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Abstract 
 
The millennial generation is a great asset and principal human capital for national development with 
superior potential in marketing era 4.0 compared to the previous generation. Marketing has developed 
rapidly from product to customer oriented. Marketing era 4.0 combines human touch with consumers 
through technological advancement, which tends to concern the use of technology, taste in music, and 
lifestyle. Today, young generations quickly access information via smartphone and create a consumptive 
lifestyle through social media. In conjunction with the issue, this study is written to investigate the 
moderating role of social media in the relationship of reinventing potential and financial independence 
toward entrepreneurs' character in marketing era 4.0. This quantitative study involved as many as 448 
students, which spread four departments from Faculty Economics and Business, Universitas Malikussaleh, 
Lhokseumawe, Indonesia. The data analysed using descriptive statistics and Structural Equation Modelling 
– Analysis of Moments Structure (SEM - AMOS) for inferential statistics analysis. The result showed that 
reinventing potential and financial independence significantly affects the entrepreneurial character of the 
millennial generation in the marketing era - 4.0. Also, this study found that social media moderates the 
relationship between the millennial generation's financial independence and entrepreneurial character. 
However, social media does not moderate the relationship between reinventing potential and the 
entrepreneurial character of the millennial generation in the marketing era 4.0. In conclusion, this study has 
found that the role of social media in marketing era 4.0. Also, social media becomes a necessity for 
millennials in their day-long activities by using Facebook, Instagram, YouTube, and others that have 
inspired them to apply creative and innovative ideas. In addition, social media has a big influence on the 
desire of the millennial generation to carry out entrepreneurial activities. 
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1. Introduction 
Indonesia is one of the countries with the largest population, namely 267 million people (2020). A large population 
allows for the creation of a demographic bonus. This is an opportunity for Indonesia to advance the economy through 
investment in human resources, especially for the millennial generation born in the 1980-2000 range with a percentage 
of 33.75%. Apart from that, Indonesia also ranks sixth-largest internet users in the world. Hidayat (2014) explained 
that internet users in Indonesia reached 106 million of the world's 3.6 billion population. The percentage of the 
millennial generation in Indonesia who use the internet reaches 91.62 percent. The millennial generation is a great 
asset to realize the independence of the nation in all aspects. As the main capital for national development, it is hoped 
that the millennial generation has superior potential in Industry 4.0 compared to the previous generation. Marketing 
has developed rapidly from being product oriented in the marketing 1.0 era, to being customer oriented in the 
marketing 4.0. Marketing approach 4.0, combines human touch to consumers through technological sophistication. 
The readiness of this millennial generation to interact with other resources such as technological sophistication is the 
main asset today. In addition, these conditions can create a conducive environment for building healthy, intelligent, 
and productive human resources capable of mastering science and technology. The maximized potential of the 
millennial generation will be able to increase economic growth. Millennials born and raised in the strong current of 
technological developments. Their attitudes and behavior are much influenced by gadgets and the internet. They tend 
to be more concerned with the use of technology, taste in music, and lifestyle.  
 
The choices they make are largely based on information from the internet, particularly social media. This can be a 
plus. Young people who are so familiar with technology can easily access information, via their smartphones, but this 
can backfire too. The reason is the amount of information creates a consumptive lifestyle. Various attractive offers 
that appear on the smartphone screen make for impulsive buying, buying lifestyle, experience, and self-existence. 
Even though many predict, the millennial generation will experience financial difficulties. For Aceh Province, the 
number of millennials is around 35.92 percent above the national average of 33.75 (1,855,720). Rapid technological 
developments have not only changed the way we access information, but also the way we view the world. Several 
decades ago, we had never heard of the term Facebook, Instagram smartphone, and online shops, and others, but now 
the term is familiar in our daily lives. This is in accordance with the view of Mc Luhan who argues that cultural change 
in human life is determined by technology and we will be in the midst of a revolution (technology According to Papp 
and Matulich (2017), the use of technology by the millennial generation is not the same as the previous generation. 
Millennials use technology as part of their daily life.  
 
The use of technology by the millennial generation should not only be hedonistic but how they can use this technology 
to be more creative in using it more optimally so that it has an impact on their financial freedom. This will be realized 
if the millennial generation has an entrepreneurial spirit that is able to see the future. Going forward, namely 
calculative thinking that is trusting (determination), optimistic, hard work, motivation, energetic, full of initiative. The 
high utilization of the internet by the millennial generation can be a solution for them in doing business that is balanced 
with social media management capabilities, such as Friendster, Facebook, MySpace, and Twitter. The use of social 
media needs to be encouraged by the millennial generation in doing business or doing business by opening online 
businesses, their participation in cyberspace as digital natives, Helsper & Enyon (2009), Based on data from the 
millennial generation who became entrepreneurs, it increased from 21.57 percent in 2015 to 24.33 percent in 2017. 
The relatively small percentage of the working millennial generation chose to become entrepreneurs when compared 
to the previous generation, this shows that there is interest in entrepreneurship for the millennial generation is still 
lacking. This is most likely because the millennial generation is still inexperienced. In addition, the factor of fear of 
failure because of having to take risks could be another factor in the low interest of the millennial generation in 
entrepreneurship. 
 
1.1 Objectives 
This study is written to investigate the moderating role of social media in the relationship of reinventing potential and 
financial independence toward entrepreneurs' character in marketing era 4.0. 
 
2. Literature Review 
2.1 Reinventing Potential 
Reinventing is defined as rearranging, or in the sense of language is finding or re-creating or something which means 
entrepreneurship (Senain, 2013; David, 1995). The concept is to rearrange the potential of human resources that have 
not been used properly (reinventing human resources) (Kearne, 2000). David Osborne and Ted Gaebler, in their book 
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Reinventing Government: How the entrepreneurial spirit is transforming the public sector, say that the problem that 
often arises in understanding Reinventing Human Resources is how to empower the millennial generation in utilizing 
social media for their financial independence. 
 
2.2 Financial Independence 
Financial independence is the status of having enough income to pay for living expenses for the rest of your life 
without having to work or depend on other people (Robin & Dominguez, 1992). Income earned without having to 
work in a job is usually referred to as passive income. There are many strategies for achieving financial independence, 
each with its own advantages and disadvantages. A person looking to achieve financial independence can find it 
helpful to have a financial plan and budget, so that they have a clear view of their current income and expenses and 
can identify and choose the right strategy for moving towards their financial goals. The financial plan addresses every 
aspect of a person's finances (Fisker, 2010). Financial independence is when a person has large and relatively safe 
savings, and the results are enough to live the desired lifestyle. Financial independence can also be interpreted as the 
phase when we are calm and the choice to stop working for money because money is what works for us (passive 
income). What is meant by passive income here is money received without having to work. There are several ways 
that can be done to achieve financial independence, namely investing and owning productive assets. 
 
2.3 Entrepreneurs Character 
In Dornal's Pocket Medical Dictionary, it is stated that character is a real and different characteristic shown by an 
individual or several attributes that can be observed in a person. According to Musrifa (2016), a character can also 
mean letters, numbers, spaces, special symbols that can be displayed on the screen with a keyboard, a person with a 
character means a person with personality or behavior. Siagian (1999) defines entrepreneurship as the spirit, behavior, 
and ability to give a positive response to opportunities for self-benefit and/or better service to customers/society, by 
always trying to serve good customers and creating and providing more useful products. and adopting more efficient 
ways of working, through the courage to take risks, creativity, and innovation and management skills. Lupiyoadi 
(2007: 2) states that the term entrepreneurship in Indonesian has several words that are often interpreted the same, 
including entrepreneur, entrepreneur, trader, trader, and finally entrepreneurship. Entrepreneurship or 
entrepreneurship is a person who has the courage to take risks by opening a business on various occasions. Some of 
the results of related previous research, Ambawati, (2020) who examined Building Entrepreneurial Spirit in the 
Millennial Era found that the era of globalization provides opportunities for millennials to be able to develop various 
technology-based businesses. Digital technology has become a new need and lifestyle for people who take advantage 
of opportunities to work in various fields that are more productive and creative. These actions can result in new 
innovations in building a business or developing an existing business. The same conclusion is also presented in the 
research results of Farhadiba (2019) and Students (2019). 
 
2.4 Social Media 
McGraw Hill Dictionary - Social media is a tool by which people interact with one another by creating, sharing, and 
exchanging information and ideas in a virtual network and community. Meanwhile, Hopkins, 2008), describes social 
media as a term that not only includes various new media platforms but also implies the inclusion of systems such as 
FriendFeed, Facebook, and others which are generally considered social networks. The idea is that various media 
platforms have a social component and serve as a medium for public communication. Kotler (2019), social media is 
the media used by consumers to share text, images, sound, and video information with other people and companies 
 
2.5 Conceptual Framework and Hypothesis 
This research was built based on theoretical and empirical studies, in which this research consists of 4 variables, 
namely two exogenous variables (Reinventing potential and Financial independence), one endogenous variable 
(entrepreneurial character), and one moderating variable (social media). The social media variable also doubles as an 
exogenous variable. The research conceptual framework is shown in Figure 1. 
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Figure 1. Research conceptual framework 
 
On the basis of the relevant theory, empirical and conceptual framework of the research above, the hypothesis of this 
research is compiled as follows: 
 
H1: Reinventing potential has a significant effect on the entrepreneurial character of millennial generation in Aceh 
Indonesia. 
 
H2: Financial independence has a significant effect on the entrepreneurial character of millennial generation in Aceh 
Indonesia. 
 
H3: Social media has a significant effect on the entrepreneurial character of the millennial generation of Aceh 
Indonesia. 
 
H4: Social media moderates the effect of potential reinventing on the entrepreneurial character of the millennial 
generation in Aceh Indonesia. 
 
H5: Social media moderated the influence of financial independence on the entrepreneurial character millennial 
generation in Aceh Indonesia. 
 
3. Methods 
2.1 Research Instruments 
To measure the reinventing potential variable, we used indicators based on the opinion of Osborne and 
Gaebler 2008, namely have creative and innovative ideas, be able to modify ideas, re-evaluate ideas, and 
have diverse potential. To measure social media variables using indicators from Kotler (2009) and 
Armstrong, (2001), namely love doing business through social media, believe in social media in doing 
business, social media provides a variety of information, social media comfort level, and easy to collaborate. 
To measure the variable of financial independence using the opinion of Kotler (2006), namely: have a 
formal financial account, have access to investment, have health insurance, easy access to loan funds and 
debt-free and has an emergency fund. The entrepreneurial character uses indicators developed by Rakib 
(2010), namely: confident, better result orientation, dare to take risks and challenges, have a leadership 
spirit, and optimism for success. Measurement indicators use a Likert scale consisting of 1 = Strongly 
Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree and 5 = Strongly Agree. 
 
2.2 Sample 
The research was conducted in Lhokseumawe City and North Aceh, Aceh Province in Indonesia and the 
research sample was the millennial generation, which was 448 people. Where in general the sample is 
students at several universities in Indonesia. This study uses Structural Equation Modeling (SEM) for data 
analysis. To test the construct validity, Confirmatory Factor Analysis (CFA) was carried out by comparing 
the loading factor value of each indicator. An indicator is said to be valid if the loading factor value is> 
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0.60 and the convergent validity value is> 0.50 (Ghozali, 2014). Meanwhile, testing of construct validity 
was carried out with three tests, namely, variance extracted, construct reliability, and discriminant Validity. 
 
4. Results and Discussion 
4.1 Results 
Based on the data shown in Table 1, it can be explained that the standard deviation value of all indicators has a value 
that is smaller than the mean value of all indicators. This shows that all indicators in this study are normally distributed 
and share a good proportion among all indicators. 
 

Table 1. Results Descriptive Statistics 

Indicators Coding Mean Std. 
Deviation 

Have Creative and Innovative Ideas RP1 4.272 0.807 
Be able to modify ideas RP2 3.991 0.800 
Re-evaluate ideas RP3 4.051 0.732 

Has diverse potential RP4 4.069 0.767 

Have a formal financial account FI1 3.489 0.849 

Have access to investment FI2 3.339 0.855 

Has health insurance and insurance FI3 3.567 0.922 

Easy access to loan funds FI4 3.328 0.911 

Debt-free and has an emergency fund FI5 3.547 1.046 

Confident IC1 4.107 0.837 

Better result orientation IC2 4.165 0.800 

Dare to take risks and challenges IC3 4.083 0.814 

Have a leadership spirit IC4 4.080 0.837 

Optimism for success IC5 4.154 0.831 

Love doing business through social media SM1 3.797 0.939 
You believe in social media in doing business SM2 3.513 0.877 
Social media provides a variety of information SM3 3.998 0.876 
Social media comfort level SM4 3.670 0.863 
Social media is easy to collaborate with SM5 3.920 0.904 

 
4.2 Discussion 
4.2.1 Reinventing Potential and Entrepreneurs character 
The effect of reinventing potential on the entrepreneurial character is 0.54 with a probability value of 0.000 which is 
much smaller than 0.05, meaning that reinventing potential has a positive and significant effect on the entrepreneurial 
character of the millennial generation. Reinventing potential activities have a positive impact on the growing interest 
of the millennial generation in entrepreneurship. Potential reinventing activities by creating a diversity of skills and 
expertise, equipping the millennial generation to generate creative ideas and the ability to modify ideas, and the ability 
to reassess big ideas will shape an entrepreneurial character that will lead to financial independence 
 
4.2.2 Financial Independence and Entrepreneurs character 
The effect of financial independence on the entrepreneurial character is 0.09 with a probability value of 0.05 which is 
equal to 0.05, meaning that financial independence has a positive and significant effect on the entrepreneurial character 
of the millennial generation. These findings suggest that the millennial generation's desire for financial freedom will 
encourage them to become entrepreneurs. Most of the entrepreneurial activities of the millennial generation are using 
social media. The use of social media in doing entrepreneurship is the most dominant feature of the millennial 
generation in doing business and creating. 
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4.3. Social Media and Entrepreneurs character 
The influence of social media on the entrepreneurial character is 0.33 with a probability value of 0.000 which is much 
smaller than 0.05, meaning that social media has a positive and significant effect on the entrepreneurial character of 
the millennial generation. Social media has become a necessity for millennials in their day-long activities. The 
presence of social media such as Facebook, Instagram, YouTube, and others has inspired them to apply creative and 
innovative ideas. Social media has a big influence on the desire of the millennial generation to carry out entrepreneurial 
activities 
 
4.4. Social Media as Moderating Variable 
The low social media intensity coefficient, the effect of reinventing potential on entrepreneurial character, is 0.57 with 
a probability value of 0.000, much smaller than 0.05, which means that the potential for reinventing has a significant 
effect on the character of millennial entrepreneurship at the 1% significance level. The high social media intensity 
coefficient value has the effect of reinventing potential on the entrepreneurial character of 0.40 with a probability 
value of 0,000 which is much smaller than 0.05, meaning that reinventing potential has a significant effect on the 
entrepreneurial character of the millennials at 1% significance level. Because the two probability values are significant 
both at low social media intensity and high social media intensity, it can be concluded that social media does not 
moderate (does not strengthen) the effect of potential reinventing on the entrepreneurial character of the millennial 
generation in Indonesia. 
 
The coefficient value of low social media intensity, the effect of financial independence on entrepreneurial character, 
is 0.17 with a probability value of 0,000 which is much smaller than 0.05, meaning that financial independence has a 
significant effect on the entrepreneurial character of the millennial generation in Indonesia at the 1% level of 
significance. The coefficient value of high social media intensity, the effect of financial independence on 
entrepreneurial character, is 0.04 with a probability value of 0.60, which is much greater than 0.05, meaning that 
financial freedom has no significant effect on the entrepreneurial character of the millennial generation in Indonesia. 
Because there is a significant difference between the value of low social media intensity (significant) and high social 
media intensity (not significant), it can be concluded that social media moderates (strengthens) the effect of financial 
independence on the entrepreneurial character of the millennial generation in Indonesia. 
 
5. Conclusion 
In conclusion, to foster entrepreneurial character among the millennial generation, it can be pursued through 
reinventing the potential of the millennial generation. The desire for financial freedom also encourages the growth of 
entrepreneurial interest in the millennial generation. In addition, social media is an important factor that can strengthen 
the growth of the entrepreneurial character of the millennial generation. Given that reinventing potential activities, the 
desire for financial freedom, and social media are important factors in shaping entrepreneurial character, stakeholders: 
government, business groups, and universities must be able to adjust programs, policies, and curriculum that can 
support the growth of entrepreneurial character among the millennial generation. 
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