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ABSTRACT - Entrepreneurial interest in developing a fashion brand represents a crucial competency for Fashion Design
students in responding to the increasing competitiveness of the fashion industry. Such interest is shaped by multiple factors
related to students’ attitudes, experiences, and entrepreneurial readiness. This study aims to examine the factors influencing
fashion education students’ entrepreneurial interest in fashion brand development. A quantitative approach with a
descriptive research design was employed. The population consisted of Fashion Design Education students at Universitas
Negeri Semarang, with a sample of 50 students selected for analysis. Data were collected using a structured questionnaire
based on a Likert scale. The collected data were analysed using descriptive statistics and simple linear regression with the
assistance of IBM SPSS Statistics 26. The findings indicate that the influencing factors were categorized as high, with a
mean score of 78.48 (SD = 7.285). Students’ entrepreneurial interest in developing fashion brands was also high, with a
mean of 78.30 (SD = 9.702). These results suggest that students demonstrate strong interest, motivation, and readiness to
establish independent fashion brands. Instrument validity and reliability testing confirmed high internal consistency,
indicating that the data were suitable for further statistical analysis.
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INTRODUCTION

The fashion industry represents one of the most dynamic sub-sectors of the creative economy, experiencing rapid
growth driven by technological advancement, digital marketing, and shifts in lifestyle patterns. Fashion is no longer
viewed merely as a means of fulfilling clothing needs but has evolved into a medium for expressing identity, creativity,
and cultural values with significant economic potential (McRobbie, 2016). Moreover, the industry contributes
substantially to the creative economy through job creation and the expansion of entrepreneurial opportunities,
particularly for innovative young generations (Gazzola et al., 2020).

This dynamic development requires human resources who possess not only technical competencies in design and
production but also entrepreneurial capabilities, creativity, managerial skills, and marketing literacy. Research in the
creative industries suggests that entrepreneurial success is strongly influenced by the ability to integrate innovation
with strategic business management in response to competitive market dynamics (Beliaeva et al., 2017). In the fashion
sector, brand development and management are particularly critical, as brands function not only as identity markers
and differentiators but also as mechanisms for building consumer trust and long-term loyalty (Krystallis &
Chrysochou, 2014).

Higher education institutions play a strategic role in fostering entrepreneurial competencies through discipline-
integrated entrepreneurship education. The Fashion Design Education Study Programme at Universitas Negeri
Semarang (UNNES), as a vocational-oriented programme, equips students with academic foundations, technical
fashion skills, and entrepreneurship-related coursework, including the Business Planning course. This course aims to
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provide both conceptual and practical understanding of business feasibility analysis, market identification, branding
strategies, and systematic business management (Worrall & Niehm, 2023).

Despite these opportunities, students’ interest in establishing independent fashion brands does not always align
with the industry’s entrepreneurial potential. Many students remain oriented toward formal employment after
graduation, indicating that entrepreneurial readiness has not been fully optimized. This condition suggests that interest
in building a fashion brand is influenced not only by technical competence but also by internal factors such as
motivation, self-efficacy, and psychological readiness, as well as external factors including academic support, learning
experiences, and perceived business risk (Angel & Utari Ismayuni, 2025).

Previous studies have examined factors influencing students’ entrepreneurial interest; however, most focus on
general entreprencurship contexts rather than specifically addressing fashion brand development. Research by
Kadarsih (2020) demonstrated the influence of internal and external factors on entrepreneurial interest among Fashion
Design students, while Wijaya (2022) emphasized the role of entrepreneurship courses in fostering entrepreneurial
intentions. Similar findings were reported by Pricilia (2021) and Setiarini (2024), who highlighted the importance of
learning environments and fashion business management courses in encouraging entrepreneurial interest. Nurfathonah
et al. (2024) further indicated that industrial practice experiences contribute to students’ entrepreneurial intentions,
while Rhosa and Genjik Sumartono (2013) identified a relationship between entrepreneurial interest in fashion and
academic achievement at the vocational secondary level.

Conversely, studies by Agustini et al. (2023) and Islami et al. (2024) focus primarily on branding strategies and
brand identity development in professional industry contexts without linking these aspects to educational experiences
or student learning processes. As a result, there remains a limited understanding of how educational factors—
particularly entrepreneurship learning experiences—shape students’ interest in developing fashion brands as a
concrete entrepreneurial pathway within the creative fashion industry.

This gap underscores the need to examine how entrepreneurial learning experiences, especially through structured
courses such as Business Planning, influence students’ interest in building independent fashion brands. Therefore, this
study aims to analyze the factors affecting Fashion Design students’ interest at Universitas Negeri Semarang in
developing fashion brands. In this research, interest in building a fashion brand is positioned as the dependent variable
influenced by both internal and external factors related to students’ entrepreneurial learning experiences.

The findings are expected to contribute theoretically to entrepreneurship education literature in fashion design by
contextualizing entrepreneurial interest within brand development practices. Practically, the results may inform the
design of more contextual, industry-relevant, and application-oriented entrepreneurship curricula that better align with
the characteristics and demands of the fashion industry. To achieve these objectives, this study employs a quantitative
survey approach targeting Fashion Design students at Universitas Negeri Semarang.

METHOD

This study employs a quantitative approach using a descriptive-correlational research design. A quantitative
method was selected because the study focuses on collecting and analysing numerical data to objectively examine
relationships between variables through statistical procedures (Siregar, 2011). The descriptive-correlational design
aims to describe the characteristics of the research variables and to determine the relationships among factors
influencing students’ interest in building a fashion brand without manipulating the observed variables (Fiamrina
Rosyada & Agus Darmawan, 2025).

The research was conducted among students of the Fashion Design Education Study Programme at Universitas
Negeri Semarang. The population consisted of all students who had participated in entrepreneurship-related learning
during their studies. In quantitative research, the population refers to all subjects sharing characteristics relevant to the
research objectives (Morell et al., 2025). Purposive sampling was applied to ensure that respondents met specific
criteria aligned with the study focus, particularly exposure to entrepreneurial learning experiences (Mushofa et al.,
2024).

The study includes independent and dependent variables. The independent variables comprise factors related to
entrepreneurial learning experiences, including entrepreneurial knowledge, practical experience, entreprencurial
motivation, and academic support. The dependent variable is students’ interest in building a fashion brand. Each
variable was operationally defined to enable empirical measurement through clearly defined indicators (Adhitama,
2014).
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Data were collected using a structured questionnaire based on a five-point Likert scale ranging from strongly
disagree to strongly agree. The Likert scale facilitates the quantitative measurement of attitudes, perceptions, and
interests (Emerson, 2017). Prior to data collection, the instrument underwent validity and reliability testing. Construct
validity was assessed using Pearson’s Product Moment correlation, while reliability was evaluated using Cronbach’s
Alpha coefficient, with a threshold value of > 0.70 indicating acceptable internal consistency (Forester et al., 2024).

Data analysis consisted of descriptive and inferential statistical techniques. Descriptive analysis was used to
summarize respondent characteristics and variable distributions through mean scores, standard deviations, and
percentages (Sugiyono, 2019; 2020). Inferential analysis was conducted to test research hypotheses and examine the
statistical relationships between independent and dependent variables. All analyses were performed using statistical
software.

RESULTS AND DISCUSSION

This study involved 50 respondents from the Fashion Design Education Study Programme at Universitas Negeri
Semarang to examine the influence of learning factors in the Business Planning course on students’ interest in
developing a fashion brand.

Descriptive statistical analysis indicates that the learning factors variable (X) obtained a mean score of 78.48 with
a standard deviation of 7.285, suggesting a relatively high and homogeneous distribution of responses. Meanwhile,
the variable measuring students’ interest in building a fashion brand (Y) yielded a mean score of 78.30 with a standard
deviation of 9.702, indicating a similarly high level of entrepreneurial interest, although with slightly greater
variability among respondents.

These descriptive findings suggest that students generally perceive the learning experiences provided in the
Business Planning course positively and demonstrate a strong inclination toward establishing independent fashion
brands.

TABLE 1. Descriptive statistics.

N Minimum Maximum Mean Std. Deviation
X 50 62 96 78.48 7.285
Y 50 57 97 78.30 9.702
Valid N (listwise) 50

The mean scores of both variables fall within the high category, indicating that respondents generally demonstrate
positive perceptions of the Business Planning course and a strong interest in developing a fashion brand.

The results of the validity test indicate that all questionnaire items for both the independent variable (X) and the
dependent variable (Y) are statistically valid, as each item achieved an item—total correlation coefficient exceeding
the critical r-table value. This confirms that the instrument items are appropriate for measuring the intended constructs.

Furthermore, reliability testing revealed a high level of internal consistency. The Cronbach’s Alpha coefficient
was 0.937 for variable X and 0.971 for variable Y, both exceeding the commonly accepted threshold of 0.70. These
values indicate excellent reliability, demonstrating that the instrument is consistent and suitable for further statistical
analysis.

TABLE 2. Test of reliability.
Variable Item Cronbach’s Alpha Information
X 20 0.937 Reliable
Y 20 0.971 Reliable

The Cronbach's Alpha value for both variables is greater than 0.70, so the entire instrument is considered reliable
and suitable for use in further analysis.
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TABLE 3. Test of normality.
One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual
N 50
Normal Parameters®® Mean .0000000
Std. Deviation 5.99596187
Most Extreme Differences Absolute 110
Positive .066
Negative -.110
Test Statistic 110
Asymp. Sig. (2-tailed)® 178
Monte Carlo Sig. (2-tailed)!Sig. 128

99% Confidence Interval Lower Bound .120
Upper Bound .137

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. Lilliefors' method based on 10000 Monte Carlo samples with starting seed 2000000.

The results of the Kolmogorov—Smirnov normality test yielded a significance value of 0.128 (p > 0.05), indicating
that the data are normally distributed and meet the assumptions required for parametric statistical analysis.

Descriptive analysis shows that the variable representing learning factors influencing interest in building a fashion
brand (X) obtained a mean score of 78.48 (SD = 7.285), categorized as high. This finding suggests that Fashion Design
students at Universitas Negeri Semarang demonstrate strong interest, awareness, and readiness regarding aspects that
support fashion brand development, including understanding business opportunities, sensitivity to market trends, and
preparedness to manage entreprencurial risks.

Similarly, the dependent variable measuring students’ interest in developing fashion brands after completing the
Business Planning course (Y) achieved a mean score of 78.30 (SD = 9.702), also within the high category. This result
indicates a strong entrepreneurial inclination, positioning fashion brand development not only as a business
opportunity but also as a viable future career pathway.

Instrument testing further confirmed the robustness of the measurement tools. All questionnaire items were
statistically valid, as item—total correlation coefficients exceeded the critical r-table values. Reliability testing
demonstrated excellent internal consistency, with Cronbach’s Alpha values of 0.937 for variable X and 0.971 for
variable Y. These results confirm that the instrument is both reliable and appropriate for research analysis.

From a theoretical perspective, these findings align with entreprencurial interest theory, which posits that
entrepreneurial intentions are shaped by internal factors such as attitudes, motivation, and self-efficacy, as well as
external influences including educational experiences and learning environments. The Business Planning course
appears to function as a structured learning intervention that enhances students’ entrepreneurial knowledge,
strengthens confidence, and increases awareness of brand development opportunities.

Moreover, the results support Ajzen’s Theory of Planned Behaviour, which explains that behavioural intention is
influenced by attitudes toward behaviour, subjective norms, and perceived behavioural control. In this study, exposure
to business planning education contributes to the formation of positive attitudes toward entreprencurship, reinforces
students’ confidence in their capability to establish a fashion brand, and strengthens the perception that such a venture
is both feasible and desirable.

Overall, the findings suggest that Fashion Design students possess strong entrepreneurial readiness in terms of
knowledge, attitude, and motivation to develop independent fashion brands. These results imply that entrepreneurship
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education—particularly in branding, innovation, and market analysis—should continue to be strengthened to further
optimize students’ entrepreneurial interest and long-term career sustainability in the fashion industry.

CONCLUSION

This study demonstrates that the factors influencing Fashion Design Education students’ interest in building a
fashion brand at Universitas Negeri Semarang fall within the high category. These factors encompass both internal
dimensions—such as interest, desire, attention, and readiness—and entrepreneurial learning experiences acquired
through academic coursework. Descriptive statistical results indicate that the influencing factors obtained a mean score
of 78.48 (SD = 7.285), while students’ interest in building a fashion brand recorded a mean of 78.30 (SD = 9.702),
both categorized as high. These findings suggest that students possess strong internal motivation and adequate learning
exposure to support entrepreneurial intentions in fashion brand development.

Instrument testing confirmed high reliability, indicating that the data are robust and suitable for analysis. Overall,
the results affirm that applied and contextual entreprencurship education, reinforced by students’ internal readiness
and motivation, plays a significant role in shaping their interest in developing independent fashion brands.
Strengthening entrepreneurship learning that aligns with the characteristics of the fashion industry may therefore
enhance students’ entrepreneurial preparedness and support sustainable brand development within the creative fashion
sector.

REFERENCES

Adhitama, P. P. (2014). Faktor-Faktor Yang Mempengaruhi ( Studi Kasus Mahasiswa Fakultas Ekonomika Dan Bisnis
Undip , Semarang ). Faktor-Faktor Yang Mempengaruhi Minat Berwirausaha.

Agustini, P. S., Gusti, 1., & Malini, A. (2023). Membangun Brand Fashion Di Era Digital (Studi Kasus: Ogti Fashion).
Jurnal Fashionista, 1(2), 30—40. https://jurnal.idbbali.ac.id/index.php/fashionista

Angel, A., & Utari Ismayuni, T. (2025). The Influence of Internal And External Factors On The Entrepreneurial
Interest of Fashion Design Students At Pencawan Vocational School, Medan. International Journal of Science
and Environment (1JSE), 5(3), 527-529. https://doi.org/10.51601/ijse.v5i3.216

Beliaeva, T., Laskovaia, A., & Shirokova, G. (2017). Entrepreneurial learning and entrepreneurial intentions: A cross-
cultural study of university students. European Journal of International Management, 11(5), 606—632.
https://doi.org/10.1504/EJIM.2017.086694

Emerson, R. W. (2017). Likert scales. Journal of Visual Impairment and Blindness, 111(5), 488.
https://doi.org/10.1177/0145482X1711100511

Fiamrina Rosyada, & Agus Darmawan. (2025). Hubungan Intellegence Quotient (IQ) dan Emotional Quotient (EQ)
terhadap Hasil Belajar Pendidikan Jasmani. Indonesian Journal for Physical Education and Sport, 6(1), 105—
113. https://doi.org/10.15294/inapes.v6i1.21773

Forester, B. J., Khater, A. I. A., Afgani, M. W., & Isnaini, M. (2024). Penelitian Kuantitatif: Uji Reliabilitas. Edu
Society: Jurnal Pendidikan, Ilmu Sosial Dan Pengabdian Kepada Masyarakat, 4(3), 1812-1820.
https://doi.org/10.56832/edu.v4i3.577

Gazzola, P., Pavione, E., Pezzetti, R., & Grechi, D. (2020). Trends in the fashion industry. The perception of
sustainability and circular economy: A gender/generation quantitative approach. Sustainability (Switzerland),
12(7), 1-19. https://doi.org/10.3390/s5u12072809

Islami, P. B., Rizal, E., & Mulyana, S. (2024). Strategi Pengembangan Brand Identity dalam Industri Fashion Brand
HIRKA Shoes. Jurnal Pendidikan Dan Kewirausahaan, 12(2), 505-518.
https://doi.org/10.47668/pkwu.v12i2.1211

Kadarsih, R. (2020). View metadata, citation and similar papers at core.ac.uk. Jupe UNS, 2(1), 95-106.

Krystallis, A., & Chrysochou, P. (2014). The effects of service brand dimensions on brand loyalty. Journal of Retailing
and Consumer Services, 21(2), 139-147. https://doi.org/10.1016/j.jretconser.2013.07.009

McRobbie, A. (2016). Towards a Sociology of Fashion Micro-Enterprises: Methods for Creative Economy Research.
Sociology, 50(5), 934-948. https://doi.org/10.1177/0038038516650593

Morell, L., Bathia, S., Koo, B. W., Wilson, M., Gochyyev, P., & Smith, R. (2025). Developing and Gathering Validity
Evidence for an Instrument to Measure How High School Students Identify as Researchers. Research in Science
Education, 55(2), 359-382. https://doi.org/10.1007/s11165-024-10194-1

263 | TEKNOBUGA Vol. 14 No. 2 (2026): Factors Affecting Fashion Education Students’ Entrepreneurial Interest in Fashion Brand
Development



Mushofa, M., Hermina, D., & Huda, N. (2024). Memahami Populasi dan Sampel: Pilar Utama dalam Penelitian
Kuantitatif. Jurnal Syntax Admiration, 5(12), 5937-5948. https://doi.org/10.46799/jsa.v5i12.1992

Nurfathonah, N., Aisyah, S., & Suryani, M. (2024). Pengaruh Pengalaman Praktik Industri Terhadap Minat
Berwirausaha Pada Mahasiswa S1 Tata Busana Pkk Ft Unm. EDUCATIONAL : Jurnal Inovasi Pendidikan &
Pengajaran, 4(4), 345-359. https://doi.org/10.51878/educational.v4i4.3560

Rhosa, E., & Genjik Sumartono Program Studi Pendidikan Ekonomi FKIP Untan Pontianak, B. (2013). Pengaruh
Hasil Belajar Kewirausahaan Terhadap Minat Berwirausaha Kelas Xi Smk Panca Bhakti Kubu Raya.

Setiarini, F. (2024). Menumbuhkan Minat Wirausaha Mahasiswa Prodi Desain Busana AKS AKK Yogyakarta
Melalui Perkuliahan Manajemen Usaha Busana. Scientific African, 21, 71-80.
https://doi.org/10.1016/j.sciaf.2019.e00146

Siregar, S. (2011). Statistik Deskriptif untuk Penelitian. 138.

Wijaya, W. . & H. S. E. (2022). Pengaruh Pendidikan Kewirausahaan Empati. Jurnal Manajerial Dan
Kewirausahaan, 04, 546-555.

Worrall, E. M. S., & Niehm, L. S. (2023). 2023 Proceedings. International Journal of Radiation
Oncology*Biology*Physics, 117(2), A3. https://doi.org/10.1016/].ijrobp.2023.07.007

Sugiyono. (2020). Metode Penelitian: (Pendekatan Kuantitatif, Kualitatif). Semarang. 1-23.

Sugiyono, A. (2019). Metode Penelitian Pendidikan: Pendekatan Kuantitatif, Kualitatif, dan R&D (Issue January).

264 | TEKNOBUGA Vol. 14 No. 2 (2026): Factors Affecting Fashion Education Students’ Entrepreneurial Interest in Fashion Brand
Development



