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Jakarta, as the Indonesian Economic Center, has a large and dynamic Muslim
youth population, but financial awareness and planning for the pilgrimage
among them is still low. This study examines the relationship between
subjective norms, perceived behavior control, and attitudes towards the
planning of the cost of pilgrimage using PLS-SEM in 108 Muslim youth in Jakarta.
The results suggest that subjective norms and perceived behavioral control
greatly influenced their positive attitude towards planning for Hajj travel
expenses. Attitude and perceived behavioral control significantly impacted the
desire to plan for Hajj travel costs. However, subjective norms had no
substantial impact on this desire. The study produced additional findings,
including a mediation analysis that demonstrated how attitudes towards
financial planning could operate as a mediator in the interaction of subjective
norms, perceived behavioral control, and the plan to save for Hajj travel costs.
In the moderation analysis, perceived behavioral control only moderated the
influence of attitudes on the choice to create a plan for the Hajj trip’s costs.
Consequently, Islamic banks should consider these findings when marketing
saving products to young urban Muslims.

Kata kunci: Attitude; Hajj travel cost; Intention; Islamic banking; Perceived
behavioral control; Subjective norms.
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1. INTRODUCTION

The Hajj holds significant importance in Muslim life, as it constitutes the fifth pillar of
Islam, obligating every physically and financially able Muslim to undertake it at least once in
their lifetime. Interestingly, for prospective pilgrims, physical and financial readiness alone is
insufficient; they must also endure the waiting period established by the Indonesian government
through a queuing system (Mufraini, 2021). According to the Ministry of Religious Affairs of the
Republic of Indonesia, the number of Hajj applicants reached 5.2 million by 2022, with waiting
times ranging from 20 to 44 years. Moreover, individuals who enrol in Hajj at 40 years of age or
older, considering an average waiting period of 20 years, may embark on their pilgrimage at
approximately 60 years of age. The protracted wait for Hajj is partly attributed to its limited
seasonal occurrence and annual country-specific quotas established by Saudi Arabian
authorities (Huda & Haeba, 2021). This extensive delay can be mitigated by early patient
registration. However, to secure the Hajj portion number and register, the initial sum of Rp.
25,000,000 is required. However, this amount is not readily available. Consequently, it is crucial
to begin financial preparation for the Hajj well in advance to enable registration and pilgrimage
at a young age. An effective strategy for accumulating the necessary funds for the Hajj is to start
saving as early as possible (Mufraini, 2021).

The Hajj Financial Management Agency (BPKH) initiated the Ayo Berhaji Selagi Muda
Movement to encourage young Muslims to save for the Hajj pilgrimage. They partnered with
Islamic banks to offer Hajj savings products, which supported the success of the campaign.
Following the launch of the Young Hajj initiative, there was a notable increase in the number of
Hajj applicants under the age of 30. The percentage of young applicants rose from 17 percent in
2018 to 43 percent in 2019 (Puspaningtyas, 2020). Despite the growing availability of Islamic
banks' Hajj savings products, research on financial planning for Hajj expenses is limited. One
Islamic financial strategy for preparing Hajj costs involves opening a dedicated savings account.
Consequently, the intention to plan for Hajj expenses financially is defined as the willingness to
establish a Hajj savings account. The fundamental principle of this theory suggests that
intention is the most immediate predictor of behavior (Hagger et al., 2022). Most research on
behavioral intentions concentrates on forecasting these intentions through factors such as
attitudes, subjective norms, perceived behavioral control, and their cumulative effects.
Nevertheless, the initial theory of planned behavior (TPB) suggests that perceived behavioral
control modifies the influence of attitude and subjective norms on intention (Barbera & Ajzen,
2020; La Barbera, 2018; La Barbera & Ajzen, 2021; Yzer & Van Den Putte, 2014).

Researchers have investigated the effects of personal norms and perceived behavioral
control on attitudes. Moreover, attitude variables have been examined as intermediaries in the
connection between subjective norms, perceived behavioral control, and intention (Yusuf &
Zulfitri, 2021). Notably, studies based on the theory of planned behavior (TPB) have
demonstrated its predictive capability in understanding the intention to open Hajj savings
accounts in Islamic banks. These studies mainly focused on forecasting behavioral intentions
using attitudes, subjective norms, perceived behavioral control, and their cumulative effects. For
instance, Harahap et al. (2023) employed attitude, subjective norms, and perceived behavioral
control as independent variables, intention as a dependent variable, and religiosity as a
moderator. While existing research has demonstrated how perceived behavioral control and
subjective norms influence attitudes and intentions to save for Hajj travel expenses, research
gaps remain, including the mediating role of attitude and the moderating effect of perceived
behavioral control (PBC).
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This study also utilized the TPB as a foundational model to assess young Muslims' attitudes
and intentions towards saving for the Hajj pilgrimage. This study aims to provide a more
comprehensive understanding of how perceived behavioral control and subjective norms
influence the motivation to save for Hajj expenses. It also examines the potential mediating role
of attitude variables and the moderating effect of perceived behavioral control variables. The
study focuses on young Muslims in the Jakarta Metropolitan area, categorised into two groups:
those born between 1981-1996 (aged 28-43 in 2024, Gen Y) and those born between 1997-2012
(aged 12-27in 2024, Gen Z). Gen Y and Gen Z were selected based on Indonesia's minimum age
requirement of 12 years for Hajj registration. The Jakarta Metropolitan Area was chosen for its
significance as the epicenter of crucial operations in Indonesia, encompassing government
administration, private sector activities, office hubs, and economic endeavors. Jakarta is at the
forefront of Islamic banking in Indonesia, boasting the highest Islamic financial assets (386.420
trillion) among all provinces and a considerable sum of third-party funds (190.350 trillion). The
city houses 265 Islamic bank service offices, a noteworthy figure that contributes significantly
to statistics (Syadzily et al., 2020).

FIGURE 1. Research Model

PBC

SN

This schematic chart describes the research model analyzed using partial least squares—
structural equation modeling (PLS-SEM). The model examines the relationship between the
four main variables, namely subjective norms (SN), felt behavioral control (PBC), attitude
(ATT), and intention (INT) to plan the cost of the pilgrimage. In this model, SN and PBC act as
exogenous variables that are estimated to have a direct effect on other variables. Attitude (ATT)
functions as an endogenous variable as well as a mediator, meaning that ATT bridges the
influence of SN and PBC indirectly on intention (INT). Int is the main dependent variable that
is influenced by SN, PBC, and ATT. The dotted line that connects PBC to the relationship
between ATT and INT shows the role of PBC as a moderator variable that affects the strength
of the relationship between attitudes and intentions.

2. LITERATURE REVIEW
The Urgency of Sharia Financial Planning for Hajj travel cost

Every Muslim wants to fulfil this fifth pillar. However, many Indonesians fulfil the
obligation of Hajj at an advanced age because accumulating funds for Hajj travel takes a long
time. On the other hand, many Indonesians have the ability to perform the Hajj pilgrimage, but
some are tripped up by financial management problems, so the Hajj pilgrimage cannot be carried
out. Thus, if they already have this ability, planning for the Hajj, including financial matters,
must be prepared as soon as possible. Unlike other acts of worship, the Hajj requires careful
preparation, both physical and material, and one must be prepared to wait in the Hajj queue for
years and years) Regarding the cost of Hajj, after Law No. 8/2019 on the Implementation of Hajj
and Umrah was passed, there are now terms such as Hajj Implementation Fee (BPIH) and Hajj
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Travel Fee (Bipih). Bipih is the amount of funds deposited directly by the congregation. BPIH is
the real cost of organizing the Hajj, which consists of both direct and indirect costs (Mufraini,
2021).

The amount of BPIH administered also varied annually. In 2017, for example, the average
BPIH in 2017 IDR 61 million, in 2018 IDR 65 million in 2019 IDR 69 million in IDR, and rose again
to IDR 86.5 million in 2022. The amount of regular Hajj Bipih is not greater than BPIH every
year. In 2016 and 2017 the average regular Hajj Bipih amounted to IDR 34,641,304. In 2018 and
2019, the average Hajj Bipih values were Rp. 35,235,602 and increased again to Rp. 39,886,009 in
2022. The following year, Presidential Decree Number 7 of 2023 concerning the Cost of Hajj
Pilgrimage in 1444 Hijri/2023 AD stated that the value of Bipih for regular pilgrims in 1444
Hijri/2023 AD was the cheapest at IDR 44,364,357.26 per person (Aceh embarkation) and the
most expensive at IDR 52,837,858.26 per person (Kertajati Embarkation). Meanwhile, to
register for Hajj, prospective pilgrims must deposit Rp25 million to obtain a Hajj Registration
Letter and queue number. Considering that the costs that need to be prepared for Hajj are not
small and the queue for Hajj is getting longer, Sharia financial planning for Hajj costs needs to
start early so that the dream of performing Hajj can be realized (Mufraini, 2021). Lahsasna
(2010) clarified that Islamic financial planning is a procedure to help decide on ideal business
goals, needs, and assets using Sharia parameters. Islamic financial planning can mean meeting
life goals by managing finances in a sharia-compliant manner (Shatii, Yusoff, & Noh, 2013).

Sarasin (2011) argues that financial planning from an Islamic perspective is established to
fulfil the goals of every Muslim by implementing a financial plan and continuously monitoring
it to successfully meet the goals of this life and the next. In this regard, one of the Islamic
financial plans to prepare for the cost of travelling to the Hajj pilgrimage is to open a Hajj savings
account. Islamic banking also provides Hajj savings products to help Muslim communities save
on the costs of travelling to the Hajj pilgrimage. The concept of Hajj savings is generally the same
as savings plans; however, Hajj savings are used by people preparing for the cost of the Hajj
pilgrimage by depositing a certain amount of money until the balance required is sufficient to
cover the cost of the pilgrimage (Harahap et al., 2023). Islamic banks in Indonesia are well
positioned to utilize Hajj funds by distributing the money raised to various investment sectors.
After two months of the pandemic, there was still an increase in registrations to 4.99 million
persons, despite the fact that the virus momentarily stopped Muslims from performing their
religious rituals, such as delaying their Hajj trip (Syadzily et al., 2020).

Theory of Planned Behavior

The study of intention and the theory of planned behavior (TPB) have become popular
research topics used by researchers to predict the intention to use Islamic financial products
because TPB has stronger predictive power than others (Amin et al.,, 2014). The TPB model
represents the components of consumer behavioral choice and intention, reflecting the desire to
exercise decisiveness in behavior (Balau and Galati, 2018). Ajzen (1991) developed the TPB
model to address the shortcomings of the Theory of Reasoned Action (TRA) model. The TRA
model includes attitudinal and subjective norm variables, whereas the TPB model consists of
attitude, subjective norms, and perceived behavioral control (Darmansyah et al., 2020; Farooq et
al.,2017; Riza, 2021). Attitude is a mental willingness developed through experience that directly
influences individual responses to objects and related events (Allport, 1935).

According to Norman (1975), two components of attitude should be evaluated: cognitive
and affective. The affective aspect relates to an individual's overall positive or negative sentiment
towards a particular matter. The cognitive aspect encompasses an person's belief in the
significance of a problem. In contrast, subjective norms are described as an individual's
perception of something reinforced by those they deem important (Bananuka et al., 2019) or
their beliefs about others' behavior (Masrizal et al., 2023; Shahijan et al., 2014). These norms
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represent perceived pressure from the social environment that makes certain behaviors
acceptable based on personal considerations. This social environment typically includes people
close to the individual, such as family members, friends, and coworkers (Yusuf and Zulfitri,
2021).

Perceived behavioral control is characterized by the perception of one's capabilities and
sense of control over a situation (Ham et al., 2015). It is conceptualized as a latent construct with
two dimensions: perceived competence and perceived autonomy. Perceived competence refers
to the belief in one's ability to perform a specific behavior, whereas perceived autonomy relates
to the capacity to control one's actions (Sulistiowati et al., 2023). Amalia and Setyono (2023)
and Harahap et al. (2023) used the TPB approach and found that attitude and subjective norms
have a significant impact on the intention to save for the Hajj pilgrimage, whereas perceived
behavioral control does not affect the intention to save for the Hajj pilgrimage. Similarly, the
findings of a study by Sulistiowati et al., (2023) who used the TPB approach in a study to
understand general savings intentions, found that subjective norms have a positive impact on
savings intentions but not on attitude. Perceived behavioral control and attitude significantly
and positively impacted savings intentions in Islamic banking.

According to Alqasa et al. (2014), subjective norms and attitudes significantly and positively
affect yemens'savings intentions. Sulistiowati et al., (2023) found that subjective norms play a
positive role in savings intentions but have no effect on attitude. Perceived behavioral control
and attitudes significantly and positively influenced savings intentions in Islamic banking.
Although the existing literature shows how perceived behavioral control, attitudes, and
subjective norms affect savings intentions for the Hajj, a research gap exists in investigating the
moderating effect of perceived behavioral control on the relationship between attitudes and
intentions and subjective norms and savings intentions for the travel expenses of the Hajj
pilgrimage. According to Barbera and Ajzen (2020), perceived behavioral control can
theoretically moderate the effects of attitudes and subjective norms on behavioral intentions.
The following hypotheses were proposed in this study:

HI : The intention to save for Hajj travel expenses is positively and significantly influenced by
attitudes toward financial planning.

H2a: There is a significant correlation between subjective norms and attitudes toward financial
planning for Hajj travel expenses.

H2b: The intention to save for Hajj travel expenses is positively and significantly affected by
subjective norms.

H3a: There is a substantial association between perceived behavioral control and attitudes
towards financial planning for Hajj travel expenses.

H3b: The intention to save for Hajj travel expenses will be positively and significantly affected
by perceived behavioral control.

H4a: The association between subjective norms and the plan to save for Hajj trip expenses is
mediated by attitudes towards financial planning for such expenses.

H4b: The relationship between perceived behavioral control and attitudes towards financial
planning for Hajj trip expenses mediates the plan to save.

H5: Perceived behavioral control moderates the link between subjective norms and the desire
to save for Hajj travel expenses.

H6: Perceived behavioral control moderates the association between mindset and planning to
save for Hajj travel costs.
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3. RESEARCH METHOD

This study employed a statistical approach and collected primary data through a
questionnaire disseminated to 108 respondents using Google Forms. According to Mulazid et al.
(2024) and Raza et al. (2018), a sample size ranging from 50 to 100 is generally sufficient for
SEM. The research employed purposive sampling, focusing on individuals who fulfilled specific
criteria: living in Jakarta Metropolis, practising Islam, aged between 18 and 40, and maintaining
accounts with both Islamic and conventional banks. The questionnaire items were primarily
adapted from Abdullah (2019) with modifications made to align with the context of this study.
Scales for evaluating attitudes, subjective norms, perceived behavioral control, and plans were
derived from previous research. To investigate the factors affecting the intention to save for Hajj
travel expenses, 19 items were evaluated using a five-point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). This scale is commonly used in social studies because of its
simplicity and it provides respondents with five distinct options. Scales with seven or 11 points
can be more complex for participants (Edmondson, 2005; Mulazid et al., 2024; Mumu et al.,
2022). Smart Partial Least Squares (SmartPLS) version 4.0.9.6, was used for data analysis.

4. RESULT AND ANALYSIS

Table 1 presents the results of the data analysis for saving intention, attitude, subjective
norms, and perceived behavioral control using SmartPLS Version 4.0.9.6 software in two steps.
First, the Measurement Model (Outer Model) incorporates Convergent Validity, Cronbach's
Alpha, Composite Reliability, and Discriminant Validity/Average Variance Extracted. Second,
the Structural Model (Inner Model) consists of path coefficient evaluation (b), t-value,
proportion of variance explained (R?), impact size (f2), and predictive relevance (Q?) (Hair et
al., 2014; Muttagien et al., 2023).

Evaluation of Measurement Model

Convergent and discriminant validity tests were employed to assess the measurement
models. Convergent validity evaluates the effectiveness of assessment items in defining and
measuring a latent construct and its association with other assessments. The initial step of this
approach involves calculating the indicator loadings that represent the amount of indicator
variance explained by the construct. While Hair et al. (2014) suggest loadings exceeding 0.70, a
value of 0.50 is acceptable, provided the average variance expected (AVE) surpasses 0.5.
Additionally, construct reliability was examined, with higher values indicating greater
reliability. Consequently, values ranging from 0.70 to 0.95 were deemed appropriate and good,
while those between 0.60 and 0.70 were considered acceptable. The results of the convergent
validity analysis are presented in Table L.
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TABLE 1. Summary of Measurement Model Evaluation

Variabel Laten Items Loadings CA CR AVE
ATTI 0.918

Attitude ATT2 0.920 0009 0943 0.846
ATT3 0.922
INT6 0.906

Intention INT7 0.923 0.875 0.923 0.800
INTS8 0.853
NS1 0.880

Subjective Norms NS2 0.902 0.859 0.914 0.780
NS3 0.867
PBCl1 0.930

Perceived PBC2 0.942 0.920 0.949 0.862
Behavior Control PBC3 0.912
PBC4 0.903

All elements in Table 1 had loadings greater than 0.50. The composite reliability statistics
were higher than the acceptable value of 0.70, and all AVEs were greater than 0.50. The measures
employed in this investigation for each construct were legitimate based on their statistical
significance and parameter calculations. Discriminant validity includes how well scored
questions communicate a coherent concept or distinguish between constructs. Discriminant
validity was attained by examining the correlations between measures that may overlap with
other variables. If the maximum indicator loading on a related concept is consistent, the
construct shows discriminant validity. To ensure discriminant validity, the square of the AVE
was estimated, and the results exceeded the construct's intercorrelation with other constructs
in the model (Hair et al., 2014; Mulazid et al., 2024; Muttagien et al., 2023). In conclusion, the
data reported in Table 2 provide adequate evidence for the reliability, convergent validity, and
discriminant validity of the measurement tools.

TABLE 2. Fornell Lacker Criterion

ATT INT PBC SN
ATT 0.92
INT 0.579 0.894
PBC 0.611 0.747 0.928
SN 0.525 0.576 0.534 0.883

Structural Model Evaluation

A structural model was used to determine how exogenous variables influence endogenous
variables (Hair et al., 2014). To evaluate the structural model, Hair et al. (2017) assessed the path
coefficient (b), t-value, proportion of variance explained (R?), effect size (f2), and predictive
relevance (Q?). The coefficient of determination (R?) indicated the predictive accuracy of the
constructs in the proposed model. In this study, the R? value for the endogenous variables was
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0.648. The R? value for the endogenous variable (intention) is 0.642. This implies that all
exogenous variables explain 64.2% of the variance in intention. In this study, the R? value for
the endogenous variable (attitude) was 0.429. This implies that all exogenous variables explain
42.9% of the variance in attitudes.

Furthermore, the analysis included an examination of the Effect Size (f2). The Effect Size
() value is comparable to the route coefficient. Specifically, the rank order of the relevance of
predictor constructs in explaining the dependent construct in a structural model is often the
same when comparing the size of the path coefficient and Effect Size (£2). This is because the
path coefficient and Effect Size (f2) are measures of the strength of the relationship between two
variables ( Hair Jr., Hult, & Ringle, 2022). Cohen, (1988) defines the benchmark effect size as
0.02 for small, 0.15 for medium, and 0.35 for big. Values less than 0.02 can be ignored or
interpreted as having no effect (Hair et al.,, 2017). As shown in Table IV, the overall output of {2
ranged from 0.002 to 0.430. In addition to assessing the magnitude of the R?value as a criterion
for prediction accuracy, we examined the Q2 value, which is an indicator of the relevance of
model predictions.

Predictive relevance aims to remove particular data and treat them as missing to estimate
the model parameters, which are then used to reconstruct the missing values (Hair et al., 2014).
The blindfolding procedure is usually applied to endogenous constructs with a reflective
measurement model specification, and to single-item endogenous constructs. As Hair et al.
(2017) suggest, the model is likely to show predictive relevance if the Q? value is greater than 0.
In addition, Henseler et al. (2009) reported Q? values of 0.35 (large), 0.15 (medium), and 0.02
(small). Values less than 0.02 can be ignored or interpreted as having no effect (Hair et al., 2017).

TABLE 3. R -Square (R?) and Q -Square (Q*) Output

R2 Q2
ATT 0.429 0.353
INT 0.642 0.483

Table 3 shows the results of this study, where all endogenous variables are greater than 0,
which is acceptable given that predictive relevance is based on the rules of thumb for PLS-SEM.
Based on the data presented in table III, it can be seen that the Q? value on the dependent variable
attitude (ATT) is 0.353 or 35.3 % and the Q? value on the dependent variable intention (INT) is
0.483 or 48.3%. Based on this value, it can be concluded that this study had a large observational
value, because it was greater than 0.35. To estimate all of the hypothesized linkages between
latent variables and establish the significance of the route coefficients, this study used a
bootstrapping technique with 5,000 sample data points. Table IV shows that the t-values of all
relationships are > 1.645 at a significance level of < 0.05, except for the relationship between
subjective norms and intention.

TABLE 4. Structural Model Results

Original Sample T statistic P values f2 Decisions
HI1ATT - INT 0.179 2.394 0.017 0.048 Accepted
H2a SN > ATT 0.277 3.603 0.000 0.096 Accepted
H2b SN - INT 0.164 1.716 0.086 0.047 Rejected
H3a PBC > ATT 0.464 4.320 0.000 0.269 Accepted

H3b PBC - INT 0.535 5.550 0.000 0.430 Accepted
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The results of table 4 showed a significant relationship between attitude and intention (f3 =
0.179; t= 239; p <0.05) and between subjective norms and attitudes (8 = 0.277; t = 3.603; p < 0.05).
Subjective norms had a small effect on intention (B = 0.164, t = 1.716, p > 0.05). In summary, this
study accepts H1 and H2a and rejects H2b. Perceived behavioral control had a significant effect
on attitude (B =0.464; t = 4.320; p <0.05) and intention to save for Hajj travel expenses (f8 = 0.535;
t=5.550; p < 0.05), supporting H3a and H3b, respectively.

Mediation Effect

According to Zhao et al. (2010) and Chetioui et al. (2023), full mediation is achieved when
the direct effect becomes non-significant after considering the indirect effect. Partial mediation
is achieved when the direct effect remains significant after considering indirect effects. These
results suggest that attitudes towards Islamic banking savings products for the Hajj are fully
mediated by subjective norms and intentions.

TABLE 5. Structural estimates (Mediation Hypothesis Testing)

Beta T Confidence Intervel
L. P values
Value statistik 2.50% 97.50%
H4a SN > ATT - INT 0.049 1.962 0.050 0.005 0.105
H4b PBC > ATT - INT 0.083 1.984 0.047 0.011 0.173

Table 5 shows that the direct effect of subjective norms on intention was not significant
(R=0.164, t = 1.716, p > 0.05); however, after the inclusion of attitude as a mediator, the effect of
subjective norms on intention became significant (& = 0.49, t =1.962, p = 0.05). This result also
confirmed attitude as a partial mediator in the relationship between perceived behavioral
control and intention to use the app. Data indicated that the coefficient of the direct effect of
perceived behavioral control on intention changed from (= 0.535; t = 5.550; p < 0.05) to (f- 0.083;
t=1.984;p<0.05), remaining significant after the inclusion of attitude as a mediator. These values
show that H4a and H4b were significant

Moderation Effects

Table 6 reveals that perceived behavioral control has no moderating effect on the
relationship between subjective norms and intention (b = -0.021; t = 0.286; p > 0.05). Therefore,
HS5 is rejected. Conversely, perceived behavioral control had a significant moderating effect on
the relationship between attitude and intention (£= 0.154, t = 2.387, p < 0.05), thus supporting
He.

TABLE 6. Moderating Effect

Original Sample T statistik ~ Pvalues f2 Decisions
H5 PBC x SN - INT -0.032 0.530 0.596 0.002  Accepted
H6 PBC x ATT » INT 0.164 2.886 0.004 0.077  Accepted

DISCUSSION

This study examined the impact of attitude, subjective norms, and perceived behavioral
control on young Jakarta Muslims' intention to plan for Hajj travel expenses. This study aimed
to assess how these factors influenced the attitudes and intentions of young Muslims towards
preparing for Hajj costs. Thus, hypotheses were formulated to achieve the research objectives of
this study. The analysis revealed that all research variables had a significant and positive effect
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on participants' intention to plan Hajj expenses, except subjective norms, which did not
significantly influence this intention. Attitude positively and significantly mediated the
relationship between subjective norms, perceived behavioral control, and intentions.
Additionally, perceived behavioral control only moderated the effect of attitude on intention.
The impact of each exogenous variable on the endogenous variable was analyzed separately. The
empirical findings demonstrate a significant relationship between attitude and intention to save
for Hajj travel costs (B = 0.179; t= 239; p <0.05). The study's results suggest that urban Muslim
youth's attitudes towards Islamic banks' Hajj savings products affect their intention to save for
Hajj travel expenses. The outcomes of this study align with those of Harahap et al. (2023),
Amalia and Setyono (2023), and Rosyad and Fathoni (2demonstrateso demonstrated a notable
connection between attitude and intention to utilize Is'smic bank Hajj s)avings accounts.
Conversely, other research, such as that by Resty and Hidayat (2021), reported that attitude
does not significantly affect saving intentions. These discrepancies may stem from differences in
research settings, sample populations, or analytical approaches as well as the involvement of
different moderating or mediating factors across studies.

Subjective norm (SN) showed a significant positive influence on attitude (=0.277; t=3.603;
p<0.05), indicating that the views of society, close people, and friends play a significant role in
forming a positive attitude towards financial planning for Hajj travel expenses. This finding is
in line with the research of Waseem Subhani et al. (2023), who also found that subjective norms
contribute positively to attitudes. However, SN only has a minimal influence on the intention to
save for Hajj travel expenses (B=0.164; t=1.716; p>0.05), which means that opinions from the
public, important people, and friends do not contribute significantly to forming saving
intentions. This result supports the explanations of Ham et al. (2015) and Sulistiowati et al.
(2023), who stated that the influence of subjective norms on the formation of intention is usually
weaker than its influence on attitude in this study. However, this finding differs from those of
Amalia and Setyono (2023) and Harahap et al. (2023), who found that subjective norms
significantly influenced the intention to save for Hajj.

The results of this study indicate that subjective norms are likely to operate indirectly by
first influencing attitudes, which then impacts savings intentions. In other words, social
pressure and expectations from close relatives, friends, and the community play a role in shaping
positive attitudes toward financial planning for Hajj expenses, and these attitudes then become
primary determinants of savings intentions. This mediation process explains why the direct
effect of subjective norms on intentions is insignificant, leaving attitudes the closest and primary
predictor of intentions in this research model. Furthermore, it is possible that other moderating
or mediating variables that have not been analyzed, such as perceived behavioral control,
religiosity, or financial literacy, may influence or inhibit the direct effect of subjective norms on
intentions.

The study revealed that perceived behavioral control exerted a positive and significant
influence on attitude (R- 0.464; t = 4.320; p < 0.05) and intention to save for Hajj travel expenses
(1=0.535;t=5.550; p < 0.05). Remarkably, attitudes and intentions regarding reducing Hajj travel
expenses were primarily influenced by perceived behavioral control. The factors preventing and
regulating behavior with regard to attitudes and intentions to save for Hajj travel expenses are
of significant importance, as this correlation implies that improved behavioral control correlates
with elevated attitudes and intentions to save for Hajj travel expenses. Additionally,
opportunities to participate in particular activities and the resources available are linked to
perceived behavioural control (Syahriyatul Muharromah et al., 2021). These findings align with
the research of Waseem Subhani et al. (2023), who demonstrated that perceived behavioral
control has a positive and significant impact on attitudes towards and intentions to adopt
Islamic banking in Pakistan. In contrast, the results of this study contradict those of Harahap et
al. (2023) and Amalia and Setyono (2023), who found that perceived behavioral control had no
significant effect on the intention to save for Hajj pilgrimage costs. Furthermore, Ham et al.
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(2015) found that perceived behavioral control had no significant effect on attitudes or
intentions.

This study presents several novel findings, including a mediation analysis that demonstrates
the positive and significant mediating effect of attitude on the relationship between subjective
norms and savings intentions for Hajj travel costs ( = 0.49, t =1.962, p = 0.05). Furthermore, the
research reveals that attitude strongly mediates the connection between perceived behavioral
control and saving intention for Hajj travel expenses (= 0.083; t = 1.984; p < 0.05). These
outcomes align with Waseem Subhani et al.’s (2023) research, which also identified a significant
mediating role of attitudes in the relationship between subjective norms, perceived behavioral
control, and the intention to adopt Islamic banking in Pakistan. Consequently, public opinion
is vital to the success of the Hajj Financial Management Agency (BPKH), Islamic banking, and
the Indonesian Ministry of Religious Affairs (MoRA). These institutions must acknowledge that
generations of Indonesian Muslims, particularly those in the Jakarta Metropolitan area, are
familiar with financial planning. As such, they need to proactively inform the public about the
Hajj savings products available through Islamic banks. Potential pilgrims anticipate that Islamic
banking Hajj savings products will offer reassurance given the extended waiting period for Hajj
pilgrimages.

Moreover, the anticipated moderating influence of perceived behavioral control on the link
between subjective norms and saving intention for Hajj travel expenses yielded non-significant
outcomes (b = -0.032; t = 0.530 ; p > 0.05). A possible explanation for this result is that urban
Muslim youth who feel highly capable of saving for Hajj travel may be less influenced by social
pressure. This research aligns with La Barbera’s (2018) findings, which also revealed an
unexpected negative impact of perceived behavioral control on the relationship between
subjective norms and intention; consequently, subjective norms only affect intention when
perceived behavioral control is low. This finding contradicts the theory proposed by Barbera and
Ajzen (2020), who suggested that perceived behavioral control could theoretically moderate the
effect of subjective norms on behavioral intentions. Furthermore, this study corroborates the
moderating influence of perceived behavioral control on attitudes and intentions to save for Hajj
travel expenses, yielding significant findings (b = 0.164, t = 2.886, p < 0.05). This suggests that
young Muslims with high perceived behavioral control are more inclined to base their intentions
on their attitudes. These individuals may possess a more favorable outlook towards executing
the behavior, potentially resulting in a stronger correlation between attitude and behavioral
intention. This observation aligns with the theory of Barbera and Ajzen (2020), who posited
that perceived behavioral control can moderate the impact of attitudes on behavioral intentions.
To enhance young Muslims’ motivation and enthusiasm for saving Hajj expenses, BPKH and
associated organizations should intensify their efforts to promote early financial planning for
the pilgrimage. This can be achieved by persuading young Muslims that undertaking the Hajj is
not exclusively for the elderly and that they can also register for the journey. According to MUI
fatwa No. 002/MUNAS X/ MUI/X1/2020, individuals may register for Hajj from birth to puberty.
However, the Minister of Religious Affairs (PMA) Regulation No. 29/2015 concerning Regular
Hajj Implementation stipulates that Hajj applicants must be at least 12 years old to meet the
eligibility criteria.

5. CONCLUSION AND FURTHER STUDY

The purpose of the investigation was to evaluate the mediation impact of financial planning
attitudes and the controlling impact of perceived behavioral control on the link between
subjective norms, perceived behavioral control, and young urban Muslims' motivation to save
for Hajj travel costs. A survey of 108 Muslim youth living in the Jakarta Metropolitan area was
carried out to achieve these goals. According to the correlation analysis, younger Muslims in
Metropolitan Jakarta had strong opinions about financial planning that were influenced by both
subjective norms and perceived behavioral control. Additionally, the study showed that while
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subjective norms had no bearing on young Muslims' plans to save for Hajj travel expenses in
Metropolitan Jakarta, attitudes and perceived behavioral control did.

The results of the study indicate that the financial planning attitudes of younger Muslims
in Metropolitan Jakarta act as a mediator between their subjective norms and intention to save
for their Hajj trip. The relationship between the goal of saving for Hajj expenses and subjective
norms is similarly mediated by this attitude towards financial planning. Additionally, the study
discovered that the relationships between young Muslims' opinions on financial planning and
their plans to save for Hajj expenses may be influenced by perceived behavioral control.
However, the association between interest in saving for Hajj travel expenses and subjective
norms was not moderated by perceived behavioral control.

The findings of this study have important ramifications for a variety of stakeholders,
including academics, industry professionals, and regulatory agencies. This study highlights the
dual role of attitude for scholars: it acts as a mediator between perceived behavioral control,
personal norms, and the same plans, as well as altering its own relationship with the plan to save
for Hajj travel expenses. Industry professionals and regulators should heed these findings, as
they highlight the need for comprehensive public education, particularly aimed at young
Muslims, regarding the savings products offered by Islamic financial institutions. This
knowledge is crucial for altering the perspectives of younger Muslim populations towards
Shariah-compliant financial planning.

Promoting savings through Islamic banking can provide individuals, especially young
Muslims, with additional options for allocating funds to their Hajj pilgrimages. As in other
studies, this study had certain constraints. First, the findings may only be relevant to young
Muslim populations in the Jakarta Metropolitan region, as the data were sourced from this area.
Second, the study's reliance on the TPB model and quantitative data alone restricted the
participants' views on the research variables and potentially overlooked pertinent information.
Future investigations should replicate these findings to validate the outcomes of this study.
Subsequent research should employ a mixed-method approach and examine additional factors,
such as income, religiosity, and Islamic financial literacy.
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