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Abstract 

The number of women who engage in small entrepreneurs (SMEs) in Malaysia, Kelantan has a high number of 

Muslim businesswomen whose efforts have been in place for over ten years and their businesses are able to increase 

family income on sustainable. This paper aims to identify the types of sustainability activities undertaken by Muslim 

small business women in Kelantan and to analyse the factors that influence the viability of Muslim women 

entrepreneurs doing business there. A case study was conducted to answer the question of how Muslim women 

entrepreneurs can be sustainable in business. Interview respondents were selected from a random sampling 

conducted on 15 Muslim women entrepreneurs in Kelantan. These findings indicate the dry food product business is 

more sustainable than wet goods because the sale of dry goods is always in demand and does not require much initial 

capital. This study shows that the factors that influence the survival of Muslim women small entrepreneurs in 

Kelantan are divided into three categories i.e., First financial capital, the human capital of an inherited business and 

the family experience gained in the field plays a role. Last, the patient's spiritual element, which is deliberate and 

honest. 
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1. Introduction 

Islam encourages its people to do business to enhance their social and economic life, and nine out of ten sources of 

livelihood come from industry and entrepreneurship. Commerce is an excellent part of worship as is affirmed by 

Allah SWT in the Sura An-Nisa (4:29) of the Al-Quran. The market also allows worship to fulfil the demands of the 

legal status of such activity in Islam that must be carried out, but if another Muslim has done it, then this obligation 

must be carried out (fardu kifayah) for Muslims ( Segun, 2016; Hadi & Zainol, 2015; Mamat, Nawang, & Ramli, 

2009).  

Most entrepreneurs in developing countries face a lot in improving the working capital needed (Brush, De Bruin, & 

Welter, 2009; Rekarti, Doktoralina, & Srianah, 2017). In the current economic field, women are also reluctant to 

dedicate to contributing to enliven the area of entrepreneurship in Malaysia, but the rapid development of the 

country's economy has pushed many women to engage in entrepreneurship actively. According to Drucker, (2014), 

many women entrepreneurs have already succeeded and become famous millionaires, some of them more aggressive 

than men regarding their thoughts, feelings and actions. In the business world, women have a distinct competitive 

advantage compared to men. Most women are more willing to deal with the diversity of customers and are strong in 

fostering business activities (Idris & Shahadan, 1991). 

The involvement of women in business is increasing, and women who can venture into business need to have a 

strong spirit to survive the next test. According to Orhan & Scott (2001), as much as 26% of traders in France are 

women, while women found 30% of world businesses that appear annually. Additionally, Lee (1996) stated that 80.3% 

of Singapore's businesspeople are women compared to men at only 65.6%. 

Kelantan is a state within Malaysia which has a large market called the Pasar Besar Siti Khadijah (PBSK). The 

majority of traders there are Muslim women small business entrepreneurs who have long been engaged in business 
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activities and are sustainable in their respective businesses. There are various types of businesses carried out by these 

women with raw materials such as fish, chicken, meat, vegetables and so on; textiles such as shirts, batik fabrics and 

so on as well as dry food such as serunding and traditional food of the Kelantan people namely laksam, laksa fat and 

so on. The existence of entrepreneurship can play an essential role in a country (Nugroho & Sihite, 2015; Shahbaz, 

et.al 2013; Zahra, S. A., & George, 2002). 

Besides, sustainability is the ability to weather something in the long run. It refers to the same granting of value to 

future and present decision making (O. Omar, 2010). Lindgren and Packendorff (2003) looked at entrepreneurship as 

a good practise in their project by pointing out that entrepreneurship needs to be examined from the aspect of the 

interim action. The entrepreneurial action involves the future of individuals that will affect the social interactions 

between individuals and those involved in interdisciplinary related network efforts. Sustainability is diverse and 

generally across multiple fields (O. Omar, 2010; Kamaruddin & Samsudin, 2014; Kamyab, 2014; Adewale, 2016; 

Ametorwo, 2016; Obi & Okekeokosisi, 2018; Essayyad, Palamuleni & Satyal, 2018; Gunawardana, Tantrigoda & 

Kumara, 2018 ; Bachev, 2018). 

Therefore, this study will reveal the factors that influence the sustainability of Muslim women entrepreneurs in 

Kelantan, Malaysia who have been trading more than ten years. Their business is only able to increase family income 

but not become a profitable career. Nevertheless, their businesses remain solid enough that they can last a longtime 

in the market. 

2. Conceptual Framework of the Study 

2.1 Business Types That Contribute Sustainability to Muslim Women  

The market is one of the places for women to find cash income. The mastery of women in business is a common 

phenomenon in either urban or rural areas. According to a study by Normaisarah (2014), the sustainability of the 

entrepreneur is from the form of business being undertaken. Entrepreneurs in small businesses are more sustainable 

as most of them have been in business for more than three years. Their business is seen to be stable even though at 

some point they have to suffer losses if there is a disaster. This statement is supported by Megginson, Byrd, and 

Megginson (2000) who describe entrepreneurs doing small business as a situation that is more stable than other big 

companies. Cole & Wolken, (1995); Scarborough, (2016); Wiklund & Shepherd, (2005) stated that small businesses 

require only small capital. Therefore, most small entrepreneurs in this field are more successful and sustainable than 

entrepreneurs from the manufacturing sector and so on. 

The PBSK is a significant market for such women. Because of the various types of businesses carried out at the 

PBSK, researchers have identified a genuinely sustainable entrepreneur in their business comprised of Muslim 

women entrepreneurs who sell dry goods (dried chilies, onions, shallot, garlic, ginger, lime and other type of kitchen 

needed etc.) and dry food (meat floss, fish crackers, dodol, sweets, Kelantan traditional cakes and other types of fast 

food). These entrepreneurs are chosen because many of them run their own business without hiring other employees 

to care for their stores. Many of them started trading more than ten years ago and inherited the business from their 

family. The Women Muslim entrepreneur of various ages ranging from 12 years to 70 years. 

Therefore, it is undeniable that many of these respondents have been selling at the PBSK for about 30 years by 

selling only dry food. They stated that this venture required a small capital, and its products can be taken there in 

large quantities. Therefore, to give an overview of this research, our conceptual framework of the study is presented 

in Figure 1. 

2.2 Factors That Contribute to Muslim Women’s Entrepreneurship  

Several factors influence Muslim women who are small entrepreneurs in Kelantan to do business like increasing 

household income, life-threatening factors, having business support from their families (especially husbands), 

maintaining broad business interests, doing business with sincere intention and always praying as one of their 

measures of faith. The factors consist of three specific elements that will be discussed further below, namely 

financial capital, human capital and spiritual capital. 
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Figure 1. Conceptual framework of the study 

 

2.2.1 Financial Capital.  

Two financial factors motivate small businesswomen in Kelantan to conduct business activities. These factors are 

likely to increase household income and take over the husband's duties when the husband is carrying on other 

economic activities (Nor Aini & Faridah, 1991). The first financial factor that drives them is to increase household 

income. Based on the marital status of Muslim women who are small entrepreneurs in Kelantan, 79% of married 

couples agree that the existence of their business is because they want to increase household income, while another 

21% stated other reasons. Of single entrepreneurial minority women, 60% agree, and 85% of those with a widow 

status also agree. The rest of the respondents gave other reasons for doing business. Many women entrepreneurs 

admit that, even though they are merely business-loving and seeking to earn more, when they start trading they begin 

to make the business a permanent career. 

A private work entitled Entrepreneurs in Malaysia Ming-Yen & Siong-Choy, (2007) explained the second factor of 

these businesses is to take over the husband's duties when he does other work. On the East Coast of the peninsula, 

history shows that women have long been in business, beginning with exchange activities under the barter system 

until the time of the use of money. The involvement of women is small-scale and merely taking a husband's duty. 

Therefore, women's focus is on the market. Goods traded are agricultural and fishery products initially issued for 

their use. When there is more production and the need to get other items grows, the results start to be marketed. 

2.2.2 Human Capital 

Three factors motivate small Muslim women entrepreneurs in Kelantan to trade between them because of the moral 

support of their husbands and families who encourage them to do business. Next is due to the broad interests of the 

business and the impetus of life that makes Muslim women entrepreneurs in Kelantan more likely to trade. 

According to Nor Aini and Faridah (1991), Muslim women who are small entrepreneurs are based on their marital 

status, with 10% of married women traders saying they are doing business for support and encouragement from 

husbands and families. When Muslim women entrepreneurs are favoured by their husbands to trade, as a wife this is 

important because of the redeeming of Allah SWT when her husband is pleased with everything that is done. So, this 
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is a ritual for women in doing business because they can help their husbands in seeking a living. Support from this 

husband can be seen when female entrepreneurs are doing business in the market or are assured, and the husband is 

still coming to accompany his wife when he has time. There are also those who receive their small business capital 

from a husband's job, and this shows a husband's support for entrepreneurial women to jump into business. 

De Vita, Mari, & Poggesi, (2014) noted the factors that influence Muslim women who are small entrepreneurs to 

tend to trade are because of their interest in a business. Some Muslim women entrepreneurs who engage in activity 

have been involved with other work in the past, such as participating in wage-earning in the public and private 

sectors. There are also those who have worked alone but not in business. However, they now feel free and were 

dissatisfied concerning income when working under the direction of others. However, they are motivated to run their 

own business. This is supported by Lope and Elias (2004) who stated that the future of entrepreneurial women has a 

good outlook. So, the interest in becoming an entrepreneur makes them frustrated with other available work that will 

be carried out under someone else. 

Amran Daud, (2004); Courtney, Łukowska, & Williams, (2011); S. S. Omar, (2015) also has stated that the 

life-insistence factor caused the small Muslim women's entrepreneur to do business. Due to the absence of an 

education that is inconsistent with the requirements of the current field of employment, then at the insistence of life 

and family and friends, an individual begins trading whether small or large depending on the capital, ability, 

experience and support of people around. Their range of businesses includes groceries, beauty salons, laundry and 

other trades. This is acknowledged by De Vries, (1977) who expressed that the hardships and insistence of life 

encountered by every entrepreneur leads them to succeed in entrepreneurship. 

2.2.3 Spiritual Capital 

Spiritualism (like religion) is the inner or spiritual nature and soul that does not involve physical properties. For 

Muslim individuals who venture into business, it is essential to know that Islam is highly regarded as work, 

especially in business. If the business is done with the intentions and the lawful way, then the market is not only 

judged from the profit made but will also get the reward from Allah SWT. This is inline with the statement of 

(Asyraf, 2005; Singh, Simpson, Mordi, & Okafor, 2011; Yaacob & Azmi, 2012) that Muslim traders must be 

knowledgeable on all matters of the world and hereafter so that Allah SWT is pleased with the business. 

The business practises followed by Muslim women who are small entrepreneurs are always done with the strong 

establishment (istiqamah) such as sincere intention and saying a prayer (shalat). A sincere intention is a practise that 

must be in every individual as every act to be done must be initiated with the intent. The intention is sincere because 

Allah SWT will remind the traders that Allah SWT is continuously monitoring the work, and that the sustenance 

obtained is used to the path of God Almighty. Besides, based on the hadith of the Prophet Mohammed by Imam 

Tirmidhi (No. 2616), Imam Ibn Majah (No. 3973) and Imam Ahmad (5/231 and 237), Muslims should not forget the 

shalat is a mandatory practise for every human being (Asyraf, 2005). Muslim women who are small businesspeople 

in Kelantan are very concerned about prayers because they are indeed educated always to pray and say a prayer for 

help from Allah SWT (Jermsittiparsert, Sriyakul & Rodoonsong, 2013; Setiyawati, Iskandar & Basar 2018). 

Considering such an environment as the market, its neighbourhood has mosques available for the Muslims to pray. 

Thus, in examining the factors affecting the survival of Muslim women who are small entrepreneurs in Kelantan (as 

shown in Figure 1), they can determine the victory of these businesswomen and foster the three factors detailed 

above that influence the survival of Muslim small-scale entrepreneurs in Kelantan. 

3. Method 

This research used the qualitative approach with a case study method, and Muslim women entrepreneurs in Kelantan 

were the focus. Kelantan was chosen among the states in Malaysia because the majority of women entrepreneurs are 

Muslims. The participants have currently sustained their businesses for more than ten years in a row. The qualitative 

approach was chosen for this study due to the need to explore sequences and explain the phenomenon of theoretical 

development (Wye & Lim, 2014; Iyiola, 2014; Maldonado-Guzman, et.al. 2018; Agbim & Eluka, 2018; Udanoh & 

Zouria, 2018; Okafor & Shaibu, 2016; Bugu & Yucheng, 2018). 

Data collection was conducted through interviews with Muslim women entrepreneurs in Kelantan who were already 

doing sustainable business. The interview format was chosen because interviewers could provide essential 

information on the subject of study. All interviews were recorded (audio files), and then the audio was transcribed 

into text. Finally, all the data collected will be analysed along with secondary data from other written resources. 
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4. Findings and Discussion 

4.1 Factors That Contribute to the Sustainability of Muslim Women  

Muslim women small entrepreneurs at the PBSK in Kelantan have been in business for more than ten years in the 

baked goods business. The selected business form is based on observations and interviews, for example, 

entrepreneurs of dry food. However, the real journey of these businesses is influenced by several factors: financial, 

human and spiritual (Normaisarah, 2014). 

4.1.1 Financial Capital 

Material factors can be defined as a matter that individuals need to continue their survival. Several material factors 

identified in influencing the sustainability of small entrepreneurs are to sell dry goods and food. The material factors 

sustainability of small Muslim women entrepreneurs are like the use of the owner’s capital savings and carry out 

additional capital from saving group activities with other entrepreneurs. 

4.1.2 Owner’s Capital Savings  

Every effort requires capital. After conducting interviews with Muslim women small entrepreneurs at the PBSK who 

operate food and dry goods businesses, most of these women started with initial money from their savings to make 

start-up capital or as start-up capital to get new stocks (Normaisarah, 2014). Lee-Gosselin and Grisé (1990), as well 

as Bruderl and Schussler (1990) also stated that women prefer to use business capital rather than their savings. Most 

of them started trading in small quantities. That means that when new to business, they sell only a few types of dry 

food like meat and fish crackers before they multiply their inventory. These women are smart in organising business 

strategies. As long as there is no debt, then this is to their advantage in doing business (Ahmed, Khalid, Ammar & 

Shah, 2017). As such, this is one of the factors influencing the sustainability of Muslim women small entrepreneurs 

in Kelantan. 

4.1.3 Additional Capital From a Savings Group  

Additional capital from a savings group conducted by small entrepreneurs is usually conceptual in saving money in a 

congregation in fellow business owners. This format is small-scale and works by gaining trust with each other. The 

money earned comes from the savings group at a point in the future. They are more likely to carry out this activity, 

so when it comes to their turn, they can reuse the money as capital to buy goods and food for their business sales. 

These advance payments from the Islamic point of view are seen as interest-free loans by group members. For that 

reason in every month, all members of the group will donate to the loan that is to be returned within the stipulated 

time. This savings activity is also known as chit funds. Reda, (2013); Shannahan, (2016) stated that to maintain that 

the capital group is lawfully run, credible, recognised and agreed upon by Memorandum of Understanding (aqad) for 

the benefit of all benefits to avoid fraud and corruption (gharar). In conclusion, this additional capital from group 

saving between a limited partner and reasonable trustworthy colleagues and a written contract should be done since it 

is merely a borrowing activity and does not involve benefits for the future. 

4.2 Human Capital 

Human capital is the development of human resources for individuals, not only through knowledge, but by covering 

all aspects of personalities such as having a competent and robust identity as well as being capable of thinking 

creatively and critically. Competitive individuals need to have the skills to solve the problems faced and to have the 

ability to cope with the changing global environment of today. 

4.2.1 Family Heritage 

The results of the study conducted in Kelantan with Muslim women who are small entrepreneurs show that many of 

them are trading from a hereditary ancestral family business as did their grandmother and mother. Small business 

entrepreneurs with little capital provide many job opportunities to their family members (Kuratko & Hodgetts, 2001; 

Megginson et al., 2000). To preserve their business, family members prefer to have their children inherit their 

activities to ensure that the efforts made so far are still working (Normaisarah, 2014). Therefore, the factors that 

affect the survival of these small Muslim women entrepreneurs are because they inherit the family trade. Thus, as 

business successors, they do not need to spend capital because the inherited trade has stabilised, and they are 

perpetuating the business by following the rules set by the government. They believe that if the family handles the 

trade, then the company can last forever. However, these women entrepreneurs continue to have challenges 

entrenched in trading diligently to perpetuate their accomplishments in striving to maximise profits so that their 

businesses do not suffer losses. 
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4.2.2 Experience  

Most of the Muslim women who are small entrepreneurs in Kelantan have commercial experience since adolescence. 

They started at the market during their teenage years as they accompanied their mother to trade there. At the same 

time, they could learn how to sell and manage their own business, so it cannot be denied that they become trained 

and educated in trading since childhood. Although they do not have a college education, they have valuable 

experience that has been nurtured since childhood, and they can sell their own freelance experience that teaches them 

to continue building their heritage business (Rekarti & Doktoralina, 2017). Sitterly (1994) expressed the impression 

of expertise when children encourage them to become more independent in running the trade. Based on this, 

experience is a factor of sustainability. 

4.3 Spiritual Capital 

The spiritual factor can make a person quite human when it is applied in Islam, which mentions bodies, i.e. physical 

and mental health, i.e. a business called worship when executed following the Islamic Shari'a (Makhbul & Hasun, 

2010; Tlaiss, 2015). The spiritual factors that influence the sustainability of Muslim women in the PBSK are as 

follows: 

4.3.1 Patience 

Patience is required in Islam and needs to be in every human being. The value of a person's patience is high and also 

the achievement of one's glory. High patience needs to be present in every Muslim women who is a small 

entrepreneur to ensure their sustainability in the PBSK. In the commercial process, the time taken to determine the 

stage of profit takes a long time. According to Wan Sabri (2003) and Ramadani, Dana, Ratten, & Tahiri, (2015), an 

entrepreneur triumph is a businessperson who has a store of patience to face difficulty and exhaustion and needs to 

try as though not facing any problem. Patience plays an essential role in determining their resilience in trade even if 

their business is not always profitable. 

4.3.2 Intentions 

The intention is the main thing that must be in every entrepreneur before doing something. Purposes will be seen on 

the behaviour and actions of individuals to become a spiritual value within themselves. All Muslim women 

entrepreneurs at the PBSK agree that intent is the most critical aspect of starting a business, and with a sincere 

intention and under the Islamic Shari'a they can last long at the PBSK. Muslim women who are small entrepreneurs 

in Shari'a are sure to choose the lawful business according to the Shari'a for their business. The halal guarantee 

requirement in pursuing this business is supported by (Arham, 2010; Zulkifli, Omar, Siti, & Saripuddin, 2015) who 

noted entrepreneurs must carry on their business by Islamic law and aim to get the pleasure of Allah SWT(Ali & 

Haseeb, 2019). They say, even though their company does not make a considerable profit, as long as their market is 

halal or inline with their intentions to support the family from the business outcome. 

4.3.3 Honesty 

Honesty is a spiritual value that also affects the preservation of Muslim women entrepreneurs at the PBSK. Stores 

are organised to be close together with each other. Interviews can show honest attitudes with almost all Muslim 

women entrepreneurs who admitted they are honest and trustful in their business. As an example, when a side shop 

does not have a seller because the seller goes on a break, they are permanent neighbours who will sell goods in the 

side shop if there are customers who want the goods. They have never been envious of the profits because each of 

them carries the same goods at almost the same with the same price. They believe that Allah's provision has been set 

beforehand. The exact attitude in keeping others’ trust is due to the high awareness at the PBSK about family 

relationships and neighbourhoods nurtured in the past. They will not oppress each other because they trust each 

other. 

4.3.4 Charity  

Alms are a religious property (Abdullah S. and Mikail S A, 2013). As a result of the interviews with Muslim women, 

small entrepreneurs say they always give charitably from the results of their business. Although the amount is not 

much, they still give to the less fortunate. The alms produced from some of the sustenance gained is a rewarded 

practise multiplied by Allah SWT as described in the Quran Surah Al-Baqarah, (2: 261 & 2:262) In other words, 

alms issued because the command of Allah SWT will bring more abundance to the people who always practise it. 

The alms should be sincere and not expected as a reward. Every act of charity should be hidden from the knowledge 

of the people and not spread around. This is what makes a charity as their practise and proves the spiritual power of 

the Muslim women entrepreneurs in the PBSK to influence their business sustainability. 
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4.3.5 Religious Compliance  

The interviews conducted helped clarify the religious activities conducted throughout their business. Among the 

operations and practises performed are shalat, saying a prayer and other deeds or behaviour of the prophet 

Muhammad SAW (Sunnah). Evidence of coordination of business ventures with worship to God can also influence 

honest, trustworthy and responsible behaviour of Muslim women entrepreneurs (Asyraf, 2005; Yaacob & Azmi, 

2012). 

Meanwhile, prayer is a practise organised in Islam. The believer who practised prayer to Allah SWT then knows 

Allah Almighty will fulfil his prayer request as Al-Quran Al-Baqarah, (2:186). Praying is always done by these 

Muslim women who are small entrepreneurs. They believe it is a practise that can lead to the consolidation of their 

business so that they are able and remain long because the sustenance gained is a gift from Allah SWT. They believe 

that entrepreneurial success can occur if they maintain a good relationship with Allah SWT via shalat or saying a 

prayer request because Allah SWT is the determinant of the success of his people (Abu Bakar and Syarifah, 2005). 

Last religion compliance is to practise Sunnah. The women at the PBSK have not missed the practise of Sunnah 

claimed by Allah SWT and the Messenger of Allah (SAW) who always practise zikir and salawat to the great 

Prophet Muhammad SAW. They stated that if they had the freedom, they would instead remember, pray and recite 

surahs. This practise is always done so that they are accustomed to zikir and salawat when they have no customers or 

have free time. Their leisure time is filled with healthy activities while staying close to Allah SWT because every 

practise done is a way of connecting people with Allah SWT. 

5. Conclusion and Implications 

Factors affecting the sustainability of Muslim women’s entrepreneurship at the PBSK consists of two basic 

categories such as business type and factors that affect the continuity of business entrepreneurs at the PBSK. An 

entrepreneur who runs a dry goods business is more sustainable than an entrepreneur who runs other sales items. It 

happens because dry goods require a less significant bit of capital, and demand for commodities is always there. 

Among the factors that affect sustainability are three specific factors, namely financial, human and spiritual that 

affect the survival of Muslim women entrepreneurs throughout their business processes. This can explain why 

Muslim women who are small entrepreneurs at the PBSK can last a long time in their business even if their business 

is suffering from loss or profit. 
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