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Abstract  

One dimension that needs to be considered to see social change is the consequences of social changes that occur in society. The aim of this research 
is to test and explain the influence of cremation attitudes, subjective norms and perceived behavioral control on the intention to crem with cremation 
services which are moderated by religiosity. Indicator development was carried out on variables based on local wisdom. The research target 
population 767, with a research sample of 140, using a non-probability sampling method. Data was collected by questionnaire and analyzed 
using SmartPLS. The results of the research prove that the implementation of cremation attitudes, subjective norms and perceived behavioral 
control have a positive and significant effect on cremation intentions to use cremation services at the crematorium. It is proven that religiosity 
significantly moderates the influence of cremation attitudes, subjective norms and perceived behavioral control on cremation intentions to use 
cremation services. However, on the influence of cremation attitudes and subjective norms, religiosity weakens, meaning that if people's cremation 
attitudes towards cremation intentions are moderated by religiosity, there will be a decrease in people's intentions to carry out cremation cremations, 
as well as subjective norms, the moderating role of religiosity can weaken cremation intentions among Hindus. in Bali. Meanwhile, the influence 
of perceived behavioral control strengthens, meaning that religiosity in its role in moderating perceived behavioral control strengthens the intention 
of the Hindu community in Bali towards cremation with cremation services. 
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INTRODUCTION 

The Bali region has been recognised as a world tourist destination with all its tourist attractions, most of which 
are sourced from its unique culture. The uniqueness of the culture can be seen in the traditions and customs of 
the people who mostly embrace Hinduism. Related to the ritual of letting go of life, the Hindu community in 
Bali performs a ritual called "ngaben".  Before the 2000s, Ngaben was organised by conventionally burning the 
body in a cemetery for ordinary people or in a specific place for community leaders. 

By generations of tradition, Ngaben is performed by the family of the deceased, either individually or 
collectively assisted by the banjar of which the family is a member. The Banjar is a Balinese social organisation 
that binds its members based on certain awig-awig (banjar rules). This event usually involves a long procession 
and involves a lot of resources (people, money, time, energy and psychology). Even today, such an event still 
takes place because it is a tradition and is followed by most of the community. 

The phenomenon of offering ngaben events outside the hometown by using the services of third parties has 
emerged since the 2010s (Arjawa, 2016:39). The Santayana Foundation is one of those offering cremation 
services, a yaşasan formed by the clan of Pasek Maha Gotra Pasek Sanak Sapta Rsi, called the Santayana 
Foundation. After the clan leaders of this family considered the various aspects involved in the procession of 
ngaben events, aspects of opportunities and challenges faced by people in urban areas with various dynamics 
of change, as well as anticipation of various possibilities that occur in the future, the foundation offers cremation 
ngaben events in a certain area in the northern part of Denpasar City, but the religious rituals still accommodate 
the conditions of the family who owns the body.  This alternative can be considered a breakthrough or new 
innovation because it has several differences from the previous conventional ngaben ritual. The main 
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differences include: (1) it is carried out in a yard that is not a compulsory grave in the village of the owner of 
the corpse; (2) it does not involve the role of banjar residents where the owner of the corpse is a member; (3) 
it is completed by a community leader who does not come from his role model in his place of origin. The 
spread of an innovation requires time, communication methods, and a certain process to be adopted by the 
community through a diffusion process.  This phenomenon can be explained by the Diffusion of Innovation 
theory proposed by Rogers (2010). This theory can be used to explain the process that a group of people go 
through to accept an innovation, both commercial and non-commercial in nature.   

 Ngaben with cremation services was initially offered to Pasek clan members only. This alternative faced many 
challenges. The number of those who argued against it was greater, and they came from various parties with 
their own arguments. Those who agreed, although still limited, were gradually able to gain the trust of the 
community with their own arguments, so that slowly the cremation ceremony was accepted not only by Pasek 
families but also by families from clans outside Pasek, even by families whose descendants had obtained certain 
titles or castes. Over the last five years, the number of bodies handled by the Foundation for Cremation is 
shown in Table 1. 

Table 1. Development of the number of bodies cremated by the Santayana Foundation 2015-2020 

Year Number of bodies (people) Increase (Percent) 

2015  479  -  

2016  618  29,0  

2017  723  17,0  

2018  888  22,8  

2019  
2020  

974  
1000  

9,7  
2,6  

Total 4682 Rata-rata = 13,6 

Source: Santayana Foundation Crematorium Office 

During 2015-2020, in terms of quantity, there was an increasing development, but in terms of percentage, the 
numbers decreased. However, in general, there has been an average increase of 13.6 per cent over the past five 
years. This shows that the ngaben event offered by the Foundation is increasingly accepted by the community, 
not only by people in Denpasar City, but even from all parts of Bali, and even by foreign nationals. Many 
members of the community accept that this alternative to cremation has also emerged in other areas of Bali, 
namely in Klungkung Regency in Dawan Punduk Dawe Village, Bangli Regency in Bebalang Village, Tabanan 
Regency in Bedha Traditional Village.  

To obtain a more accurate picture of the cremation ngaben, 10 people (family representatives) who performed 
the ngaben at the Santayana Foundation were interviewed. The names of the family representatives interviewed 
as well as the list of questions asked are presented in Appendix 1. In summary, the interviews conducted 
resulted in the following description: (1) the current situation is different from the past, where nowadays every 
decision, including the decision to carry out traditional ceremonies, always considers the economic side, such 
as the cost of performing this ceremony is much more affordable. (2) the ceremony using cremation services 
at the crematorium is much more practical and efficient so that it does not take up work time for those who 
are bound to work with working hours (3) The Foundation provides information on the stages of the ceremony 
with clear costs so that costs can be predicted; (4) there are not many obstacles in the implementation process. 
From an economic point of view, until the end of 2020, the costs incurred by the family to carry out the 
cremation ngaben event until it is completed according to religious rituals are not more than Rp. 25 million 
(data from the Santayana Foundation Office), whereas if it is carried out in the hometown, in addition to 
incurring greater costs, it also requires more energy and time for matters related to local socio-cultural aspects. 

The intention of Balinese Hindus to use cremation ngaben can be stated as one of the objects in the study of 
consumer behaviour, the decision of Balinese Hindus to use cremation ngaben is one of the objects in the 
study of consumer behaviour. The study of consumer behaviour involves various disciplines such as 
economics, sociology, social psychology, communication, and other disciplines. A widely referenced theory to 
explain consumer purchasing decisions is the Theory of Planned Bahaviour or TPB for short. This theory 
states that a purchase decision as a behaviour is preceded by a behavioural intention or intention to perform 
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the behaviour.  Behavioural intention is determined by three variables, namely attitude towards the behaviour 
itself, subjective norms, and perceived behavioural control (Ajzen & Fishbein, 2005).  

The theory of planned behaviour has been widely used to explain consumer behaviour in business and social 
fields. Most of the results of empirical studies using TPB confirm and strengthen that attitude variables, 
subjective norms, and perceived behavioural control can be predictors of a person's intention to perform a 
behaviour. (Ashraf, 2017; Hussin et al., 2020; Hyrul et al., 2017; Dahiya, 2017; Cheng et al., 2018; Asnawi, 2018; 
Zaman, 2019; Ngah, 2019; Redda et al, 2019). 

The three main components in the TPB that are predictors of a person's intention to behave are attitude, 
subjective norm, and perceived behavioural control, abbreviated as PBC. TPB assumes that humans are rational 
beings who successfully perform required behaviours and use the information available to them to obtain 
results. With the ability to work in achieving goals, the stronger a person's intention, the stronger the behaviour 
occurs to perform certain actions aimed at achieving certain achievements.   

 Attitude in TPB is defined as an individual's positive or negative evaluation of a particular behaviour. Attitude 
towards behaviour is defined as an index of the degree to which individuals like or dislike the evaluation of the 
behaviour in question (Ajzen, 1991; Ajzen and Fishbein, 1980).  Several studies have shown that attitudes 
determine a person's intention to behave (Karim, 2021; Magdelene et al., 2015; Khasif et al., 2016; Braun, 2012; 
Cheng et al., 2018; Dahiya et al., 2017; Aziz, 2018; Rekha, 2019; Abdullah, 2020; Wardana, 2020; Khalid et al., 
2021). 

Subjective norms are defined as the performance of behaviour about perceived social pressure. It is the 
estimation of individual societal norms that exert influence in decision-making. The strong influence of 
subjective norms on one's intention to do something has also been supported by many studies (Ngah, 2019; 
Haqimin, 2020; Redda, 2019; Othman, 2018; Nugroho, 2017; Zaman, 2019; Ertz and Karakas, 2016; Jeevan et 
al., 2020). 

The third construct of the TPB relates to perceived behavioural control (PBC). Perceived behavioural control 
refers to an individual's perception of whether he or she has the necessary resources such as skills or 
opportunities to perform a particular behaviour. This perception relates to whether a particular behaviour is 
easy or difficult to perform. The more a person believes that he has the necessary resources, opportunities, and 
opportunities to influence intentions. An examination of several studies shows that the relationship between 
perceived behavioural control and behavioural achievement can be either indirect or direct.  Therefore, if 
intentions are held constant, certain behaviours may occur as perceived behavioural control increases. This 
means that the individual has the necessary skills and resources to overcome any obstacles related to the 
performance of the behaviour. The theory suggests that perceived behavioural control will accurately predict 
behaviour and have a direct influence on behaviour. Several studies have found that perceived behavioural 
control has a significant effect on intention (Maulana, 2018; David, 2018; Abdul, 2019; Lai, 2017; and Tucker, 
2019). Detailed study results that support the influence of attitudes, subjective norms, and perceived 
behavioural control in determining behavioural intentions are presented in Appendix 2.  

In social fields, especially those related to religion, the TPB has also been referred to but is still very limited 
(Jacob, 2016). In those limited studies, the level of prediction was far from perfect which led researchers to 
question whether the theory adequately captured all the theoretical determinants of intention. In fact, Ajzen 
(1991) relaxed this assumption when he developed the TPB, stating that the TPB is in principle open to 
including additional predictors as long as they increase the explained variance in behavioural intentions.    

The implementation of TPB in the religious field generally includes behaviour related to the concept of sharia 
for Muslims, such as hotels that implement Islamic Sharia, Islamic Sharia-based insurance, and the like (Asnawi 
2018). In explaining the phenomenon in the religious field, one variable that is not a component of the TPB is 
included, namely the religiosity variable which acts as a moderator variable. The emergence of religiosity as a 
moderator variable is based on the consideration that the intention of a Muslim adherent to use Islamic Sharia-
based services is determined by the high and low levels of their religiosity. Living a religious life, there are many 



 

The Intention of  Balinese Hindus to Use Cremation Services to Carry Out the Ngaben Ceremony: The Moderating Role of  Religiosity 

ijor.co.uk    1248 

 

things that individuals consider to determine actions. Religious experts tend to define it in terms of values, 
sacred objects, beliefs, rituals, prayers, norms, and what can and cannot be done (Fam et al., 2004).   

 Religiosity is a description of the state within a person that encourages him to behave (both visible and invisible 
behaviour), behave, and act according to the teachings of the religion he adheres to (Nashori, 2002: 69). 
Another definition of religiosity proposed by Bergan and McConatha (2000) as several dimensions related to 
religious belief and involvement. Religiosity is stated to consist of five dimensions as stated by Glock and Stark 
(2008), namely: The Ideological Dimension, The Ritual Dimension, The Experiential Dimension, The 
Intellectual Dimension and The Consequential Dimension. Each of these dimensions has its own indicators.  

Studies with other Islamic backgrounds that use religiosity as a moderating variable are Shaizatulaqma (2016), 
the effect of ego-defensive functions on attitudes towards advertising is significantly reduced because it is 
moderated by religiosity. The results of Ashraf's research (2017) show that religiosity moderates but weakens 
attitudes towards Muslim customers' purchase intentions on luxury products. Research conducted by Kamalul 
(2016) found that the moderating role of religiosity weakens the effect of attitudes towards halal food outlet 
advertisements. 

Religiosity can affect several functions of religious life, although it is difficult to define. Religion can make a 
significant contribution to an individual's life. It can shape a person's attitude to life by providing feelings of 
satisfaction, self-actualisation and achievement, social access and engaging in interpersonal relationships 
(Rohrbaugh and Jessor, 2017).  

A person's extent of following his religion will determine his level of religiosity in living this life. Religiosity is 
distinguished between intrinsic and extrinsic religiosity. Both intrinsic and extrinsic religiosity are caused by 
different levels of motivation. "Extrinsically motivated people use their religion, while intrinsically motivated 
people practice their religion" (Allport, 1950). The difference between the two can be explained in that some 
groups of people will quickly be able to accept or adopt a change while other groups may accept it rather slowly. 
This can be explained by referring to the Diffusion of Innovation Theory.   

Religiosity was chosen as a moderator because it is one of the most important cultural factors that is considered 
one of the most universal social factors that can have a strong influence on people's attitudes, values, and 
behaviour at the individual and community levels (Teimourpour and Hanzaee, 2015). Similarly, previous 
research also revealed that higher levels of religiosity inhibit consumers' tendency towards materialistic 
possessions (Burroughs and Rindfleisch, 2012).  

Research conducted in Malaysia by, Ahmed et al. (2013) revealed that religiosity strengthens attitudes towards 
consumer decisions to visit US fast food restaurants. Similarly, Al-Hyari et al. (2012) revealed that religiosity 
strengthens attitudes towards consumer decision behaviour to visit fast food restaurants. Kassim and Zain 
(2016) found that religious beliefs (Islam) do influence Qatari consumers' intentions towards luxury goods and 
services. Different views reveal that religion does not influence consumers' decisions to buy luxury products. 
Alserhan et al. (2014) revealed that religiosity weakens consumption decisions for luxury brands among Arab 
women in the UAE. Arli et al. (2016) found in their study conducted in Indonesia that religiosity strengthens 
the effect of attitude on luxury consumption. Their emphasis is on a more balanced approach between material 
possessions and religiosity. Also, Dekhil et al. (2017) found religiosity strengthens attitudes towards luxury 
orientation in Tunisia. In addition, Teimourpour et al. (2014) in their research in Iran stated that religion cannot 
be considered as a differentiating factor between Muslim and non-Muslim markets. Asnawi (2018) in his 
research found that attitudes and subjective norms towards halal food consumption intentions are weakened 
by religiosity as a moderator.  

Based on the exposure of the results of previous studies that still seem to vary, this study discusses the role of 
religiosity in determining the influence of attitudes towards cremation, subjective norms, and perceptions of 
behavioural control on the intention of the Hindu community in Bali to carry out the cremation ceremony. 
Given the absence of measurement of religiosity variables with a Hindu background, the formulation of 
indicators of measurement of religiosity variables is the first novelty of this research. The formulation of the 
measurement of this variable is done through a qualitative study. The second novelty is that the religiosity 
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variable itself is tested for its role as a moderator of the Balinese Hindu perspective, especially on the influence 
of attitudes towards cremation, subjective norms, and perceived behavioural control on the intention of 
Balinese Hindus to carry out cremation. Testing of this research model is done through quantitative studies. 
Thus, this research is a research that uses mixed methods. The hypothesis used in this study is:  

Hypothesis 1: Cremation attitude has a significant positive effect on cremation service intention.   

Hypothesis 2: Subjective norms have a significant positive effect on cremation service intention.   

Hypothesis 3: Perceived behavioural control has a significant positive effect on cremation service intention. 
Hypothesis 4: Religiosity moderates cremation attitudes towards cremation service intention. Hypothesis 5: 
Religiosity moderates subjective norms towards cremation service intention Hypothesis 6: Religiosity 
moderates perceived behavioral control towards cremation service intention. 

RESEARCH METHODS 

The research was conducted at four foundations that offer cremation services and are located in four 
districts/cities: Santayana Foundation in Denpasar, Santha Graha Tunon Foundation in Tabanan, Dharma 
Kusuma Foundation in Klungkung, Sagraha Mandra Kantha Santi Foundation in Bangli and Badung Regency. 
Badung Regency was chosen because it is a district located in the middle of the four districts/cities and the 
facts show that more and more residents of this district are using cremation services at the four Foundation 
locations. There are three independent variables, namely: Cremation attitude (X1) using cremation services; 
Subjective norms (X2) people's perceptions of pressure from other trusted parties, to perform or not perform 
cremation services; Perceived behavioural control (X3) perceptions of the ease or difficulty of performing 
cremation services. The moderator variable is Religiosity (M). Data according to the type used are quantitative 
data and qualitative data. The data used in this study come from primary sources and secondary sources.  The 
population data is 740,767 households including households that have performed ngaben ceremonies using 
cremation services, but the exact number is unknown. The sample size was determined by non-probability. 
The number of samples used was 140 households. The research instrument used was a questionnaire. The data 
analysis technique in this study is inferential statistics using moderation regression analysis which is expressed 
in the form of the following equation:  

Y = a+b1X1+b2X2+b3X3+b4X1.M+b5X2.M+b6X3.M+e 

Keterangan:  

Y = Cremation intention, X1 = Cremation attitude, X2 = Subjective norm, X3 = Perceived behavioural control 
and M = Religiosity. 

RESEARCH RESULTS 

Convergent validity on the cremation attitude implementation variable is determined from the loading factor 
value contained in Table 2. Table 2 shows that all factor loading values on each indicator are greater than 0.6. 
This means that all indicators have met the criteria for convergent validity, where the correlation between 
constructs and latent variables is more than 0.6 and each indicator can explain its variables in a strong 
relationship. 

Table 2 Outer Loading on Cremation Attitude Variables 

Indicator Loading 
Factor 

Valid/  
Not Valid 

Cremation Ngaben is an attractive alternative. (X1.1) 0,809 Valid 
Cremation Ngaben is more practical than traditional Ngaben 
. (X1.2)   

0,815 Valid 

Cremation Ngaben is more in line with the situation at hand 
. (X1.3)   

0,817 Valid 

Cremation Ngaben is an alternative to carrying out the Pitra Yadnya ceremony. 
 (X1.4) 

0,853 Valid 

Source: Data processed, 2024 
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Table 3 shows that all loading factor values on each indicator are greater than 0.6. This means that all indicators 
have met the criteria for convergent validity, where the correlation between constructs and latent variables is 
more than 0.6 and each indicator can explain its variables in a strong relationship. 

Table 3 Outer Loading on Subjective Norm Variables 

Indicator Loading 
Factor 

Valid/  
Not Valid 

The family will support the cremation Ngaben ceremony 
. (X2.1) 

0,841 Valid 

Residents in my neighbourhood inspire me to carry out the Ngaben cremation 
ceremony 
. (X2.2)   

0,872 Valid 

The traditional banjar understands if I choose to carry out the cremation Ngaben 
ceremony. 
X2.3)   

0,859 Valid 

Neighbourhood support for later cremation Ngaben ceremonies.   
(X2.4) 

0,825 Valid 

Source: Data processed, 2024 

Table 4 shows that all loading factor values on each indicator are greater than 0.6. This means that all indicators 
have met the criteria for convergent validity, where the correlation between constructs and latent variables is 
more than 0.6 and each indicator can explain its variables in a strong relationship. 

Table 4 Outer Loading on Perceived Behavioral Control Variables 

Sumber:  Data diolah, 2024 

Tabel tersebut menunjukkan bahwa seluruh nilai loading factor pada masing – masing indikator lebih besar dari 
0,6. Hal tersebut berarti bahwa seluruh indikator telah memenuhi kriteria convergent validity yang besarnya korelasi 
antar konstruk dengan variabel laten lebih dari 0.6 dan setiap indikator mampu menjelaskan variabelnya dalam 
hubungan yang kuat. 

Tabel 5. 

Outer Loading pada Variabel religiusitas 

Indicator 
 

loading Factor  Valid/ 
Not Valid 

Beliefs about the similarity of the essence of cremation ngaben with conventional 
ngaben (X4.1) 

0,875 Valid 

The suitability of cremation ngaben implementation with the teachings of pitra yadnya 
in Hinduism (X4.2) 

0,823 Valid 

A sense of fulfilling obligations to ancestors (X4.3) 0,824 Valid 
An understanding of the cremation ceremony in accordance with the teachings of pitra 
yadnya in Hinduism. (X4.4) 

0,825 Valid 

Ease the burden of carrying out pitra yadnya ceremonies. (X4.5) 0,800 Valid 

Source:  Data processed, 2024 

Table 5. shows that all factor loading values on each indicator are greater than 0.6. This means that all indicators 
have met the criteria for convergent validity, where the correlation between constructs and latent variables is 
more than 0.6 and each indicator is able to explain its variables in a strong relationship. 

 

 

 

Indicator Loading Factor Valid/  
Not Valid 

Saya merasa memiliki pengetahuan yang cukup untuk melaksanakan upacara Ngaben kremasi (X3.1) 0,876 Valid 
Saya merasa percaya diri bila nanti melaksanakan upacara Ngaben kremasi (X3.2)   0,823 Valid 
Saya menilai pelaksanaan upacara Ngaben kremasi akan lebih mudah daripada upacara Ngaben 
konvensional (X3.3)   

0,852 Valid 

Bila nanti melaksanakan upacara Ngaben kremasi, saya menduga akan berjalan dengan lancar (X3.4) 0,800 Valid 
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Table 6. Outer Loading on Intention Variable 

Indikator 
 

 loading Factor  Valid/ 
Not Valid 

I am looking for more information about the Ngaben cremation ceremony. 
(Y.1) 

0,834 Valid 

For me, the cremation Ngaben ceremony is more considered than the conventional 
Ngaben ceremony. 
(Y.2) 

0,864 Valid 

If one of my family members dies, I will perform the Ngaben cremation ceremony. 
(Y.3) 

0,894 Valid 

When the time comes, I advise family members to perform a cremation Ngaben 
ceremony. 
(Y.4) 

0,883 Valid 

Source:  Data processed, 2024 

Table 6. Construct Reliability and Validity  

construct 
Cronbach's Alpha  

rho_A  
Composite Reliability  Average Variance Extracted 

(AVE)  

Cremation attitude 
(X1)  

0,842  0,843  0,894  0,678  

NS (X2)  0,871  0,875  0,912  0,721  

PBC (X3)  0,879  0,881  0,917  0,735  

Religiusitas 
 (X4)  

0,895  0,898  0,922  0,704  

Cremation Intention 
(Y)  

0,892  0,894  0,925  0,756  

 Source:  Data processed, 2024 

Based on the test results, it can be described that all constructs can be said to have a high level of reliability 
with a CA value of more than 0.80 (CA>0.80). This means that all constructs can be considered capable of 
providing internal consistency support. The composite reliability (CR) test can also be used to measure the 
stability and consistency of the composite reliability measurement. Each latent variable must be able to explain 
at least 50 percent of the variance of its respective indicator. Therefore, the absolute correlation between latent 
variables and their indicators must have an absolute loading value of more than 0.7 (> 0.7). Based on the 
calculation results, it can be explained that the CR value of all constructs has exceeded 0.7 (CR>0.7). This 
means that the composite reliability value of the indicator block that measures the construct shows a satisfactory 
value. 

Table 8. Cross Loading of Indicators with All Constructs 

Indicator 

Construct 

Cremation attitude 
(X1) 

Subjective Norm 
(X2) 

PBC (X3) 
Religiusitas 

(X4) 
Cremation Intention 

(Y) 

x1.1 0.809 0.489 0.459 0.236 0.550 

x1.2 0.815 0.542 0.518 0.360 0.557 

x1.3 0.817 0.515 0.511 0.360 0.529 

x1.4 0.853 0.588 0.564 0.391 0.575 

x2.1 0.608 0.841 0.540 0.464 0.658 

x2.2 0.583 0.872 0.586 0.444 0.635 

x2.3 0.505 0.859 0.582 0.397 0.568 

x2.4 0.494 0.825 0.558 0.372 0.563 
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Source:  Data processed, 2024 

The results of the indicator cross loadings test on all latent variables found that the correlation value of the 
indicator cross loading on the latent variable concerned is higher than the cross loading value on other latent 
variables, so it can be said that the data has good discriminant validity. Based on the average variance extracted 
(AVE) test, it can be illustrated that the AVE value generated by each construct in the model is more than 0.50 
(AVE> 0.50). These results imply that the model has good discriminant validity. So, both discriminant validity 
tests show that latent variables do not have discriminant problems, so it can be stated that the latent variables 
in the model pass the validity test.  

Based on the calculation results, it was found that; the R2 value of cremation intention is 0.665. This means 
that the variables of cremation attitudes, subjective norms, perceived behavioural control and religiosity affect 
cremation intentions by 66.5 per cent and the remaining 33.5 per cent is influenced by other variables.  The 
results of the Q2 calculation show several 0.665, meaning that the structural model (inner model) produced in 
the research analysis can be categorised as good..  

Table 9. f square value 

Path  Variabel Endogen (Cremation Intention)  

Cremation attitude 0.057  

NS  0.102  

PBC  0.078  

Religiusitas 0.062  

Attitude*Rel  0.036  

NS*Rel  0.043  

PBC*Rel  0.077  

Based on the results of data processing, it can be seen that the relative impact (effect size); of all exogenous 
variables on the endogenous variable (cremation intention) is moderate (i.e. more than 0.02 and smaller than 
0.15).  

The first hypothesis (H1) states that cremation attitude has a significant positive effect on cremation intention. 
The analysis results show a probability value (p-value) of 0.016. This means that the probability of the effect of 
cremation attitude on cremation intention is less than the cut-off value of 0.05 (p<0.05). This means that at a 
95 per cent confidence level, cremation attitude has a significant effect on cremation intention. The original 
sample estimate value with a coefficient of 0.202, shows the direction of a positive relationship between 
cremation attitudes and cremation intentions, with a t-statistic value of 2.412. The t-statistic test result is more 

x3.1 0.530 0.596 0.876 0.457 0.582 

x3.2 0.526 0.544 0.823 0.419 0.543 

x3.3 0.543 0.539 0.852 0.421 0.569 

x3.4 0.539 0.605 0.876 0.484 0.592 

x4.1 0.361 0.435 0.450 0.875 0.433 

x4.2 0.383 0.381 0.473 0.869 0.432 

x4.3 0.373 0.472 0.471 0.824 0.467 

x4.4 0.368 0.427 0.406 0.825 0.422 

x4.5 0.213 0.356 0.369 0.800 0.369 

y1 0.562 0.573 0.580 0.357 0.834 

y2 0.586 0.635 0.583 0.501 0.864 

y3 0.609 0.631 0.590 0.444 0.894 

y4 0.577 0.651 0.568 0.460 0.883 
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than the t-table (2.412>1.96). Thus, the first hypothesis (H1) is proven that cremation attitudes have a positive 
and significant effect on cremation intentions. This means that there is a positive influence (unidirectional) 
cremation attitude variable on cremation intention. The interpretation is that the higher the degree of 
assessment of cremation attitudes, the higher the intention to cremate. Effect size (f2) of the effect of attitude 
on cremation intention is found in the moderate category with a value of 5.7 per cent.  This is in line with the 
postulate in Fishbein and Ajzen (2005) in the Theory of Planned Behavior (TPB), people who will use 
cremation services in the ngaben ceremony are a behaviour that is preceded by their intention to carry out 
ngaben with cremation services at the crematorium. The phenomenon of the emergence of ngaben using 
cremation services as an option for carrying out ngaben ceremonies in Hindu communities in Bali, indicates 
that there has been social change in the community order.     

The second hypothesis (H2) states that subjective norms have a significant positive effect on cremation 
intention. The analysis results show a probability value (p-value) of 0.001. This means that the probability of 
the effect of subjective norms on cremation intention is less than the cut-off value of 0.05 (p<0.05). This means 
that at 95 per cent confidence level, subjective norms have a significant effect on cremation intention. The 
original sample estimate value with a coefficient of 0.287, indicates a positive relationship direction between 
subjective norms and cremation intention, with a t-statistic value of 3.196. The t-statistic test result is more 
than the t-table (3.196>1.96). Thus, the second hypothesis (H2) is proven that subjective norms have a positive 
and significant effect on cremation intentions. This means that there is a positive influence (unidirectional) of 
subjective norm variables on cremation intention. The interpretation is that the higher the subjective norm, the 
higher the cremation intention. The effect size (f2) of the effect of subjective norms on cremation intention 
was found to be moderate with a value of 4.3 per cent. The results of this study support several previous studies 
that discuss the relationship between subjective norms and intentions, such as Zaman, et al.'s (2019), research 
focused on the perfume industry regarding the production of non-alcoholic perfume, where subjective norms 
have a significant positive effect on perfume purchase intentions. Redda's (2019), results showed that trust, 
privacy issues and subjective norms affect online shopping. Otman (2018), where subjective norms have a 
positive and significant effect on the intention to use takaful insurance. Salleh, et al (2019), Aziz, et al, (2018), 
Jeevan, et al (2020), the effect of subjective norms on customer intention to adopt Islamic banking services. 

The third hypothesis (H3) states that perceived behavioural control has a significant positive effect on 
cremation intention. The analysis results show a probability value (p-value) of 0.006. This means that the 
probability of the effect of perceived behavioural control on cremation intention is less than the cut off value 
of 0.05 (p<0.05). This means that at 95 per cent confidence level, perceived behavioural control has a significant 
effect on cremation intention. The original sample estimate value with a coefficient of 0.263, indicates a positive 
relationship direction between perceived behavioural control and cremation intention, with a t-statistic value 
of 2.779. The t-statistic test results are more than the t-table (2.779>1.96). Thus, the third hypothesis (H3) is 
proven that perceived behavioural control has a positive and significant effect on cremation intentions. This 
means that there is a positive influence (in the same direction) of the perceived behavioural control variable on 
cremation intention. The interpretation is that the higher the perception of behavioural control, the higher the 
intention to cremate. The effect size (f2) of the effect of perceived behavioural control on cremation intention 
was found to be moderate with a value of 7.8 per cent. The results of this study support the results of previous 
studies that discuss the effect of perceived behavioural control on behavioural intentions, namely supporting 
the results of research, Ngah (2019) perceived behavioural control affects the intention of willingness to pay 
for halal transportation. Aziz, et al (2018) perceived behavioural control affects nit Islamic banking services. 
David (2018), in his research to empirically examine the factors that influence Muslim customers' participation 
in using Baitul Maal wat Tamwil (BMT), showed that the perception of behavioural control towards BMT was 
found to be positive and significant. 

Hypothesis (H4) states that religiosity moderates cremation attitudes on cremation intentions. The test results 
show that religiosity is found to weaken the effect of cremation attitudes on cremation intentions. This is 
supported by the results of the t-statistic test on the variable relationship (Cremation attitude -Religiosity). This 
study supports previous research, namely the role of religiosity in moderating the influence of attitudes, 
including Ashraf's research (2017) on the effect of attitudes on the intention to buy luxury products moderated 
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by religiosity, the results of which shows that the moderating variable religiosity weakens the intention to buy 
luxury products. Hussin et al (2020) attitudes towards takaful family adoption intentions are weakened by 
religiosity moderating variables, and Zaman (2019) attitudes towards the intention to buy non-alcoholic 
perfume products moderated by religiosity, this study concluded that attitudes are weakened by religiosity 
towards the intention to buy non-alcoholic perfume. 

Hypothesis (H5) states that religiosity moderates subjective norms on cremation intentions. The test results 
show that religiosity is found to weaken the effect of subjective norms on cremation intentions. This is 
supported by the results of the t-statistic test on the variable relationship (NS-Religiosity) and cremation 
intention. This study supports previous research, namely the role of religiosity in moderating the effect of 
subjective norms on intentions. Ashraf (2017), the results of the study concluded that subjective norms on the 
purchase intention of luxury goods for Muslim customers are weakened by religiosity as a moderating variable. 
Atal (2019) The results showed that subjective norms have a positive effect on the intention to use Murabahah 
nuancing, but religiosity weakens in moderating subjective norms on the intention to use Murabahah nuancing. 

Hypothesis (H6) The test results show that religiosity is found to strengthen the effect of perceived behavioural 
control on cremation intention. This is supported by the results of the t-statistic test on the variable relationship 
(perceived behavioural control-religiosity) and cremation intention. Thus, H0 is rejected and the sixth 
hypothesis (H6) is proven that religiosity as a moderator strengthens the effect of perceived behavioural control 
on cremation intentions. This study supports previous research, namely the role of religiosity in moderating the 
effect of perceived behavioural control on intention, Amelia (2019), in her research shows the effect of buying 
halal food is influenced by perceived behavioural control and strengthened by religiosity as a moderating 
variable. Maulana (2019) The results of his research show that among the three TPB predictors, only the 
perception of behavioural control over the use of Baitul Maal wat Tamwil (BMT) is found to be positive and 
significant where religiosity strengthens as a moderating variable. Pradana (2019) the results of his research 
show that the perception of consumer behavioural control affects the halal label and is strengthened by the 
moderating variable of religiosity. 

 

Figure 1 Inner Model: Resampling Bootstrapping  

Sumber:  Data diolah, 2024 

Table 10 below presents the path coefficient values between research variables. 
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Table 10. 

Path coefficient. 

Path Coefficient 

   Original Sample (O)  Sample  
Mean (M)  

Standard  
Deviation (STDEV)  

T Statistics 
(|O/STDEV|)  

P Values  

Attitude -> Cremation 
Intention 

0.202  0.203  0.084  2.412  0.016  

NS -> Cremation Intention 0.287  0.289  0.090  3.196  0.001  

PBC -> Cremation Intention 0.241  0.239  0.087  2.779  0.006  

Religiusitas -> Cremation 
Intention 

0.182  0.181  0.072  2.536  0.012  

NS*Rel -> Cremation 
Intention 

-0.185  -0.180  0.084  2.195  0.029  

PBC*Rel -> Cremation 
Intention 

0.263  0.251  0.079  3.327  0.001  

Attitude *Rel -> Cremation 
Intention 

-0.144  -0.136  0.066  2.173  0.030  

Source:  Data processed, 2024 

Berdasarkan atas hasil analisis data, dapat dijelaskan bahwa arah koefisien jalur hubungan antara sikap cremation 
and cremation intention is 0.202 and significant at the probability of significance level (p-value) of 0.016 (<0.05). 
This means that cremation intention is influenced by cremation attitude by 20.2 per cent, with a t-stat of 2.412 
(>1.96). The direction of the path coefficient of the relationship between subjective norms and cremation 
intention is 0.287 and is significant at a probability of significance level (p-value) of 0.001 (<0.05). This means 
that subjective norms influence cremation intention by 28.7 per cent, with a t-stat of 3.196 (>1.96). The path 
coefficient of the relationship between PBC and cremation intention is 0.241 and is significant at a probability 
of significance level (p-value) of 0.006 (<0.05). This means that PBC affects cremation intention by 24.1 per 
cent, with a t-stat of 2.779 (>1.96). The path coefficient of the relationship between religiosity and cremation 
intention is 0.182 and is significant at a probability of significance level (p-value) of 0.016 (<0.05). This means 
that religiosity affects cremation intention by 18.2 per cent, with a t-stat of 2.536 (>1.96).  

CONCLUSIONS AND SUGGESTIONS 

Based on the results of the analysis and discussion of the research results, it can be concluded as follows: 
Cremation attitudes have a positive and significant effect on the intention to carry out cremation ngaben, this 
means that an increase in intention can occur because of the attitude of people who want practicality; Subjective 
Norms have a positive and significant effect on cremation ngaben intention. This means that the stronger the 
support of the traditional banjar to understand choosing to carry out the cremation ceremony, the stronger the 
intention to cremate; Perceived Behavioural Control has a positive and significant effect on cremation intention. 
This means that the stronger the perception of Hindus in Bali will carry out cremation mourning because the 
previous cremation mourning procession went smoothly; Religiosity weakens its role in moderating the effect 
of cremation attitudes on the cremation intention of Hindus in Bali. This means that the higher the public's 
belief that the nature of cremation mourning is the same as the nature of conventional mourning, it will weaken 
the influence of cremation attitudes on the intention to use cremation services; Religiosity weakens its role in 
moderating the influence of subjective norms on the intention of Hindus in Bali to use cremation mourning 
services. This means that the stronger the community's belief in the permissibility of the traditional village in 
allowing people to cremate; Religiosity strengthens its role in moderating the effect of perceived behavioural 
control on the intention of Hindus in Bali to use cremation services. This means that the higher the public's 
belief that cremation and conventional ngaben have similarities and the public's belief that there are no obstacles 
in carrying out cremation ngaben.  

Based on the conclusions and research results that have been presented, the following can be suggested to 
crematorium managers in Bali, decision-makers both in traditional villages and offices and further researchers. 



 

The Intention of  Balinese Hindus to Use Cremation Services to Carry Out the Ngaben Ceremony: The Moderating Role of  Religiosity 

ijor.co.uk    1256 

 

Socialisation to people who intend to do cremation services, the crematorium manager is advised to pay 
attention to this. Public understanding of the knowledge of cremation ngaben ceremony is still limited, and 
suggestions for managers and pekraman villages to further socialise this cremation ngaben. This study 
recommends that cremation ngaben can ease the burden of carrying out the pitra yadnya ceremony, suggests 
for Pekraman Village and crematorium managers to pay attention to the costs of carrying out this ceremony. 
Future research can use localised variables such as Trihita Karana. 

REFERENCES 

 Abdul, F. and Wangâ, D. (2018) ‘Tax Costs and Tax Compliance Behaviour in Kenya’, Journal of Accounting and Taxation, 
10(1), pp. 1–18. doi: 10.5897/JAT2017.0283.  

Abu-Hussin, M. F., Hisyam, N. and Yahya, M. (2014) ‘Takaful (Islamic Insurance) Industry in Malaysia and the Arab Gulf States: 
Challenges and Future Direction’, Asian Social Science, 10(21), pp. 26–34. doi: 10.5539/ass. 

Adinata, K. J. and Yasa, N. N. K. (2018) ‘Pengaruh Kepercayaan, Persepsi Harga, Dan Sikap Terhadap Niat Beli Kembali di 
Situs Lazada’, E-Jurnal Manajemen,7(8), pp.4153–4180.doi: 10.24843/ EJMUNUD. 2018. 

Ahmed, Noraini and Ismail (2013) ‘Employee Performance Evaluation: aFuzzy Approach’, International Journal of Productivity 
and Performance Management, 62(7), pp. 718–734. doi: 10.1108/IJPPM-01-2013-0013.  

Ajzen, I. (1991) ‘The Theory of Planned Behavior’, Organizational Behavior and Human Decision Processes, 50(2), pp. 179–
211. doi: 10.1016/07495978(91)90020-T.  

Ajzen, I. (2008) Attitudes and Attitude Change. Psychology Press: WD Crano eds.  
Ajzen, I. and Fishbein, M. (1980) Understanding Attitudes and Predicting Social Behavior. Prentice-Hall, Englewood.  
Al-Hyari (2012) ‘Religious Beliefs and Consumer Behaviour: From Loyalty to Boycotts’, Journal of Islamic Marketing, 3(2), pp. 

155–174. doi: 10.1108/17590831211232564.  
Ali, (2018) ‘The Shariah and Law Education in Malaysia in the Context of Legal Practice’, Advanced Science Letters, 24(1), pp. 

398– 400. doi: 10.1166/asl.2018.12020.  
Allport, G. W. (1950) The Individual and His Religion: A Psychological Interpretation. By Macmillan.  
Alserhan, A. B. (2010) ‘On Islamic Branding: Brand as Good Deed’, Journal of Brand Management, 18(1).  
Amalia, F. A., Sosianika, A. and Suhartanto, D. (2020) ‘Indonesian Millennials’ Halal Food Purchasing: Merely A Habit?’, British 

Food Journal, 122(4), pp. 1185–1198. doi: 10.1108/BFJ-10-2019- 0748.  
Amin, H. and Ramayah, T. (2010) ‘SMS Banking: Explaining the Effects of Attitude, Social Norms and Perceived Security and 

Privacy’, Electronic Journal of Information Systems in Developing Countries, 41(2), pp. 1– 15. doi: 10.1002/j.1681-
48352010.tb0029x.  

Andisti, M. A. and Ritandiyono, R. (2008) ‘Religiusitas Dan Perilaku Seks Bebas Pada Dewasa Awal’, Jurnal Psikologi, 1(2), pp. 
170–176. doi: https://ejournal.gunadarma.ac.id/index.php/psiko/article/view/298.  

Ariffin, K. S., Mohan, T. and Goh, Y. N. (2018) ‘Influence of Consumers’ Perceived Risk on Consumers’ Online Purchase 
Intention’, Journal of Research in Interactive Marketing, 13(2), pp. 309–327. doi: 10.1108/JRIM-11-2017-0100.  

Ariffin, S. K., Dihanan, N. N. and Wahid, N. A. (2019) ‘Investigating the Factors Affecting Consumer Purchase Intention 
Towards Halal Organic Food’, Journal of Entrepreneurship, Business and Economics, 7(2), pp. 162–188. Available 
http://www.scientificia.com/index.php/JEBE/article/view/117.  

Arikunto, S. (2002) Prosedur Penelitian, Suatu Pendekatan Praktek. Jakarta: PT. Rineka Cipta.  
Ariyoga, I. N. (2022) ‘Meningkatkan Dasar Pemahaman Umat Beragama Hindu Melalui Ajaran Konsep Panca Sradha Dalam 

Lontar Tutur Kumara Tattwa’ Maha Widya Duta Jurnal Penerangan Agama, Pariwisata Budaya, dan Ilmu Komunikasi, 3(1), 
pp. 79–87. doi: 10.55115/ duta. 

Arjawa, G. S. (2016) Ngaben Di Krematorium (Fenomena Perubahan Sosisal Di Bali). Tabanan: Pustaka Ekspresi.  
Arli, (2017) ‘Do Consumer Ethics and Consumer Religiousness Evolve Across Time? Insights From Millenials in Indonesia’, 

Young Consumers Insight and Ideas for Responsible Marketers, 18(4), pp. 00–00. doi: 10.1108/YC-05-2017-00697.  
Armitage, C. J. and Conner, M. (2001) ‘Efficacy of the Theory of Planned Behaviour: a metaanalytic review’, The British Journal 

of Social Psychology /the British Psychological Society, 40(4), pp. 471–499. doi: 10.1348/014466601164939.  
Ashraf, S. (2017) ‘Do They Care What They Believe? Exploring The Impact of Religiosity on Intention to Purchase Luxury 

Products’, Pakistan Journal of Commerce and Social Sciences, 11(12), pp. 428 – 447.  
Asnawi, N., Sukoco, B. M. and Fanani, M. A. (2020) ‘The Role of Service Quality Within Indonesian Customers Satisfaction and 

Loyalty and Its Impact on Islamic Banks’, Journal of Islamic Marketing, 11(1), pp. 192– 212. doi: 10.1108/JIMA-03-2017-
0033.  

Atal, Mohamad, Fathyah Hasim and Behzad (2020) ‘Drivers of Intention to Use Murabaha Financing: Religiosity as Moderator’, 
Journal of Islamic Marketing, 13(3), pp. 740– 762. doi: 10.1108/JIMA-07-2019-0147.  

Awn, A. M. and Azam, S. M. F. (2020) ‘Libyan Investors’ Intention to Invest in Islamic Sukuk: Theory of Planned Behaviour 
Approach’, European Journal of Economic and Financial Research, 4(1), pp. 71–90. doi: 10.46827/ejef.  

file:///C:/Users/Mano/AppData/Local/Temp/Temp1_paperswithpagenumbers.zip/ijor.co.uk


Suartina, Suprapti, Giantari and Ekawati 

INTERNATIONAL JOURNAL OF RELIGION    1257 

 

Aziz, E. Z. A., Jusoh, M. S. and Amlus, H. (2015) ‘The Moderating Effect of Product Quality on Religiosity, Price Sensitivity, 
Personnel Responsiveness and Purchase Intention: An Exploratory Study’, Australian Journal of Basic and Applied Sciences, 
9(13), pp. 218–224.  

Aziz, and Zahra afaq (2020) ‘The Role of Media, Word of Mouth, and Subjective Norms in determining Attitude and Intentions 
to Purchase Family Takaful Schemes’, Journal of Islamic Business and Management, 10(1), pp. 111– 131. doi: 
10.26501/jibm/2020.1001-008.  

Bergan, A. and McConatha, J. T. (2000) ‘Religiosity and Life Satisfaction’, Activities, Adaptation & Aging, 24(3), pp. 23–34. doi: 
10.1300/J016v24n03_02.  

Brenner, (2018) ‘Intersecting Cultural Identities and Help-Seeking Attitudes: The Role of Religious Commitment, Gender, And 
Self-Stigma of Seeking Help’Mental Health,Religion&Culture21(6),pp.578–587do 10.1080/13674676.2018.1519782. 

Corsini, R. J. (2002) Dictionary of Psychology. Britain: Brunner-Routledge. Dahiya, R. and Gayatri (2017) ‘Investigating Indian 
Car Buyers’ Decision to Use Digital Marketing Communication: An Empirical Application of Decomposed TPB’, Vision: 
The Journal of Business Perspective, 21(4), pp. 385–396. doi: 10.1177/0972262917733175.  

Dekhil, F., Jridi, H. and Farhat, H. (2017) ‘Effect of Religiosity on The Decision to Participate in A Boycott: The Moderating 
Effect Of Brand Loyalty – The Case Of Coca-Cola’, Journal of Islamic Marketing, 8(2). doi: 10.1108/JIMA-01-2013-0008.  

Elkind, D. H. and Sweet, F. (2004) How to Do Character Education. Available at: 
http://www.googcharacter.com/Article_4.html.  

Ferdinand, A. (2014) Metode Penelitian Manajemen. Semarang: BP Universitas Diponegoro.  
Fishbein, M. and Ajzen, I. (1975) Belief, Attitude, Intention, and Behavior: An Introduction to Theory and Research. MA: 

Addison-Wesley.  
Fishbein, M. and Ajzen, I. (1991) The Influence of Attitudes on Behavior. The Handbook of Attitudes.  
Fishbein, M. and Ajzen, I. (2005) ‘The Influence of Attitudes on Behavior’, The Handbook of Attitudes, (July), pp. 173–222. 

doi: 10.1007/BF02294218.  
George, J. F. (2004) ‘The Theory of Planned Behavior and Internet Purchasing’,  Internet Research, 14(3), pp. 198–212. doi: 

10.1108/10662240410542634.  
Ghozali, I. (2013) Aplikasi Analisis Multivariate Dengan Program IBM SPSS 21 (Edisi Tujuh). Badan Penerbit Universitas 

Diponegoro.  
Ghufron, M. N. and Risnawita, R. (2015) ‘Sejahtera Secara Spiritual Dengan Pendidikan Agama’, in Prosiding Seminar Nasional 

psikologi Educational Wellbeing. Universitas Muria Kudus. Available at: http://eprints.umk.ac.id/4904/7/Full_ 
Prosiding_Semnas_Psi_UMK_2015. 56-68.pdf.  

Gujarati, D. N. and Porter, D. C. (2010) Dasar-Dasar Ekonometrika, Edisi 5. Jakarta: Salemba Empat.  
Haji-Othman, (2020) ‘The Effects of Attitude, Religiosity and Moral Obligation on Compliance Behavior of Income Zakat in 

Kedah, Malaysia’, in International Conference on Contemporary Issues in Islamic Finance (e- ICCIIF).  
Hasyim, F. and Nurohman, Y. A. (2021) ‘Adopsi Teori Perilaku Berencana Dalam Menganalisis Niat Melakukan Wakaf Tunai’, 

Jurnal Among Makarti,14(1) pp.789availableat:https://media.neliti.com/media/publications/357200-adopsi-teori perilaku-
berencana-dalam-me-58ca9c16.pdf.  

Hawari, D. (2002) Stress, Depresi, dan Cemas. Jakarta: EGC.  
Huang, L.-S. and Su, W.-R. (2018) ‘Exploration on the Behavior Patterns of Public Bicycle Users in Kaohsiung City from the 

Perspective of Theory of Planned Behavior and Structural Equation Model’, Preprints, 1(1), pp. 1–16. doi: 
10.20944/preprints 201802.0088.v1. 

Hsing-Kuo Wanga, Yu-Fang Yena and Jung-Feng Tsengb, K Innovation: Management, Policy & Practice, 2015 Vol. 17, No. 4, 
450–465, http://dx.doi.org/10.1080/14479338.2015.1129283 nowledge sharing in knowledge workers: The roles of social 
exchange theory and the theory of planned behavior  

Jacob, R. (2016) ‘Evaluation of a Theory-Based Intervention Aimed at Improving Coaches’ Recommendations on Sports 
Nutrition to Their Athletes’, Journal of the Academy of Nutrition and Dietetics, 116(8), pp. 1308–1315. doi: 
https://doi.org/10.1016/j.jand.2016.04.005.  

Jiang, Y, wang and Kevin (2019) ‘Analysis of The Moral Mechanism to Purchase Counterfeit Luxury Goods: Evidence from 
China’, Asia Pacific Journal of Marketing and Logistics, 31(3), pp. 647–669. doi: 10.1108/APJML-05-2018-0190.  

Karim, M. H. A., Ahmad, R. and Zainol, N. A. (2017) ‘Differences in Hotel Attributes: Islamic Hotel and Sharia Compliant 
HoteliIn Malaysia’, Journal of Global Business and Social Entrepreneurship, 1(2), pp. 157– 169. Available at: 
http://www.gbse.com.my/v1no2jan17/Paper-35-.pdf.  

Karim, M. H. A. and Azmin, N. A. M. (2017) ‘Tourist Perceived Value and Satisfaction Towards Muslim-Friendly Hotels: An 
Investigation into The Functional and Islamic Aspects of Value’, in Mini Symposium on Islamic Tourism 2017 At: Matic, 
Kuala Lumpur. Available at: https://www.researchgate.net/publication/ 
320609768Tourist_perceived_value_and_satisfaction_towardsMuslimFriendly_Hotels_An_investigation_into_the_Functio
nal and Islamic_aspects_of_value.  

Kashif, M., Rehman, M. A. and Pilelienė, L. (2016) ‘Customer Perceived Service Quality and Loyalty in Islamic Banks’, TQM 
Journal, 28(1), pp. 62–78. doi: 10.1108/TQM-01-2014-0006.  

Kassim, N. M. (2016) ‘Product Status Signaling as Mediator Between Materialism and Product Satisfaction of Saudis and 
Malaysians’, Social Behavior and Personality: An International Journal, 44(6). doi: 10.2224/sbp.2016.44.6.973.  



 

The Intention of  Balinese Hindus to Use Cremation Services to Carry Out the Ngaben Ceremony: The Moderating Role of  Religiosity 

ijor.co.uk    1258 

 

Khalid, N. R., Wel, C. A. C. and Mokhtaruddin, S. A. (2021) ‘Product Positioning as a Moderator for Halal Cosmetic Purchase 
Intention’, Iranian Journal of Management Studies, 14(1), pp. 39–60. doi:10.22059/IJMS.2020.279978.6736 17.  

Khalid, R., Javed, M. U. and Shahzad, K. (2018) ‘Impact of Behavioral Biases on Investment Decision Making with Moderating 
Role of Financial Literacy’, Jinnah Business Review, 6(2), pp. 34–41. Available at: https://www.semanticscholar.org 
/paper/Impact-of-Behavioral-Biases-on-Investment-Decision-Khalid Javed  

Klijn, E. H., Eshuis, J. and Braun, E. (2012) ‘The Influence of Stakeholder Involvement on The Effectiveness of Place Branding’, 
Public Management Review, 14(4), pp. 499–519.  Doi 10.1080/14719037.2011.649972. 

Kun-Shan, W. and Yi-Man, T. (2011) ‘Applying the Extended Theory of Planned Behavior to Predict the Intention of Visiting 
A Green Hotel’, African Journal of Business Management, 5(17), pp. 7579–7587. doi: 10.5897/AJBM11.684.  

Latif, I. A. (2014) ‘A Comparative Analysis of Global Halal Certification Requirements’, Journal of Food Products Marketing, 
20, pp. 85–101. doi: 10.1080/10454446.2014.921869.  

Lawshe, C. H. (1975) ‘A Quantitative Approach to Content Validity’, Personnel Psychology, 28, pp. 563–575. doi: 
10.1111/j.1744-6570.1975. tb01393x.  

Marpaung, M. (2021) ‘Analisis Moderasi Religiusitas Pada Pengaruh Pendidikan, Pengalaman dan Motivasi Terhadap Kinerja 
Pegawai Pemprov Sumut’, Jurnal Ilmiah Ekonomi Islam, 7(02), pp. 669–678. doi: 10.29040/jiei. v7i2.2152.  

Maulana, H., Razak, D. A. and Adeyemi, A. A. (2018) ‘Factors Influencing Behaviour to Participate in Islamic Microfinance’, 
International Journal of Islamic and Middle Eastern Finance and Management, 11(1), pp. 109–130. doi: 10.1108/IMEFM-
05-2017-0134.  

Mirawati, N. M., Wardana, I. M. and Sukaatmadja, I. P. G. (2016) ‘Pengaruh Sikap, Norma Subjektif, dan Persepsi Kontrol 
Keperilakuan, terhadap Niat Siswa SMK di Kota Denpasar untuk Menjadi Wirausaha’, Jurnal Ekonomi dan Bisnis,5(7), 
pp.1981–2010.Available at: https://ojs.unud.ac.id/index.php/EEB/ article /download/16273/14789. 

Mohezar, S., S. and Zailani, Z. Z. (2016) ‘Halal Cosmetics Adoption Among Young Muslim Consumers in Malaysia: Religiosity 
Concern’, Global Journal AlThaqafah, 6.  

Mohd Hyrul Abu Karim, Experience as a in a hotel managers’ behavioural intention to adopt islamic quality standards for hotels 
in peninsular malaysia length of working, page 133–151 eISSN 24621714|  

Nur Asnawi, (2018) Vol. 13 No. 5, pp. 1273-1290 © Emerald Publishing Limited 1746-8809 DOI 10.1108/IJoEM-11-20170495 
Halalproductsconsumpti on in international chain restaurants among global Moslem consumers  

Nashori, F. and Macharam, R. D. (2002) Mengembangkan Kreativitas dalam Perspektif Islami. Yogyakarta: Menara Kudus.  
Nasution, H. (1979) Islam Ditinjau dari Berbagai Aspeknya Jilid I. Jakarta: UI Press.  
Ngah, A. H., Gabarre, S (2020) ‘Mediated and Moderated Model of The Willingness to Pay for Halal Transportation’, Journal of 

Islamic Marketing, 12(8), pp. 1425–1445. doi: 10.1108/JIMA-10-2019-0199.  
Ngah, A. H., Jeevan, J.\ (2020) ‘Willingness to Pay for Halal Transportation Cost: The Moderating Effect of knowledge on the 

Theory of Planned Behavior’, Journal of Environmental Treatment Techniques, 8(1), pp. 13–22. available at: 
https://www.researchgate.net/profile/Nurul- Haqimin-Mohd-  

Salleh/publication/340033591_Willingness_to_Pay_for_Halal_Transportation_Cost_The_Moderating_Effect_of_knowledge_
on_the_Theory_of_Planned_Behavior/links/5e739d7a299bf134dafd8187/Willingness-toPay-fo.  

Nugroho, A. P., Hidayat, A. and Kusuma, H. (2017) ‘The Influence of Religiosity and Self-Efficacy on The Saving Behavior of 
The Slamic Banks’, Banks and Bank Systems, 12(3), pp.35–47. doi: 10.21511/ BBS.12(3).2017.03.  

Palupi, A. O. (2013) Pengaruh Religiusitas Terhadap Kenakalan Remaja Pada Siswa Kelas VIII Smp Negeri 02 Slawi Kabupaten 
Tegal. Universitas Negeri Semarang.  

Pickett, E. K. mark. P, Havitz and Dennis.R (2019) ‘Amyloid Beta and Tau Cooperate to Cause Reversible  
Behavioral and Transcriptional Deficits in a Model of Alzheimer’s Disease’, Cell Reports, 29(11), pp. 3592-3604.e5. doi: 

https://doi.org/10.1016/j.celrep.2019.11. 044.  
Pradana, M., Huertas-García, R. and Marimon, F. (2020) ‘Spanish Muslims’ Halal Food Purchase Intention International Food 

and Agribusiness Management Review 190’, International Food and Agribusiness Management  Review,23(2), 
 pp. 189–201. doi: 10.22434/IFAMR2019.0200.  

Rachamawati, D., Magdalena, M. and Dhiana, P. (2015) ‘Pengaruh Word of Mouth, Tingkat Pendapatan Dan Kualitas Produk 
Terhadap Keputusan Pembelian Yang Berdampak Pada Minat Beli Ulang Konsumen (Studi Kasus Pada Produk Bandeng 
Juwana Elrina Semarang)’, Journal of Management,1(1), pp.1–19.doi: 
http://jurnal.unpand.ac.id/index.php/MS/article/view/254/250.  

Rakhmat, J. (2001) Psikologi Komunikasi Edisi Revisi. Bandung: PT Remaja Rosdakarya.  
Redda, E. (2019) ‘Attitudes Towards Online Shopping: Application of The Theory of Planned Behaviour’, Editura Universitară 

Danubius, 15(2), pp. 148–159.  
Rindfleisch, A. and Burroughs, J. E. (2004) ‘Terrifying Thoughts, Terrible Materialism? Contemplations on A Terror 

Management Account of Materialism and Consumer Behavior’, Journal of Consumer Psychology, 14(3), pp. 219–224. doi: 
10.1207/s15327663jcp1403_4.  

Rogers, E. M. (1983) Diffusion of Innovations. New York: The Free Press.  
Rohrbaugh, J. and Jessor, R. (2006) ‘Religiosity in Youth: A Personal Control Against Deviant Behavior’, Journal of Personality, 

43(1), pp. 136–155. doi: 10.1111/j.1467-6494 1975.tb00577. x.  

file:///C:/Users/Mano/AppData/Local/Temp/Temp1_paperswithpagenumbers.zip/ijor.co.uk


Suartina, Suprapti, Giantari and Ekawati 

INTERNATIONAL JOURNAL OF RELIGION    1259 

 

Santosa, H. B. (2019) ‘Analisis Rencana Pelaksanaan Pembelajaran (RPP) Guru Pendidikan Agama Kementerian Agama 
Kabupaten Malaka’, Widyadewata Jurnal Balai Diklat Keagamaan Denpasar, 2(1), pp. 45– 53. availableat: 
https://widyadewata.kemenag.go.id/index.php/widyadewata/article/view/ 22.  

Shadily, H. (1984) Sosiologi Untuk Masyarkat Indonesia. Jakarta: Bina Aksara.  
Shahzad, M., Madni, A. R. and Hassan, A. (2020) ‘Influence of Religious Factor on the Attitudes towards the Advertisements of 

Family Planning’, The Islamic Culture, 44(2), pp. 23–40. doi: 10.46568/tis. v44i2.732.  
Shyan Fam, K., Waller, D. S. and Zafer, B. E. (2004) ‘The Influence of Religion on Attitudes Towards the Advertising of 

Controversial Products’, European Journal of Marketing, 38(5/6), pp. 537–555. doi: 10.1108/03090560410529204.  
Siragusa, L. and Dixon, K. C. (2008) ‘Planned Behaviour: Student Attitudes Towards the Use of ICT Interactions in Higher 

Education’, in Hello! Where are you in the landscape of educational technology? Proceedings ascilite Melbourne, pp. 942–
953. Available at: https://ascilite.org/conferences/melbourne08/procs/siragusa. pdf.  

Soetomo (2011) Pemberdayaan Masyarakat (Mungkinkah muncul Antitesisnya). Yogyakarta: Pustaka Belajar.  
Stark, R. and Glock, C. Y. (2008) ‘The New Denominationalism’, Review of Religious Research, 50(50th Anniversary Issue), pp. 

33–42. Available at: https://www.jstor.org/stable/20447544.  
Sudarsono (1993) Kamus Filsafat dan Psikologi. Jakarta: Rineka Cipta.  
Sudarsono (2008) Kenakalan Remaja. PT. Rineka Cipta.  
Sugiyono (2013) Metode Penelitian Pendidikan Pendekatan Kuantitaif, Kualitatif, dan R&D. doi: 10.1007/s13398-014-0173-7.2.  
Swastika, I. K. P. (2007) Suputra Dan Bhakti Kepada Leluhur. Denpasar: Kayumas Agung.  
Taylor, S. and Todd, P. (1995) ‘Decomposition and Crossover Effects in the Theory of Planned Behavior: A Study of Consumer 

Adoption Intentions’, International Journal of Research in Marketing, 12(2), pp. 137–155. doi: 10.1016/0167-8116(94)00019-
K.  

Teimourpour, B. and Hanzaee, K. H. (2011) ‘The Impact of Culture on Luxury Consumption Behaviour Among Iranian 
Consumers’, Journal of Islamic Marketing, 2(3), pp. 309–328. doi: 10.1108/17590831111164822.  

Wardana, C. K. and Widowati, R. (2021) ‘The Influence of Product Knowledge and Religious Norms on Consumer Purchase 
Intention Mediated by Attitude A Case Study on Samyang Noodle’, in Proceedings of the 4th International Conference on 
Sustainable Innovation 2020-Accounting and Management (ICoSIAMS 2020). Published by Atlantis Press. doi: 
10.2991/aer.k.210121.053.  

Wibowo, A. (2013) Pendidikan Karakter di Perguruan Tinggi. Yogyakarta: Pustaka Pelajar.  
Wikamorys, D. and Rochmah, T. N. (2017) ‘Aplikasi Theory of Planned Behavior dalam Membangkitkan Niat Pasien untuk 

Melakukan Operasi Katarak’, jurnal Administrasi Kesehatan Indonesia,5(1), p32.doi: 10.20473/jakiv5i1.2017.32-40. 
Wirata, I. W. (2022) ‘Fenomenologi Pelaksanaan Upacara Ngaben (Pitra Yadnya) di Kota Mataram (Pendekatan Sosiologi 

Agama)’, ayapangus Press (Jurnal Penelitian Agama Hindu), (Special Issue Budaya & Pendidikan), pp. 89–97. doi: 
10.37329/jpa. v0i0.1619.  

Wua, J.-H., Chenga, C.-M. and Chenga, P.-J. (2015) ‘Behavioral Intention Toward Urban Eco-Land Performance Assessment 
Models Using TPB Tests’, Journal of Business Research, 68(4), pp. 771–776. doi: 10.1016/j.jbusres.2014.11.026.  

Yaghoubi, N.-M. and Bahmani, E. (2010) ‘Factors affecting the adoption of online bankingan integration of Technology 
Acceptance Model and Theory of Planned Behavior’, International Journal of Business and Managemen,5(9), p159. Available 
at: http://www.ccsenet.org/%0Ajournal/index.php/ijbm/article/%0 AviewFile /7321/5695%0D.  

Yuen, K. F. Chlia, Wang, Fei Ma and Kevin (2020) ‘The Psychological Causes of Panic Buying Following a Health Crisis’, 
International Journal of Environmental Research and Public Health, 17(10), pp. 1–14. doi: 10.3390/ijerph17103513. 

 
 


