people don't need to go to the community 

bath anymore. In addition, almost every regular home has a television, so people no longer 

need to go to a coffee shop to get information or to the traditional art performances to get 

entertainment. So the role of traditional institutions in transmitting entrepreneurial values has 

faded during the late millennial Minangkabau generation. 

 

3.2 The Declining of the Minangkabau Extended Family 
 

The big house is the base of  Minangkabau extended family. The big house is traditionally 

inhabited by all members of the extended family,  which drawn through the mother's line 

(matriliny). The big house, therefore, can be inhabited by family members from 3 different 

generations. In a situation like this, young members of a extended family grow. All adult 

members of the big house educated and socialized the values and norms adopted by the 

family, namely adat and Islam [33]. In a family like this, the father does not make an 

important contribution to his children. The father's role in providing education and teaching to 

children in the big house was taken over by their mother's brother, known as "mamak". Early 

milleneal  Minangkabau generations  were educated and socialized by extended families at the 

big house. 

Unlike the early milleneal Minangkabau generation that most of them lived in big houses, 

most of the late millennial  Minangkabau generation lived in ordinary homes, where only 

mothers, fathers and unmarried children lived together in it. Parents, including fathers, play an 

important role in education and transfer values and norms to all their children in the ordinary 

house. If there are  older children in the house, they will also transfer important values from 

the family to younger family members. When their ordinary house is located within their 

extended family environment, adult members of their extended family also contribute to 

education and socialization of values and norms. Even so, the role of the father remains 

dominant in the nuclear family. 

The declining of the role of the extended family in Minangkabau society is caused by 

various factors, namely: one, the weakening of the economic base of the extended family in 

the form of rice fields and leas. Population increase causes the need for land to increase. 

Meanwhile, the area of land has never increased. As a result, the limited land cannot support 

the extended family. Two, the strengthening of father's economic role in supporting family 

life. Three, the strengthening of the understanding of Islam about the obligations of fathers in 

the family economy and the education of their children. Four, the diminishing role of brothers 

from mothers (mamak) in the extended family economy, because they have an obligation to 

support their nuclear families. 
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3.3 Merantau 

 

The existence of Minangkabau people in various markets, both modern and traditional, in 

all regions of Indonesia is inseparable from the influence of the institution "merantau" to the 

Minangkabau people.  Merantau is a migration pattern of Minangkabau people who build in 

their culture, which encourages them to leave their hometowns to gain knowledge, experience, 

or prosperity in the overseas, so that later they will be useful in their hometowns. Merantau, 

therefore, is the cultural mission of the Minangkabau people to develop themselves into an 

entrepreneur in various fields according to Minangkabau custom and Islamic  teachings [34]–

[36]. 

Merantau is a socio-cultural practice of Minangkabau people on the cultural mission that is 

carried out and the social reality they are facing in their daily lives. The values and teachings 

of adat and Islam, including the value of entrepreneurship internalized by the community and 

family, have a locus for practice in the real world through merantu. Entrepreneurial practice 

involves the formation of social networks and trust [31], [34].  

The formation of social networks in social construction on entrepreneurship takes various 

sources from the network. A migrant, from both the early and the late millennial Minangkabau 

generation, usually uses matrilineal social networks and similarities in the Minangkabau 

locality. The social network based on Minangkabau matrilineal kinship includes "samande" 

(the same mother), "saparuik" (the grandmother same), "sanenek" (the same great-

grandmother), “saninik” (the same mother of one's great-grandmother), “sakaum” (the same 

sub-clan), and sasuku (the same clan). Whereas social networks are based on similarities in the 

Minangkabau locality include sanagari (the same village), saluhak (the same region), and 

saminangkabau (from the Minangkabau area). Migrants who go to Jakarta or Pekanbaru 

usually use social networks on the basis of the Minangkabau matrilineal kinship. If they do not 

have the network, then they use a Minangkabau locality-based network. If they do not have 

both networks, the alumni network (school or college) can be used. The strong weak social 

network that binds a person in the social construction of entrepreneurship depends on the 

dynamics of the history of social relations with the basis of the network formed. One of the 

most important factors that influence the strength of social networks is trust.  

Trust grows, develops, survives, diminishes, or even disappears in a social relationship 

[37]–[39]. Trust, for that reason, has a dynamic, which is the result of a social construction 

[40]–[42]. Values about honesty and trustworthiness that come from adat and religion can be a 

guideline and guidance for people in forming a trust. Migrants already have a trust that is still 

basic through their own social networks. Trust that is still basic in nature can grow or vice 

versa can be lost. This depends on how they manage honesty and trustworthiness, which are 

internalized through adat and Islam, towards the trust given to them. A person's success in 

business depends on managing honesty and trustworthiness in the trust given and the ability to 

see business opportunities. Trusts will increase along with the increase in performance 

towards honesty and trustworthiness. Instead the trust will decrease even disappear if the 

reduction in performance towards honesty and trustworthiness. 

The social network owned by the millennial Minangkabau generation is used as a place of 

internship to obtain various abilities, skills, knowledges, informations and business networks. 

If migrants feel they have all these things, then they will open a similar business in another 

location or different from where they work. The initial investment capital can be in the form of 

loans or profit sharing from the patron, namely the social network on which they conduct an 

internship. But some of the other initial investment capital comes from their nuclear family. 
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3.4 Social  Media  

 

The early millennial Minangkabau generation first came into contact with social media 

through mailing lists, namely @ rantaunet. After that developed various types of nagari, 

district, alumni of schools and universities-based mailing lists. The mailing list is used by 

users for various purposes such as friendship, exchange of information, social networks, or 

business. The mailing list has faded its role as social media when various more interactive 

social media appear with various features with various functions such as Facebook, Twitter, 

Instagram, WhatsApp, and Line. This generation has developed independent businesses when 

social media began to develop. When online businesses flourish, they begin to enter e-

commerce through social media, especially Facebook and Twitter. In addition, some of them 

have developed their business ventures into marketpalces such as Bukalapak, Tokopedia, and 

Shopee. They also use LinkedIn, Twitter, Instagram, WhatsApp and Line to add networks. 

Whereas the late millennial Minangkabau generation did not feel how the discussion 

developed in the mailing list. They can feel how to network through Facebook, Twitter, 

LinkedIn, Instagram, WhatsApp, Snapchat and Line. This generation is not just networking 

but getting learning and knowledge about how people do business through social media. Some 

of them get inspiration and encouragement to do business through their interaction with social 

media. Also some of them started doing business independently through social media. The 

social media that they often use to do business is Facebook, Instagram and WhatsApp group. 

They also use WhatsApp and Line to have conversations with consumers. Social media, thus, 

is not only a medium of communication and social networking but also as an agent of 

socialization in entrepreneurship and at the same time as a place of practice of what has been 

internalized.  

Social media has filled the space left by traditional social institutions in socializing 

entrepreneurship to the Minangkabau millennial generation. Nagari-based WhatsApp group, 

for example, has provided a variety of values, knowledge, and strategies in business. 

WhatsApp group has become a new network that unites the hometown (kampung halaman) 

and overseas (rantau). There are only members of the WhatsApp community who share their 

experiences and strategies in doing business in the social media. The use of social media like 

this is also the basis of the development of social capital of community members. 

 

3.5   Social  Construction of Entrepreneurship  

 

Values of adat and Islam internalized through traditional social institutions and families 

settle down as a subjective reality possessed by the millennial Minangkabau generation. This 

subjective reality was also formed by the internalization of the success stories of the migrants 

who were returning homeland. The subjective reality will be dialectic with the reality of their 

experience when migrating (merantau). 

Social media becomes both a subjective reality and an objective reality. As objective 

reality, social media is a social fact that influences the way of acting, feeling and thinking of 

the millennial generation. The Social fact is internalized through imitation,  copying, 

modification, and doing. In this way the objective reality is a part of subjective reality for the 

millennial generation, especially the late millennial Minangkabau generation.  

Entrepreneurship always develops along with the objective reality experienced by actors, 

both the early and the late millennial Minangkabau generation, such as the development of 

information technology, overseas conditions, and social capital owned. This objective reality 

becomes a subjective reality through interpretation, communication, and interaction between 
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various related actors in business [43]. Because of the entrepreneurial experience between the 

early and the late of the millennial Minangkabau generation is different.  

 

4. CONCLUSIONS 

The millennial Minangkabau generation have differences between each other. These 

differences are based on the different objective realities they face such as the reality of 

traditional social institutions, the socio-political development of the community, the 

development of information technology, different overseas realities, and the development of 

existing social capital. Entrepreneurship from the early of the millennial Minangkabau 

generation is socially constructed in a dialectic between traditional social institutions, families, 

and overseas realities. While entrepreneurship from the late of the millennial Minangkabau 

generation is socially constructed in the dialectic between family institutions, social media and 

overseas realities.   
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