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Abstract

Purpose — This study aims to examine the relationship and influence of the
level of religiosity (obedience and piety) on stable business success for
millennial Islam in Indonesia.

Methodology — This study uses multinomial logit qualitative response
regression to estimate religiosity's impact on business success. This study uses
5,252 individuals who are Muslim and have theitr businesses in IFLS data.
Religiosity is measured through the level of the piety of millennial Muslims,
while business success is proxied by using profitability.

Findings — The results show that the religiosity of the millennial generation
has a significant positive effect on the profitability of medium and low-class
businesses. Meanwhile, the religiosity level of the millennial generation was
also found to have a significant adverse effect on the profitability of upper-
level businesses. On the other hand, a better level of millennial education
and asset ownership also contributes to one's chances of getting a much
higher profit than others. Finally, Muslims in urban areas get better profits
than those in rural areas.

Implications — Most millennial Muslims in the upper-class profitability
have lower religiosity than other classes. It indicates that more and more
people are involved in businesses that have the potential to violate religious
values and are sure to be less obedient to worship. It is highly correlated
with the amount of acquisition he gets. Meanwhile, for other classes, for
example, the profit obtained is much lower, correlated with the habit of
worshiping and religious observance, but does not rule out daily work and
business so that sustainability is still obtained.

Originality — No previous research has discussed the influence of the level
of religiosity associated with business success among Muslim millennials.

Cite this article:

Fajri, M. N., & Munawaroh, S. (2023). The effect of religiosity level on
entrepreneurial sustainability of Muslim millennials: A case study of the
Indonesian family life survey. Review of Islamic Social Finance and Entrepreneurship,
2(2), 103-116. https:/ /doi.org/10.20885/RISFE.vol2.iss2.art1

Introduction

As the most prominent

Muslim-majority country, Indonesia navigates the progress of

entrepreneurship to benefit humanity globally. The existence of these Muslims encourages the
legitimacy of halal-integrated products, including various variations of their injections. One of the
most dominant is the injection of halal products (Baharuddin et al., 2015). The faster injection of
halal products has transformed over the last few decades and created superior applied products
such as halal food, halal cosmetics, and fashion modes. These four types of halal injection are
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gradually being diffused more evenly among other Muslim-majority countries. Technological
developments and information disclosure are strongly suspected of influencing its spread until now
(Lerner, 2010). In addition, there is an increasing increase in knowledge among Muslims and non-
Muslims who have contributed to achieving entrepreneurship progress for halal products
(Ramadani et al., 2015).

Muslims' lexicality and entrepreneurial skills undoubtedly drive this increasingly rapid
development in various regions. Furthermore, the enthusiasm for an increasingly promising market
share has resulted in many Muslim entrepreneurs intensively innovating and creating other
products (Kayed & Hassan, 2010; Ratten et al., 2016). Disruption of global supply, which is
increasingly undirected, allows Islamic countries to consistently become substitute parties to
encourage the spread of these products and create new links. Trademap (2019) reports that at least
three Islamic countries have contributed to the world supply chain, including Saudi Arabia,
Indonesia, and Malaysia. All three supplies oil and gas, palm oil, and other foods and beverages.
The existence of this Islamic country then helped introduce the identity of halal products to all
corners of the world. Coupled with halal products, the output of small and large business actors in
related countries.

Apart from being driven by global supply needs, the development of halal products is
increasingly rapid and stretched. Of course, the background is Muslim consumers themselves.
Based on the Mastercard report (2022), Muslims comprise almost 26% of the world's population,
numbering around 2 billion people and 50% of whom are Generation Z and Millennials. Of course,
this has also contributed to the absorption of the goods and services offered. Not only that, based
on DinarStandard (2022) the end of the pandemic, Muslim in the world spending has increased
rapidly despite global uncertainty lurking around it. Around 9.1% of consumption in the Islamic
and halal sectors has increased since 2021. This increase has been consistent over the last four
years, 7.5 % per 4-year. It indicates that the purchasing power of the Islamic community is still
relatively good and is not disturbed due to global and other uncertainties. Meanwhile, this growth
was still dominated by halal food products and tourism travel, each of which experienced an annual
increase from 2021 of US$1.19 trillion to US$1.27 trillion and from US$279 billion to US$295
billion. This condition also encourages Muslims to flock to take advantage of the promising
potential by way of entrepreneurship to increase the welfare of the people.

The growth and development of entrepreneurs of various generations certainly encourage
the legitimacy and implementation of entrepreneurial attitudes among Muslims (Hoque et al,,
2014). The attitude of Muslim entrepreneurs certainly goes hand in hand with a religious
background in the form of obedience and adherence to the norms that apply in Islam
(Mulyaningsih & Ramadani, 2016). The two are then associated with a level of religiosity and piety
that can simulate the existence and implementation of ahlusunnah wal jamaah-based businesses by
prioritizing the principles of maghasid sharia and good mualat. Not only that, but this integrated
entrepreneurial attitude is also influenced by educational background and religious habits in the
form of mutual education, for example, knowing the principles of mudharobah, murabahah, and
anti-usury, which are only obtained from studies or other equivalent forms so that the business can
be consistent with religious values. On the other hand, business growth is also due to the presence
of Muslims close to public and urban facilities, making it easier for them to carry out circular
mobility (Bassens et al., 2012).

In several previous studies, most of the research is still analyzing aspects of formal education
on the business success of business people (Bilic et al., 2011; Matlay, 2008; Oosterbeek et al., 2010;
Van Der Sluis et al., 2008). On the other hand, research also tries to relate it to implementing
entrepreneurial behavior based on economic and conventional values (Shane & Delmar, 2004). Not
only that, but several past studies have also focused on circular phenomena such as household size
and location factors in determining business success (Krasniqi, 2009). Meanwhile, research that
specifically discusses the role of Islamic values in business success has yet to be studied further. A
number of Islamic studies relate to the level of welfare and the ability of households to fulfill their
daily needs (Kader, 2021; Mclntyre et al., 2023; Tiliouine et al., 2009). This condition then encourages
further exploration related to religious values interconnected with Muslim businesses' success,
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especially among millennials. Therefore, this study aims to review the role of religiosity in the
sustainability of millennial Muslim entrepreneurs in Indonesia.

This research is essential for further review because some Muslim circles in various
generations still do not understand the conceptual framework of proportional entrepreneurship.
For example, conventional marketing knowledge, religious understanding, the number of
household members, and asset ownership. In addition, the role of the head of the household in
running a business continuously so that its resilience can be anticipated from an early age.

This research is expected to contribute to two fundamental aspects. First, this research
contributes to implementing religious values in formal and non-formal education toward business
success in various circles. These two studies are expected to provide an overview for Muslim
households to develop a purposive business model based on other indicators to sustain their
business. Third, this research is expected to provide an overview for policymakers in business
protection and Islamic business development by considering other demographic and social aspects.

Literature Review

Entrepreneurship is the soul, behavior, attitude, and ability of a person to run a business and leads
to efforts to implement work and create new technologies and products that are carried out based
on His blessing, remembering that everything will return to Him (Wibowo & Sujono, 2021). Fauzan
(2014) states that the Prophet Muhammad SAW and his companions are an example to follow in
entrepreneurship. Islam invites all Muslims to become entrepreneurs by providing rules that all
Muslims from the Quran and al-Hadith must follow. It is because the Al-Quran and al-Hadits are
sources of Islamic values, attitudes, behavior, and ethics in entrepreneurship. Thus, entrepreneurial
activity cannot be separated from one's religious influence (Shohib, 2020).

Religiosity affects one's way of life, including economic behavior. In general, religiosity is
described as a set of values, beliefs, norms, and ethical principles that individuals must have in
running their businesses (Shohib, 2020). Various studies have provided evidence that the existence
of religiosity greatly influences entrepreneurial characteristics and activities (Gursoy et al., 2017;
Hoogendoorn et al., 2016; Khurana et al., 2021). Gursoy et al. (2017) analyzed the impact of the
religiosity of Muslim entrepreneurs who are more obedient to Islam and less obedient to Islam on
entrepreneurial behavior. The study found that Muslim entrepreneurs who were more devout
respected and accepted the customs around them compared to those who were less devout to
Islam. Muslim entrepreneurs less devout to Islam are more likely to seek worldly pleasures and feel
satisfaction. On the other hand, Hoogendoorn et al. (2016) stated that there are two aspects of
religiosity: internal and external. Internal religiosity refers to beliefs and behaviors, namely belief in
God and the importance of God in one's life. Meanwhile, external religiosity is more directed
toward a sense of belonging and bond. Hoogendoorn et al. stated that in terms of business
ownership, religious internal has a positive effect on entrepreneurial activity.

Several previous researchers have also described the development of the concept of
entrepreneurship based on a religious perspective. For example, Carswell & Rolland (2007) argue
that the religiosity level dramatically influences entrepreneurship's success in improving
performance. The results of an empirical study by Mustikowati & Wilujeng (2020) state that the
concept of religiosity, which includes honesty, ethics, morals, and mutual respect, influences the
improvement of a person's performance. The higher the level of one's religiosity, the higher the
resulting increase in performance. From an Islamic point of view, the measure of the success of
the entrepreneurial performance is not only measured from the material and financial side, but how
far they can achieve high success from Allah SWT, or in Islam, it is called .4/-Falah, which is the
form of success that humans get both in this world and in the hereafter (Ludin et al., 2018).

Another opinion says that entrepreneurial performance, as measured through financial
indicators, includes profit and market share (Chandrakumara et al, 2011). This opinion is
supported by Desiyanti & Kassim (2020) in their study, which measures the performance of a
business, one of which is by generating profits. The estimation results show that religiosity has a
significant effect on business performance. Trinugroho et al. (2017) also stated that high individual
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religiosity indicates better profitability, performance, and stability. Besides that, religiosity also has
a positive effect on the welfare of entrepreneurs as measured by total income (Wuri et al., 2019).
Therefore, this study hypothesizes that religiosity influences success and stability in
entrepreneurship as measured by the profits earned.

Research Methods
Data

This study uses secondary data from the 2014 Indonesian Family Life Survey (IFLS). IFLS is data
provided by RAND Corporation, longitudinal survey data at the household, individual, community,
and facility levels in 13 provinces in Indonesia. The sample represents about 83 percent of
Indonesia's population and includes 30,000 individuals living in 13 of 27 provinces. The IFLS survey
consists of five waves, including IFLS-1, introduced in 1993; IFLS-2 was launched in 1997 and 1998;
IFL.S-3 was introduced in 2000; IFLS-4 was launched in 2007; and IFLS-5 was launched in 2014
(RAND, 2018). We use IFLS-5 cross-section data. The data is publicly available. The sample
selection flow was carried out in several stages. The first stage is to take a sample of Muslim
individuals who have entrepreneurs, as well as the profit earned. Then collect, demographic variables
such as age, gender, education level, household size, number of assets, and location of residence.
Then these variables were combined, and a sample of 5252 individuals was obtained. Related to
variable operational descriptions can be seen in Table 1.

Table 1. Summary of Operational Variables

Type of Hypothesis Source

Vari Name Variable Definition (Expected of
ariable .
Sign) Data
Dependent  Entrepreneurs’ Natural logarithm of the amount of profit IFLS.5
Succes earned in one year
Independent Religiosity Dummy religiosity (1=religious; 0=non- +) IFLS.5
religious)
Generation Groups of individuals who are the same age
(1=Millennials; 2=Gen Z; 3=Gen X; 4=Baby (+)
Boomers; 5=Pre-Boomers)
Gender Individual gender (1=male; 0=female) (+)
Education Highest educational level (1=low (< Junior high
school); 2=Middle (Senior high +)
school/vocational high school); 3=High (D1-
$3)
Asset Natural logarithm of total assets (+)
Household size  Number of household members ()
Work status Type of individual position in doing work
(1=Self-employed; 2=Self- employed with +)
unpaid family; 3= Self-employed with
employees)
Location Dummy residential (1=urban; 0=rural) (+)
Interact Interaction between level of religiosity and gender

Sources: Research finding

Analysis Technique

The analysis technique used in this study is simple linear regression and multinomial logit regression
to analyze individual probabilities related to success in entrepreneurship. Multinomial logistic
regression is a regression with the dependent variable (Y) having a multinomial scale with more
than two categories (Hosmer & Lemeshow, 2000). For example, the independent variable X, which
measures (p+1), and the variable Y (j category) has the category j=0, 1, 2 with response probabilities
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g, 1, T, and 2?:0 7; = 1. The form of the j-category multinomial logistic regression equation is

as follows:
1
To(X) = 14 91®) 4 92(0) 4 ... ; p97-1(0)
e91(%)
mi(x) = 14 e91(®) 4 92(0) 4 ... + p97-1(0)
e97-1(x)
7T]—1(x) = 14 e91®) 4 92(0) 4 ... ; p9j-1(®)
with:

g1(x) = Bro + Br1xy + PizXz + -+ BipXyp
92(x) = Pao + Pa1X1 + Popxz + - + ,32pxp
9j-1(x) = By-1o0 + By-11%1 + By-1)2X2 + - + By—1)pXp

The estimated model is expressed in the following equation:
(1) Estimated individual profit

LnProfit; = Bo+ X'B; + Z'6; + ¢;

where:

InProfit : Natural logarithm of the amount of profit an individual earns in one unit.

X’ : A vector that represents a set of inputs in an individual, such as the level of religiosity,
total assets, and employment status.

Z : A vector representing a set of individual characteristics, such as generational

classification, gender, education level, household size, and location of residence.
p and § : Estimated parameters
£ : Brror term

(2) Estimation of the probability of success in entrepreneurship

Pr(Y =1|X)) =B+ X'B;i +Z'6; + ¢

where:

Pr (Y = 1|X;) : Probabilitas keberhasilan individu dalam berwirausaha

X’ : A vector that represents a set of inputs in an individual, such as the level of
religiosity, total assets, and employment status.

z : A vector representing a set of individual characteristics, such as generational

classification, gender, education level, household size, and location of residence.
p dan 6 : Estimated parameters
& : Error term

Generation levels are measured through age layering standardized based on age similarities.
Generations are thought to have a two-way effect, namely initially negatively affecting profitability
in Z generation and the pre-boomer generation, positively affecting millennials, X generation, and
baby boomers (Liu et al., 2019). It indicates that millennials, X generation, and baby boomers have
a higher share, contributing to the sustainability of the business in a certain period. Gender is
measured through sex differentiators, where males correlate positively to profitability (Wagner,
2007). This indicates that most men tend to enter the business world more, so the experience
gained is much more comprehensive. A higher level of education can positively affect the
profitability of a person's business (Ertuna & Gurel, 2011). This indicates that better intellectuals
and knowledge encourage the creation of sustainable businesses so that their defenses are paid
more attention. The assets owned are suspected of positively affecting business profitability,
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thereby encouraging sustainability to be maintained (Solesvik et al., 2013). It is due to the
transmission of someone who previously had capital, so the capital can be directly used to finance
his business in the first period.

Meanwhile, the size of the household is suspected of having a positive effect on the
sustainability of its business (Fairlie & Krashinsky, 2012). This is because the number of dependents
owned is increasing, a person's tendency to support them is increasing as well. Better job status is
equally positively correlated with the business's success (Urbig et al., 2021). This indicates that
double workers can channel more sources of financing to expand their business. Finally, the
location of residences in urban areas positively affects the sustainability of their business (Sriram et
al., 2007). It indicates that complete access can encourage faster product mobility, thereby
encouraging business success.

Descriptive Statistics and Correlation Coefficient Matrix

The following Table 2 presents the size of concentration, size of distribution, and size of location,
including research variables:

Table 2. Descriptive Statistics

Variable Obs Mean Std. Dev. Min Max
profit 5252 16027936 34897697 25000 4.800e+08
Inprofit 5252 15.613 1.505 10.127 19.989
Qlnprofit 5252 2.495 1.123 1 4
dreligiosity 5252 946 227 0 1
generation 5252 2.282 1.181 1 5
gender 5252 406 491 0 1
education 5252 1.832 .59 1 3
Inasset 5240 16.638 1.313 12.206 21.001
household size 5252 3.79 1.724 1 12
workstatus 5252 1.554 .58 1 3
location 5252 .53 499 0 1

Sources: Research finding

Based on the results of descriptive statistics, most of the profitability is around the top 20%
of the median. The level of religiosity of Muslims is relatively high, approaching obedience. On the
other hand, the generation level is still dominated by millennials and gen-x. Women dominate
gender, and the middle class dominates the education level. In other conditions, total assets are in
the upper 10% of the median. Meanwhile, the size of most nuclear families is relatively small, with
around 3-4 family members. Lastly, most of the respondents live in urban areas.

The following Table 3 presents the correlation between research variables, including serial
rows and multicollinearity columns.

Table 3. Matrix Correlation

Variables ) ©) 0) 5 6) ©) @) ® B a0 1n

(1) profit 1.000

(2) Inprofit 0.578%+* 1.000

(3) Qlnprofit 0.465%F*  (.899%k* 1.000

(4) dreligiosity 0.034%* -0.020  -0.030** 1.000

(5) generation 0.041*+*  0.045%F¢ 0.033%F  0.103%** 1.000

(6) gender 0.175%Fx  (.24400k (23700 _(,068%*+  ().357%%k* 1.000

(7) education 0.069*** 0.023* -0.005 0.024%  0.107+* 0.031%* 1.000

(8) Inasset 0.322%%x (). 281%0k (0. 264%F  (0.039%FF  _(.035%* 0.023%  (0.038*#* 1.000

(9) household 0.095%Fx  0.140%FF  0.114%F  _0,112%%k (0, 17Pkx  (.244%%* -0.008  0.153%** 1.000
size

(10) 0.088%kx  (.177%k*  (.153%k* 0.023* -0.015 -0.017  -0.038***x  (.133%+* 0.033%* 1.000
workstatus

(11) location 0.082%FF  0.1658F*  0.190%+*  -0.051++* 0.015 -0.019  -0.042%FF  0.134%F%  0.037%FF  -0.057%FF  1.000
w5k 0,01, ** p<0.03, * p<0.1
Sources: Reseatch finding
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Table 3 shows that these variables correlate at a relatively moderate value. It means that
there are no variables that have a strong influence when connected to their independence.
Meanwhile, the column aspect has no multicollinearity, as indicated by a correlation score of less
than 0.9.

Estimation Result

The following is the result of multinomial logit qualitative response regression estimation, which
states the effect of the level of religiosity on the profitability quartile (business success).

Table 4. Estimation Result of Probability for Entrepreneurial Success

InProfit InProfit InProfit  InProfit InProfit InProfit InProfit  InProfit  InProfit InProfit InProfit InProfit
Q2 Q) 4 Q2 Q3) Q49 Q2 Q3) Q4 Q2 Q)
All All

VARIABLES Al Gender=N Gender=N Gender=N Asset=No Asset=No Asset=No Interact Interact Interact
o o o
Constant -1.235%k D 479wkk - -0.852 S1A4G4RR 8858k 1,640k 097Gk 2,068k -1.430%k 3210k
10.4 1%k 10.68*+*
0.601)  (0.622)  (0.693) (0.591) (0.603) (0.657) (0.249) 0.238)  (0.255)  (0.626)  (0.655) (0.716)
Dreligiosity 0.375%  -0.361* 0.0752 0.250 -0.63G*+* -0.333* 0.361*%  -0.350* 0.118  0.568**  0.340 0.347

0200 (0.187) (0199  (0.198)  (0181)  (0.190)  (0201) (0.187)  (0.196)  (0.255) (0.267) (0.276)
2.7 Generation  0.484% 06165 0280 03924 0365 078" 04745 06355 0197 0471% 05785+ -0306
0171)  (0.183) (02400 (0.170)  (0181)  (0237)  (0171) (0.183)  (0.240) (0.171) (0.183) (0.241)
3X Generation 07374 14815k 0807+ 076355 15600 10340 073408 1456806 (8500 (7355 14750 0804+
0.101) (0104 (0108 (0.0997)  (0102)  (0.103)  (0100) (0104  (0.106)  (0.101)  (0.105) (0.108)

4.Baby Boomer -0132  -0.152 - 0.231%* 0.584%F  0.394%F 0136 -0.187  -1.382% 0109  -0.102 -
Generation 1.588%x 1.556%**

0.131)  (0.145)  (0.162) 0.117) 0.129) (0.144) (0.131) (0.144)  (0.156)  (0.131)  (0.145) (0.163)
5.Pre-Boomer -17.64 1726 - -18.56 -17.73 -0412 -18.26 -17.88  -1.803*+k  -17.59  -17.18 -
Generation 1.895%* 1.848%+x

(862.8)  (862.9) (0.355) (1,815) (1,314) (0.346) (1,164) (1,152)  (0.343)  (862.5) (862.2) (0.356)
gender (1=male,  0.713%%% 1.369%** 2100%+* 0.7140 135700k 203200k 141000k 2,852%kk 2934k
0=female)

0.105)  (0.108)  (0.111) (0.105) 0.107)  (0.109)  (0.426)  (0.410) (0.423)
2.education (Low)  0.254%F -0.704%+* - 0.276%%  L0.705%F  0,525%kx  (0273%k 0. 709k 707K 0241k (739K

0.482%% 0.495%k*

0.107)  (0.106)  (0.110) (0.106) (0.104) (0.105) (0.106) (0.104)  (0.108)  (0.108)  (0.106)  (0.110)
3.education (High)  0.0766  0.368** 0.628***  0.0366 0.266 0461% 00711  0417%  0.921%  0.0641 0.336** 0.613%F*

0.189)  (0.165) (0.163) (0.188) 0.163) 0.157) 0.187) 0.164)  (0.159)  (0.189)  (0.166)  (0.163)
Inasset -0.0250 0.0932%F* 0.514%F  -0.0379 0.0627* 0.478++* -0.0232  0.0977%F* 0.516%*+*

(0.0344) (0.0360) (0.0392)  (0.0339) (0.0350) 0.0376) (0.0345)  (0.0361) (0.0393)

household size 0.0676%* 00275 0.0584%% 0.0928%¢  0.0716%*F  0.122%F  0.0685** 0.0374  0.121%* 00672+ 0.0282 0.0583**
0.0254) (0.0268) (0.0279) (0.0253)  (0.0263)  (0.0268)  (0.0253) (0.0266) (0.0269) (0.0255) (0.0269) (0.0280)

2.workstatus (Self- 0487+ 0.657+* 0.620%%*  0.463%%F  0.580%FF 0467+ 0.49406F  0.6690FF  0.7400FF 049746 0.690%F 0.634++*

employed with

unpaid family)

0.0826) (0.0870) (0.0924) (0.0820)  (0.0852)  (0.0883)  (0.0824) (0.0866) (0.0905) (0.0828) (0.0876) (0.0928)
3.workstatus (Self-  0.996%**  2.204%8% 223706k 1 061406 2240008 2D07RRE (. 915%0F 219300 2584%%  1,026%¢*  2.270%FF 2 266¥F*
employed with
employees)

0348) (0314 (0317) (0347 (0314 (0314 (0347 (0311) (0311 (0348 (0314 (0317
location (1=urban, 0.421%*  (.5320F% (0,9620FF  (.3946F  (042006F (7730 0.40406F  0.540%F  1.000%0*  0.413%x  0.516%%* (.9530*
0=rural)

(0.0848)  (0.0888) (0.0947)  (0.0840) (0.0867) 0.0900)  (0.0845)  (0.0881) (0.0929) (0.0849) (0.0891) (0.0949)
interact -0.755%  -1.594%%* -(.898**
(dreligiusitas*gende

by

) 0436)  (0420) (0.433)
Observations 5240 5240 5240 5240 5,240 5,240 5252 5252 5252 5240 5240 5240
Standard errors in parentheses

¥ p<0.01, ** p<0.05, * p<0.1

Sources: Research finding

Based on Table 4, the religiosity level is relatively different in each quartile. In the lower
and upper quartiles, the level of religiosity has a significant positive effect on business success which
is directly consistent with no restrictions on gender, assets, and tendencies of Muslim (male)
managers. Meanwhile, at the median level, the religiosity level negatively affects business success,
which is consistent with no gender and asset restrictions but not for Muslim (male) managers. The
level of male religiosity is much lower than that of women. On the other hand, if the Z, Millennials
manage the business and X generations, there is a tendency to be successful compared to being
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managed by the baby boomer generation but limited to no generational restrictions where baby
boomers have a positive effect.

Furthermore, the tendency for businesses managed by men to be far more successful than
women is evidenced by the higher profit levels in various layers. Assets consistently only affect
larger business classes. It is appropriate that the higher the business requires, far more assets. A
higher level of education also encourages increased profits so that there is a relatively successful
business trend.

Meanwhile, the number of household members allegedly had a positive effect on the
sustainability of his business, as evidenced by the increased profit. The status of directly charged
work also has positive implications for business continuity in various classes. Meanwhile, the status
of work that is not charged (paid) further strengthens the continuity of his business. Business
location in urban areas has a significant positive effect on business success.

The following Table presents the consistency and robustness test of profitability using the
OLS qualitative response regression

Table 5. Estimation Results of Simple Linear Regression

Dependent Variable: Entrepreneurial Success (InProfit)

VARIABLES All Gender=No Asset=No Interact
Constant 11.42%%x 11.62%¢* 14.83%kk 11,1718k

(0.277) (0.284) (0.0889) (0.290)
Dreligiosity -0.0720 -0.224% -0.0313 0.231°%

(0.0650) (0.0719) (0.0645) (0.101)
2.7. Generation -0.485%** -0.660%*+* -0.407¢* -0.5071%%*

(0.112) (0.113) (0.112) (0.112)
3.X Generation 0.337*x* 0.468%*+* 0.336%*+* 0.329%

(0.0413) (0.0418) (0.0421) (0.0414)
4.Baby Boomer Generation -0.238** 0.193*** -0.24 7+ -(0.222%%*

(0.0618) (0.0602) (0.0628) (0.0621)
5.Pre-Boomer Generation -1.745%+* -1.145%+% -1.774%k -1.719%k*

(0.275) (0.274) (0.285) (0.274)
gender (1=male, 0=female) 0.804*+* 0.816%+* 1.34(#k*

(0.0389) (0.0397) (0.118)
2.education (Low) -0.303*** -0.354%+% -0.400++* -0.317%#k*

(0.0417) (0.0441) (0.0423) (0.0423)
3.education (High) 0.41 248k 0.383%kk 0.558#* 0.407 %8k

(0.0719) (0.0744) (0.0721) (0.0721)
Inasset 0.21 48k 0.220p#¢* 0.216%**

(0.0164) (0.0167) (0.0164)
household size 0.0270*** 0.0614*** 0.0553*** 0.0267***

(0.00976) (0.00991) (0.00966) (0.00974)
2.workstatus (Self-employed with 0.365%** 0.333*** 0.409%%* 0.376***
unpaid family)

(0.0375) (0.0388) (0.0384) (0.0377)
3.workstatus (Self-employed with 0.936%** 0.966*** 1.144%%* 0.961 %%
employees)

(0.0691) (0.0733) (0.0674) (0.0695)
location (1=urban, O=rural) 0.285%** 0.240+* 0.322%%¢ 0.279%%¢

(0.0377) (0.0394) (0.0378) (0.0377)
interact (dreligiusitas*gender) -0.574%*x*

(0.120)
Observations 5,240 5,240 5,252 5,240
R-squared 0.238 0.184 0.208 0.240

Sources: Research finding
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The results in Table 5 show that consistently high levels of religiosity lead to lower profit
levels across gender restrictions and male management. Meanwhile, the Z-generation, baby
boomers, and pre-boomers have lower profit levels than millennials in various restrictions on
gender, assets, and male management. Generation X has a higher profit level than millennials
regarding gender restrictions and male managers. Millennial male managers have a higher profit
rate than women. The higher the level of education, the higher the profit rate compared to
millennial women. Previous asset ownership also drives higher profits compared to not owning
assets. The number of household members consistently has a positive effect on profit. Meanwhile,
the condition of someone with a double job is far higher in profit than not having a side job. Finally,
living in urban areas encourages better profit increases.

Results and Discussion

Based on the results of estimates, the level of religiosity is consistently only at the profitability of
the middle class, which indicates that the level is optimal to obtain and vice versa. It follows sharia
principles where decision-making needs to be adequately implemented. The level of Islam can
affect how a person views business profits and decision-making related to business in an Islamic
context. In Islam, some principles must be adhered to in running a business, such as the prohibition
of usury (interest), the prohibition of cheating in trade, and encouraging justice and blessings in
trade. A sharia business concept applies Islamic principles in managing business and economic
activities to measure the level of Islam in a business context. Sharia business avoids practices
forbidden in Islam, such as wsury, maysir (gambling), and gharar (speculation).

In the context of Sharia business, the primary purpose of business is not only to seek profit
but also to create social benefits for society and promote justice and peace. In Sharia business, the
profits generated must come from halal and legal activities and avoid practices that harm other
parties. In addition, in the sharia business, there is also the concept of zakat (charitable donation)
and alms which are an essential part of running a business and contributing to society. Therefore,
the level of Islam can affect how a person perceives business profits and influence decision-making
in business.

The millennial generation can influence the perspective and practice of sharia business and
its benefits. It is in accordance with the research of Liu et al. (2019). The millennial generation is
strongly suspected of having more stable profits than other generations. Millennials tend to pay
mote attention to business activities' social and environmental impacts and encourage social
responsibility in business. They are also more open to technologies and innovations that can affect
business practices. In the context of Islamic business, millennials can encourage the development
of products and services that are more innovative and responsive to market needs, including
products that are environmentally friendly and related to social needs. In addition, millennials can
encourage the adoption of digital technology in business management, including financial
management and product marketing. The millennial generation can also play an essential role in
increasing public awareness of sharia business and providing encouragement for the development
of sharia business. In this case, sharia business can be an alternative for millennials looking for a
form of business activity that is more ethical and more related to religious values.

Thus, millennials can influence Sharia business practices and the development of business
profits related to Islamic values, especially in terms of social and environmental responsibility,
technology adoption, and product and service innovation. The level of Islamic-based education
can influence how a person perceives and makes decisions about business profits. Islamic education
teaches religious values and business ethics that can influence business practices and decision-
making in a business context.

In Islamic education, there are teachings on the importance of honesty, fairness, and
transparency in trade and business. It can affect how a person perceives profits and makes decisions
related to business. Islamic education also teaches about social and environmental responsibility in
business, which can affect business practices and objectives. In this case, the study results are in
accordance with Ertuna & Gurel's research (2011) that higher education can positively affect one's
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business profitability. In addition, Islamic education also teaches about the importance of
developing competencies and skills in business, including effective and efficient management and
financial skills. It can affect how a person manages a business and earns sustainable profits.

A household's size can indirectly affect business profits through factors such as household
expenses and consumer preferences. These results are supported by Fairlie & Krashinsky (2012),
where household size is thought to have a positive effect on business continuity. The larger the
size of the household, the greater the likelihood of household expenses necessary for daily living
needs, including primary needs such as food, clothing, and shelter. It can affect consumer
preferences in purchasing products and services and the amount of money available to purchase
additional products or services, including those generated by the business. Therefore, businesses
can consider consumer preferences and develop products or services that suit consumers' financial
needs and capabilities. In addition, household size can also affect labor and the availability of
business capital. The larger the household size, the more likely family members can contribute as
labor in the business or provide financial support. It can affect the capacity of the business to
produce and market products or services, as well as to increase business profits. However,
household size does not directly affect the business's profit, and many other factors can affect the
business's profit, such as product quality, operational efficiency, marketing strategy, and market
conditions. Therefore, businesses need to consider other factors in making business development
and profit management decisions.

The results of this study are also in accordance with Solesvik's research (2013) that owned
assets are thought to have a positive effect on business profitability. Asset ownership can affect
business profits because assets can increase a business's capacity to produce and market products
ot services. Assets may include land, buildings, equipment, machinery, vehicles, and other business
inventory. In business, asset ownership can improve operational efficiency and business
productivity. For example, ownership of land and buildings can provide stability in business
premises and flexibility in developing a business. In contrast, ownership of equipment and
machinery can increase efficiency in the production process and reduce operational costs.
However, asset ownership can also incur costs and risks that businesses must manage. For example,
the cost of maintaining and maintaining assets, insurance costs, and the risk of damage or loss of
assets. Therefore, businesses must consider carefully deciding on asset ownership and managing
their assets effectively and efficiently. Asset ownership can affect business profits but is sometimes
a decisive factor. Businesses must consider other aspects, such as product quality, marketing
strategies, and market conditions to develop the business and increase profits.

Side jobs can affect business profits in several ways, depending on the type of business
being run and the side activities carried out by the business owner or employee. This is in
accordance with Urbig et al. (2021) which shows that better job status is equally positively
correlated with business success. If the business owner does a side hustle, this can distract attention
and time from managing the main business. It can impact the quality and efficiency of key business
operations, affecting business profits. In addition, if a side hustle is irrelevant to the main business,
the business owner may lose focus on the main business and reduce the ability to grow the business
and increase the profit of the business. However, if employees do the side hustle, the business can
benefit. Employees with side jobs can have broader skills and experience and bring new ideas and
creative thinking into the business. It can help improve operational efficiency and the quality of
products or services, affecting business profits. In addition, side hustles can also help employees
to improve skills and experiences that can be useful for the main business. Employees with a side
job can acquire additional skills that can be applied in their work in the main business, which can
help increase productivity and quality of work. However, remember that side hustles can affect the
time and energy available to the main business. Hence, businesses need to ensure that employees
have the right balance between their side hustle and their main job. Businesses must also consider
regulations or policies relating to side hustles within their organization and ensure that employees
comply with those rules.

Based on the estimation results, the location of residence in urban areas has a significant
positive effect on a business. Thus, it is in accordance with the results of the Sriram et al. (2007)
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study that the location of residence in urban areas has a positive effect on the sustainability of its
business. Residences in cities can affect business profits because cities have larger populations,
complete infrastructure, and more extensive and diverse markets. It can increase the potential of
the business to acquire new customers and increase sales. Businesses can use the infrastructure and
facilities in cities to increase business efficiency and productivity. For example, a good transport
network can make it easier to deliver goods or services, and information and communication
technologies can speed up business processes and increase efficiency. In addition, the city also has
a more extensive and diverse market. It can allow businesses to reach a broader market and offer
more diverse products or services according to customer needs. However, housing in the city also
has challenges and costs that businesses must manage. Due to the larger population, business
competition in the city tends to be higher, and operating costs can also be more expensive. In
addition, the cost of renting or purchasing a place of business in the city tends to be higher.
Therefore, businesses need to consider the advantages and disadvantages of living in the city in
making business development and profit management decisions. Businesses need to pay attention
to market conditions, business trends, and other factors, such as operating costs, to decide whether
a place to live in the city is the right choice to increase business profits.

Conclusion

The results show that the millennial generation's religiosity level has a significant positive impact
on the profitability of medium and low-class businesses. Meanwhile, the millennial generation's
religiosity level was also found to have a significant negative effect on the profitability of top-level
businesses. However, consistently the religiosity of the millennial generation of Muslims has a
higher effect on the profitability of Muslim businesses. On the other hand, a better level of
millennial education and asset ownership also contribute to a person's chances of earning a much
higher profit than others. Finally, Muslims in urban areas get better profits than those in rural areas.
It then suggests that diversification of the level of religiosity occurs in certain classes according to
their profit rate. If reviewed with precision, there is a strong tendency to religious understanding,
so some sides have applied the principle of Islamic values. Not only that, some tensions for
millennials, for example, but the high level of education is also alleged to encourage the realization
of stable business.

Some religions teach moral and ethical values that are applied in everyday life, including
business. These values can influence a person's view of business goals and how the business is run,
including profit-taking. It can influence a person to pay attention to the influence of his business
on others and the surrounding environment and not just focus on profit. For example, some
religions teach the concepts of justice, honesty, and truth as core values in doing business.

This study has limitations in using relatively limited time capturing and demographic
variables identical to individuals. On the other hand, the capital adequacy and generation layer
aspects have yet to be explored much in this study.
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