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Abstract

The purpose of this article is to understand the starting point of the
intention of religious entrepreneurs, that we call "Atypical”, for the simple
reason that their entrepreneurial intentions include not only the economic
aspect but there is also evidence of some foundation walls spiritual view of the
context in which operate these entrepreneurs: the Tijanie brotherhood. These
religious entrepreneurs create travel agencies specializing in the phenomenon
of the "Zyara”!. To do this, we will focus initially on generalities about
highlighted Islam in Africa, and then we will introduce our paper on the
emergence of the Tijaniyya brotherhood. In a second step, we will emphasize
the economic dimension of the Tijaniyya, which includes both the
phenomenon of the «Zyaray, and trade which can arise; but also the emergence
of atypical entrepreneurs in their entrepreneurial intentions through creative
type travel "Zyara”. Our epistemological positioning is interpretative; that is,
we go from the field to interpret the intentions of these entrepreneurs, given
the absence of literature dealing with entrepreneurship in a religious context.
This means that our mode of reasoning is inductive; what brought us to do in-
depth interviews with this type of entrepreneurs in Senegal. This article
presents concrete results concerning the entrepreneurial intentions of the
religious entrepreneurs object of our present study. These intentions are
religious orders, in the context of these entrepreneurs; on a categorized these
intentions under five major axes; « Love and Propaganda of the Brotherhood
; Join the useful to the pleasant ; Respect and love of members of the
brotherhood ; Self-achievement ; Tribal or family affiliation ».
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Y Individual or collective visit, on the tomb of a saint or with his living representatives, by
people in search of baraka, to ask them for favors or to thank them for wishes granted
"(Meriboute, 2010) p. 262.
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Introduction

The development of the entrepreneurial spirit, creativity and
innovation represents a major stake of the economic growth especially for the
developing countries. All economic actors encourage the promotion of
entrepreneurship given its importance to evolve the liberal economic system
as well as to stimulate the economic activity of a country.

If a country wants to be competitive, it must ensure that a large number
of its population is aware of the entrepreneurial spirit. The latter is considered
as the determining factor for the creation of businesses, jobs, increased
competitiveness and the restructuring of the economic fabric as well as the
fight against poverty.

The entrepreneur is an indispensable player in the socio-economic
development that contributes to innovation and the implementation of new
strategies. He is considered as an individual with distinct qualities (an
innovative, creative and opportunistic person who likes to challenges and take
risks).

Academic research in the field of entrepreneurship is progressing fast,
especially in Anglo-Saxon countries. Numerous studies have focused on
explaining the entrepreneurial phenomenon, through the identification of
factors predicting the entrepreneurial act or through the explanation of the
processual approaches of the entrepreneurial phenomenon (identification of
opportunity, organizational emergence, vision entrepreneurship, project to
undertake, etc.).

In this respect, and given its mediating nature between the exogenous
variables and the act of creation, the intentional phase of the entrepreneurial
process deserves more attention. Indeed, studying the intention in an
entrepreneurial perspective seems a good research strategy.

Virtually all researchers interested in business creation agree that
intention is an important element in the entrepreneurial process. Thus,
(Kolvereid, 1996; N. F. Krueger, Reilly, & Carsrud, 2000; Tounes, 2003) all
state that business creation is an intentional process. Moreover, (J. N. F.
Krueger & Carsrud, 1993) state that the study of a future entrepreneurial
behavior is inseparable from the intention that animates the individual as to the
manifestation of this behavior.

On the other hand, we note that Entrepreneurial Intentions are
influenced by the attitudes, values and beliefs of the individual (J. N. F.
Krueger & Carsrud, 1993; N. F. Krueger et al., 2000). In this sense, the
intention may be the best preacher of action regarding the entrepreneurial
approach in a specific context. Such as entrepreneurship in a religious context
as we present in this paper.
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Theories of entrepreneur intention:

Academic research in the field of entrepreneurship is interested in
explaining this phenomenon, through the explanation of entrepreneurial
process approaches (opportunity identification, organizational emergence,
entrepreneurial vision, entrepreneurial project, etc.) or through the
identification of the predictors of the act of doing business.

For this purpose, many studies postulate that entrepreneurial intent is
the almost absolute predictor and the most reliable variable for explaining
entrepreneurial behavior (Achour, 2016; Amari, Abbes, & Boudabbous, 2014;
Emin, 2004; Linan & Fayolle, 2015; Moreau & Nantes, 2006; Tounes, 2003;
Van, Fred, & Paul, 2006). In addition, the understanding of the concept of
"intent” is based primarily on the contributions of the school of social
psychology and the contributions of entrepreneurial research to predict
entrepreneurial behavior.

All researchers who question the intentional behavior take into account
the cognitive aspects of the individual. From this reflection, two main models
of social psychology have emerged in the literature of entrepreneurship: The
model of reasoned action (Ajzen & Fishbein, 1980) and the model of planned
behavior (Ajzen, 1991).

The theory of reasoned action (Ajzen & Fishbein, 1980) states that
intention is determined by a person's attitude towards behavior and the
importance they attach to opinion and reactions. Of his close entourage as to
the adoption of the said behavior. Inspired by this theory, Ajzen, (1991)
extended the latter, adding a complementary variable: perceived behavioral
control.

In other words, the theory of planned behavior constitutes the extension
of the theory of reasoned action, proposed by Ajzen & Fishbein, (1980). This
theory interest to explain that not all behaviors are completely control of
volition but the degree of knowledge and control that each individual possesses
of his abilities in addition to the resources seem necessary to trigger the desired
behavior.

For the author, intention is the intensity with which an individual is
willing to try, the level of effort he expects to invest to adopt a behavior (Ajzen,
1991). Thus, the more the intention to adopt a behavior is strong; more the
latter does not have to be concretized. Behavioral theory postulates that
intention predicts behavior through three variables (Bash, 2015; Crant, 1996;
Hermans, Vanderstraeten, Dejardin, Ramdani, & Van, 2013) :

« Attitude (psychological factors): This is the assessment made by the
individual of the desired or intended behavior. They vary according to the
results and anticipated consequences of the behavior in question.
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* Subjective norms (socio-cultural factors): They refer to the social pressure
experienced by the individual. For example, they can translate into the
aspirations of family and friends about an individual's career choice.
* Behavioral control (contextual factors): It represents the degree of knowledge
and control that each individual possesses of his abilities in addition to the
resources necessary to trigger the desired behavior. The main novelty of the
theory of planned behavior of Ajzen, (1991), compared to the model of
reasoned action (Ajzen & Fishbein, 1980).

Therefore, it seems appropriate to study more closely this phenomenon
of entrepreneurial intention, not with the traditional entrepreneur, but this time
with an entrepreneur, we call "religious™ in a context of brotherhood Tijane.

The Tijaniyya and parallel trade

Since the last decades, several researchers have been interested in the
phenomenon of African migration and its intention. Both Bava & Picard,
(2010), note that religion is often the cause of African migration; nevertheless,
these migrants are far from forgetting or even abandoning their practices and
cultures; on the contrary, they try to reactivate them to exploit them at best.
Thus, these scholars postulate that religion gives birth to new religious figures.

In parallel with the development of this phenomenon in Africa, and
more specifically in Senegal, the existence of the Tijaniyya brotherhood in
Senegal generates social, political economic repercussions on Morocco
(Lanza, 2011; Sambe, 2010; Seck & Lanza, 2014; Triaud, 2010). In this article,
we will focus on some of the economic consequences that emerge in an
international context between Morocco-Senegal (Lanza, 2014b).

Indeed (Lanza, 2014b), during his ethnographic work on the Tijaniyya
in Morocco and Senegal, shows that there are several Tijanes Senegalese who
are organizing to visit the temple of their religious guide Sidi Ahmed Tijani.
This phenomenon is called the "Zyara". Thus, faithful Tijani people from all
over the world get together and organize to visit the tomb of Saint Sidi Ahmed
Tijani; the goal being to purify their souls; "Atazkia", and thus arrive at a state
of ecstasy and closeness to God (Balambo & Houssaini, 2014).

Indeed, in this context of brotherhood Tijane in Senegal, there is a rise
of a parallel economy; an economy based on the "Zyara" pilgrims in Morocco.
According to (Lanza, 2014a) any phenomenon of “"Zyara" is an opportunity
not only to visit the holy places of the brotherhood everywhere in Morocco but
also to take advantage of the situation in order to trade.

Generally, Senegalese Tijanes move to Morocco during the
"Mouloud"”, literally, the birth of the prophet, and take advantage of the
situation to trade of all kinds during the circuit prepared for this trip. In the
same context, (Bennafla, 2005) notes that the passage of these pilgrims to holy
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places leads to the creation of new markets and a "religious offer reactivated
by new actors: the pilgrim traders".

(Lanza, 2012), has conducted extensive research on the Tijaniyya
brotherhood in its tryears oldnational context, and noted that the various actors
of this "economic-religious sector” gave birth to new entrepreneurial figures,
these companies are form of travel agencies commonly called "Zyara™ type
travel agency; who organize the pilgrimage to Fez. Nevertheless, these
companies were created by entrepreneurs like no other.

The example that stands out in force is the development of “Zyara" in
the zaouia of Fez, place of pilgrimage of Tijanes since the late 19th century
(Seck and Lanza, 2014). This "Zyara™ concept has been taken over by more
and more organized travel agencies to better carry out all-inclusive "Zyara
packs". In addition to e Fez, a key step in the Zyara, agencies organize visits
to Casablanca; shopping city, Rabat, Marrakech, Meknes, Moulay Yacoub;
and day by day the agencies innovate and create new steps to make the Zyara
less tiring and more entertaining. However, each city represents a stage, and
each stage refers to a religious interest related to the Tijaniyya; (the Hassan 11
mosque and the zaouia Tijaniyya in Casablanca, the Zaouias Tijaniyya of
Rabat and Marrakech with the mausoleums of the great Mogadems of the
brotherhood, the house of one of these great Mogadems in Meknes ...). Guides
working on behalf of agencies are often notables of the brotherhood and play
a dual role, religious coaching, and tour guide (Lanza, 2016). This type of
tourism is therefore a space for strengthening relations "Morocco-Senegal”.

To define these concepts, Lanza to adopt an ethnographic method,
which consists of immersing yourself in the middle of the Tijanes, pilgrims,
sheikhs, and Mogadem and report as objectively as possible the information,
gestures, replicas, images or any other aspect found during immersion. Thus,
the objective was to find definitions of Baraka in the person supposed to hold
it, to complete the definitions found in the books.

Thus, there is a difference between the sheriffs (descendants of the
prophet), the sheikhs (religious masters), and the Mogadem (notables of the
brotherhood), but all three do not need documents attesting the authenticity of
their affiliation or their religious knowledge; their ancestry is largely sufficient
to legitimize their supernatural powers, their weight and their status within the
brotherhood. Indeed, in this context of brotherhood Tijane in Senegal, there is
a rise of a parallel economy; an economy based on the "Zyara" pilgrims in
Morocco. Thus, according to (Lanza, 2014b) any phenomenon of "Zyara™ is
an opportunity not only to visit the holy places of the brotherhood everywhere
in Morocco but also to take advantage of the situation in order to trade.

It is in this perspective that our research aims to study the
entrepreneurial intention of the religious entrepreneur who created these travel
agencies that organize the "Zyara".

143



The exploratory study: methodological approach

In this point, we specify the methodology used in this research. To our
knowledge, few works have targeted the religious dimension of Senegalese
entrepreneurs in a context of brotherhood. Therefore, it is the exploratory
logic, which makes it possible to construct a theory or new concepts (Rispal,
2002) which seems the most adapted to our theme.

In addition, it seemed appropriate to use flexible methods of data
collection. In this respect, the qualitative method has been used because of its
efficiency in exploratory research (Charreire & Huault, 2001; Thiétart, 2007).

Consequently, like several researchers' recommendations (Grenier &
Pauget, 2007; Miles & Huberman, 2003; Rispal, 2002; Thiétart, 2007), the
relevant method of collection used in our approach is maintenance (Bell, 2010;
Corbi & Larivi, 2014; Merriam, 1988; R. K. Yin, 2015). Thus, we conducted
10 semi-structured interviews using an interview guide constructed from the
concepts used in this research. We interviewed entrepreneurs creating "Zyara"
type travel agencies in Senegal and more precisely in Dakar, the economic and
political capital of the country.

In addition, targeted sampling is used. It involves identifying
companies that meet specific criteria (Bell, 2010; R. Yin, 2003). (Parissier &
Audet, 2013) states that the cases where there is some specific point to
remember should be those that are selected, rather than identifying the
"typical” cases. Participants are informed because they have certain
experiences and insights related to the research question (Cléret, 2013; Corbin
& Strauss, 2008; Merriam, 1988; Miles & Huberman, 2003; Wacheux, 1996).
Indeed, our people have been looking at Muslim entrepreneurs who want to
join the Tijane Brotherhood,; this desire to explore specific cases reinforces the
relevance of this research approach.

In this research, the criteria for the selection of participants include:

* Being Senegalese;
* Being a Muslim Senegalese;
* To be Senegalese Muslim, Tijane;

As a result of the research approach, the sample size is limited to ten
cases. This is consistent with the recommendations (Audet & d’Amboise,
2001; Eisenhardt & Santos, 2002). Indeed, (Eisenhardt & Santos, 2002)
suggests that there is no ideal sample room, but that the researcher should
explore between four and ten cases. When there are fewer than four, there may
not be enough people to create a complex piece of music.

Even though, more than ten cases can result in many deaths, which
makes the analysis difficult. (Audet & d'’Amboise, 2001) also warn of a large
sample size to ensure that the researcher is not overwhelmed by the donkeys.
They limit their study on strategic analysis from small businesses to eight
cases.
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It is in this sense that we conducted a wave of 10 semi-structured
interviews over a period of two months; between March and April 2017. The
sample is made up of 5 women and 5 men, as indicated in the table below. The

following table gathers all the information related to the panel's contractors.
Table n ° 1: Characteristics of the entrepreneurs interviewed

Gender Age Brotherhood
Entrepreneur 1 Male 58 years old Islam, Tijaniyya
Entrepreneur 2 Male 31 years old Islam, Tijaniyya
Entrepreneur 3 Male 46 years old Islam, Tijaniyya
Entrepreneur 4 Female 41 years old Islam, Tijaniyya
Entrepreneur 5 Female 40 years old Islam, Tijaniyya
Entrepreneur 6 Female 56 years old Islam, Tijaniyya
Entrepreneur 7 Female 45 years old Islam, Tijaniyya
«Entrepreneur 8 » Female 48 years old Islam
Entrepreneur 9 Male 67 years old Islam, Tijaniyya
Entrepreneur 10 Male 65 years old Islam, Tijaniyya

Analysis of the collected data was done using the content analysis
technique outlined by (Miles and Huberman, 2003). After each interview, we
were able to generate codes (Negura, 2006) from the transcripts of the
conversations with the interviewees (Anadon, 2006; Creswell, 1998; Glaser &
Strauss, 1967; Locke, 2001).

Results

In this part, we try to understand the spiritual motives of the
entrepreneurial intention of the "Zyara" travel agency creators, from which we
will try to propose a conceptual diagram of the intention of the entrepreneurial
intention, proposing new concepts from the qualitative study.
Thus, we can summarize all the themes identified from the
interviewees' comments in the following table:

Clear Topics N

Sub-themes raised

Table 2. Main themes fro

nnnnnnnnnnnn

m interviews conducted

ew | Interview | Interview | Interview | Interview | Interview [Inferview 8| Interview | Interview | Interview 11| sub-
(mirvoir) | 9 10 (de | total

3 4 5 6 7

Numbe{
of time!

1 [Follow aDivine Way (Grace of God)

=

0

=]
o
=)

1 {12

o+

2 |Follow the path of "Sidi Ahmed tyjam"

Love and Propaganda of the | 3 [Love in Moroceo and Fez

3
Brotherhood 4 |Love and servitude to the brotherhood
5

§ |Receive the Baraka from "Cheikh Sidi Ahmed Tijani"
Promote religion and brotherhood nationalty and intemationafty

2| Join the useful to the pl

Toin academic achievements with religion

T e e e EE
wlule|wle|o|ops 5

[EleEEElEe
EEC e
e EE
e e
ClEEEEeeE

EE e e e e

1t refigiou

| experence with post ref

[Develop a business "Halal"

o | | [

| [ e [ o [ | =

0|Respect for the role of "chénf”

I = S B B e e )

- A e Rl el e R R )

Qudiy

'

C]

1
1 of Ti
1

Respect and love of members of

2| Cultural
the brotherhood = St ofter

|15[Developing his own faith

14)Help "FissabiliAflah" to the Tijani pilzrim brothers

wlelae|m|s|a|e

FEEEEE T EEEEEEE

[T EEE
= e
= RE R
E[EEE
EleEEe

B ] E B E=] = B P ey e e e

=[e
[E[eE[ee

16| Purification of spirit

17[Develop the fith inside the agency with the collaborators

18[Make the "Zyara" annually

wlolo|=la|ala|=|w]|o|o]|—|=]= ===

19|Self Giving weight and legitimacy within the brotherhood

20{Apply the achievements of "Hijaza"

H

21|Make a family dream come true

83

Tribal or family affiliation

22|To have the "Dousa" and the "Baraka" of the Grand father

o1

m|ela|a|a|—|s]|a|—=]a|= = 2|~ | = | [ ] o | o]
e N N R 5 ) P P P P P P P P P P ) P P P

TEERE

it

e b A R R

[23(Fanily Tradition (Honoring the Fanily)
24[Family nspiaton

TRl [ [T

P PS5 P PSS 1N Y P
= =) 1 (%) 1y 1y ey

4
1
4
2
4
1
1
1
0
4
]
0
0
)
1
0
0
4
0
0
0
[)
2
1

) S S e e
slslElE] < ||~ = = | == S ==~ - (< (SIS =]=
=== < < |- |< =< == ===

TEEEE
T

L4
v
id
id
I

EEEEE

g 0 0

U oy P I S S R S P P P Y S R P e e
=

T[T [e[EE

210

I

* Number of interviews where the topi

145

O [EEEEEEETEE [T E T e e

s

a

spontaneously

0
1
1
3
1
1
0
1
0
1
1
0
0
2
1
0
0
2 B
0
0
0
0
4
2
m

entioned

o FEFEET
=5 [EEfEERE
[ > 20 PN P P P P P

< |olo|=|e

t

interviewee



Let's begin by summarizing the answers of the interviewees by theme:

First of all, and according to the interviews carried out, we find that all
entrepreneurs are Tijanes and consider the brotherhood as an ultimate goal of
life; as the interviewee "AS" mentions: "The brotherhood Tijane for me It's the
way, my faith, my goal in life and my determination and my intention in all
that I do".

* Love and propaganda to the brotherhood:
* Follow a divine way:

The entrepreneurial intent of religious entrepreneurs seems to be
motivated by God's motives of seeking God's grace by following his path
through the creation of this type of travel agency; as explained by an
entrepreneur "MG": "What motivated is that it is a new product of cultural and
religious tourism, to promote, to make known to people, also to promote my
faith, which is a faith Abrahamic, Islamic, but also my brotherhood Tijaniyya,
how to promote and develop it as you saw today in this Sufi Social Forum, it
is a way to promote the brotherhood on the economic, spiritual, social and
religious "... ... "According to the school of" Elhadj Malick Sy "there are five
principles that we follow, there is our religion, our brotherhood (go to Fez),
our job, our dahira, and our way (go to Tivaouane ). So as you see visiting
Zaouia Sidi Ahmed Tijani is very important for us.

So all of this made me think seriously about what to do; how to develop
it; it's actually through a travel agency. And it is with my meager means that |
created this agency. ". However, this does not exclude the fact that this
entrepreneurial act is motivated by an economic concern; indeed according to
"MG", the economic motive "So for me the religious and cultural motives are
in perfect harmony and complementarity between them.

In the same way another entrepreneur "NM" underlines to us that what
motivated him mainly to initiate an entrepreneurial act of creation of travel
agency of the type "Zyara" is the fact to follow his Islamic religious faith: "J"'
| created this agency by what simply, it is my faith, it is my objective of life,
and it is my religion ".

* Follow the path of Sidi Ahmed Tijani

Some entrepreneurs like "MCD" have confirmed to us that their
entrepreneurial intention is mainly motivated by following a brotherly way of
Sidi Ahmed Tijani, the founder of this brotherhood: "As I told you, undertaking
in religious tourism, is guided by Allah, It is the way of Sidi Ahmed Tijani that
made me enter this sector ...... .. and I love the tariqa, and the only way to serve
sidi Ahmed Tijani, with what | studied is the creation of travel agency type
"Zyara".
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* To receive the Baraka of Sheikh Sidi Ahmed TIJANI

The interviewees consider that their entrepreneurial intention is
motivated by the baraka of their sheikh and spiritual guide; which for them is
essential to the success of their business. "'l am looking for the total satisfaction
of the customer. Motivated by spiritual love throughout the trip, because
thanks to the Sheikh's Baraka, we are what we are today. The economic is just
for form; we pay the charges and we have a little nothing at all that develops
as we have more pilgrims ".

* Promote religion and brotherhood nationally and internationally

Indeed, one of the reasons for the entrepreneurial intention is the
promotion of the Tijani brotherhood at national and international level,
moreover the entrepreneur "MG" underlines it in the interview we conducted
with him; "What motivated me is that it is a new product of cultural and
religious tourism, to promote, to make known to people, also to promote my
faith which is an Abrahamic faith, Islamic, but also my Tijaniyya brotherhood,
how to promote and develop it as you saw today in this Sufi Social Forum is a
way of promoting the brotherhood economically, spiritually, socially and
religiously .

¢ Join the useful to the pleasant
* Join academic achievements with religion

In fact, it appears from the interviews carried out that the
entrepreneurial intention of these entrepreneurs was motivated by the fact of
joining the academic training to religious concerns; as shown by the
entrepreneur "MG™": "l attended a training in the hotel and tourism institute of
Agadir; here is tourism in General; before | had studied at Karaouiine in Fez.
So | was able to join Koranic studies with modern studies. "So it was easier
for me to go to religion; so after studying in Agadir; | said to myself that what
can go with the training I did in the hotel business that can go with the baggage
in religion that | learned in Karaouiine.

An entrepreneur also points out this causality, it is about "AAD", which
notes in the interview that: "My studies were purely managerial and my family
and religious, and therefore why not join the two. Besides, the prophet was a
trader too. There is nothing wrong with making money, the main thing is that
it is lawful ”.

* Develop a Business ""Halal'*

Another theme raised during our interviews with these entrepreneurs,
that of developing a business called "Halal"; moreover, "MG"™ mentions it in
his speech: "... one bases oneself on the principles of the Tariga, they are clear
and clear; like what happens in Islamic finance. Last week | participated in a
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symposium on "Halal” cuisine; | made a communication on tourism "Halal",
I told them, how there is Islamic finance without there is an Islamic economy;
how do you want to finance an illicit economy with legal money; and it was
before the Senegalese Minister of Commerce. You need an economy in parallel
with Islamic finance, and that's what | did with the creation of this type of
travel agency. "

"FBA" is an entrepreneur interviewed also about his entrepreneurial
intent, he created this agency among other things to promote a business
"Halal"; this has been mentioned more than three times in his speech; and |
quote for example: "..., because it is the spiritual that regulates the economy
and allows us to have a" Halal "economy, so it is a total complementarity".

* Respect and love of members of the brotherhood
* Respect of the role of the 'Chérif’

It appears from interviews with the eleven entrepreneurs that seven of
them raised the fact that they created their travel agency just because they were
prompted by one of the 'sheriffs' of the zawiya Tijani of Fez . Thus "MG"
quotes: "1 was one day with the Khalif General of Tijaniyya at the time" Rajab
Aziz Sy DABAAX ", hence the name of my agency" Dabaax Asfar ", this is the
only agency in Senegal who has a word in Arabic. So | was with the Khalif, in
an official delegation invited by King Hassan 2; and every time we were in a
hotel, seeing the services, seeing the satisfaction of the people is so important
for me, which pushed me to give me funds in this area.

In another interview the interviewee "NM" confirms that: "Once
sheriff" Zoubeir "asked me what | was doing now, he asked me to open an
agency, and he insisted, after and in 2009, | thought why not do it. And |
created my own agency. After when | returned to Morocco, | told him about it,
he told me listen Maguette, this agency, is of sheikh sidi ahmed tijani may god
have grace on him.”

* Satisfaction of Tijane pilgrims

"MCD" is an entrepreneur who has raised another intention that has
pushed him to undertake in this sector; that of the satisfaction of Tijanes
pilgrims. He quotes: "1 am looking for the total satisfaction of the Customer.
Motivated by spiritual love throughout the trip, because thanks to the Sheikh's
Baraka, we are what we are today. The economic is just for form; we pay the
charges and we have a little nothing at all that develops as we have more
pilgrims ™.

This was also confirmed by other interviewees; as for example "NM"
which emphasizes the importance of the unconditional search for the
satisfaction of its pilgrim customers: "So for me it is not for making money, |
did it because | am a talibé Tijani, I did it for love. Moreover, in the "Zyara"
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that | organize, I always look for great luxury for my pilgrims while the price
is aligned with other competitors. | want all the time to put them at ease. "

* Self-achievement
* Develop his own faith

Indeed, according to the interviews carried out, the theme of
development of the entrepreneur's faith is a motive for the entrepreneurial
intention in this field. He was quoted Seven Times during the eleven
interviews. Thus the entrepreneur "HM" explains that: "I created indeed this
travel agency to flourish spiritually and develop my faith whenever it is
possible to do the” Zyara "

* Make the ""Zyara" Annually

It is found that there are ten entrepreneurs out of eleven who raised this
mobile, which, for them, pushes them to engage in an entrepreneurial act of
this kind. "NM" explains to us: "I created this agency to promote the" Zyara
"at Sidna Cheikh, but also so that | leave each time to recharge my batteries.
With or without the group, I'm leaving. "

* Tribal or family membership
* Family Tradition (Honoring Family)

The interviewee "AAD" raises another theme that is another motive for
entrepreneurial intent; that of the family tradition, or the fact of created the
travel agency for the simple purpose of honoring the memory of one of the
members of the family: "If not for me, | undertook in this sector to realize the
dream my brother (may god have his soul) who wanted to help the Tijanes of
our tribe in Thies to go to the "Zyara" in Morocco. So that's mainly why, then
the tourist area is a bit close to what | had studied. So why not join the two? "

* Inspiration of the family

Our study also shows that being inspired by one of the entrepreneur's
family members is another intention for entrepreneurial intent. The
interviewee "FBA" confirms this with his words: "When | went to school in
Morocco, | returned to Senegal, and | worked in a travel agency almost 7 or
8 years. After | thought to myself now that I know the job why work with
another. I had the idea to create a normal travel agency, and it was my brother
who pushed me towards religious tourism; he told me we are Tijani, there are
people going to Morocco, why not organize the all-inclusive package and only
specialized in that. And in 2006, | started in my own agency.”

After having identified the spiritual motives of the entrepreneurial
intention most cited by the interviewees, some of the topics that are not
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significant are found. However, cited less than five times, out of the eleven
interviews conducted.

Data Analysis: Conceptual Diagram of Entrepreneurial Intent in the
Religious Entrepreneur

After having identified the spiritual motives of the entrepreneurial
intention most cited by the interviewees, some of the topics that are not
significant are found but cited less than five times out of the eleven interviews
conducted.

In fact, we note that the theme most cited by all interviewed remains
"Love and propaganda to the brotherhood™, and this 89 quotes during the
eleven interviews, followed by "Respect and love of the members of the
brotherhood "by 51 quotations, then" Self-fulfillment "by 48 citations, then"
Joining the useful to the pleasant "by 40 quotations and finally" The tribal or
family affiliation "by 27 Quotes.

Regarding the sub-themes raised; it can be seen that out of the eleven
interviews carried out, the spiritual motives of the entrepreneurial intention of
this type of most-cited entrepreneur are five:

- Follow a Divine way (Grace of God): 9 Times out of 11

- Love and servitude to the brotherhood: 8 Times out of 11

- Join academic achievements with religion: 8 Times out of 11

- Satisfaction of pilgrims Tijanes / Search for quality: 10 Times out of
11

- Perform the "Zyara" Annually: 10 Times out of 11

All these motives are spiritual and shape the entrepreneurial intent of
these entrepreneurs. This motivation gives them the status of "atypical", not
like a traditional entrepreneur who has an economic concern that pushes him
in most cases to undertake.

Therefore, we can conceive the spiritual motives of the entrepreneurial
intention in which five major themes coexist.
The following figure summarizes all of these ideas as follows:
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Figure 1: Conceptual diagram of the spiritual intentions of the religious
entrepreneurship

1- Reason for action 2- Spiritual intentions 3- Entrepreneurial intent 4- Action-Behavior
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Conclusion

The creation of companies is a constructive progess. Several researches
have tried to explain the causes that push the individual to become an
entrepreneur.

In this context, a literature research has allowed us to understand that
to undertake, it is essential to explain the entrepreneurial intention. Thus, we
highlighted a review of literature that allowed us to ask our problem and define
the research questions that arise. We thus concentrated on the entrepreneurial
intention of the Senegalese religious entrepreneur, and this in a religious
context of brotherhood Tijane.

Indeed, in Senegal, there is a system of organization of Zyara in
Morocco for the benefit of its members. This led to the creation of certain types
of entrepreneurs who created a "Zyara™ travel agency. Our study showed us

151



that all these entrepreneurs have religious motivations that pushed them to
undertake in this context.

In brief, all the actors in this economic-religious sector are straddling

between spiritual and entrepreneurial endeavors - the two being confused in a
certain sense. Whether one seeks to remove from oblivion his zaouia or to
increase the commercial base of his agency, the sense of the action never
departed from a certain sense of attachment to his brotherhood. Indeed, this
paper leaves a research perspective of the way in which both economic and
religious motivations coexist.
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