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ABSTRACT 

 
 

Objective –Failure to prearrange one’s funeral may lead to financial hardship on one’s family members. Despite the 

importance of a funeral plan, little is known regarding the awareness level among Muslims regarding the Islamic Pre-

need Funeral Plan (IPFP).  Because of the dearth of academic research on the awareness among Muslims regarding 

IPFP, this paper aims to assess the awareness level of Muslims regarding IPFP and to develop an awareness model that 

frames factors affecting IPFP awareness level. 

Methodology/Technique – To achieve this, a questionnaire was used to collect the data and PLS-SEM was used to 

analyse the data. Results show that the level of awareness regarding IPFP is low and is similar to the result found in the 

USA  

Findings –  The results further show that marketing communication efforts and social influence are significant factors 

affecting awareness of IPFP. These results have practical implications for IPFP providers and should help them better 

market their products and mitigate the potential for financial hardship funeral costs may have on families.   

Novelty – The scarcity of land for burial plots, soaring funeral costs and an increasingly aging population rate 

necessitates funeral prearrangements by subscribing to a pre-need funeral plan. This prearrangement is an advanced 

financial provision that covers funeral and burial expenses by enabling subscribers to make funeral arrangements while 

they are still alive. 

Type of Paper: Empirical. 
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_______________________________________________________________________________________ 

1. Introduction 

Deaths and funerals are inevitable events in life. As reported by Department of Statistics Malaysia, the 

death rate in Malaysia increased 3.6% from 150,318 (2014) to 155,786 (2015).   
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The price for funeral services and burial plots for non-Muslims in private memorial parks escalated to an 

average of RM50,000 (Boo, 2014). More broadly, funeral cost has increased globally due to: 1) rising cost of 

a burial plot along with the cost of land; and 2) soaring rate of cremation with the increase in energy prices 

and legal requirements for crematories to install new equipment and filters. Even though most Muslims are 

buried in public cemeteries, the funeral cost for Muslims has also increased over the years.  Hence, there is a 

need to make funeral prearrangements by subscribing to a pre-need funeral plan. This advanced financial 

provision plan covers funeral and burial expenses, enabling subscribers to make all funeral arrangements 

during their lifetime. Failure to prearrange funeral costs can expose surviving family members to potential 

debt and further anxiety at a time when grieving family members of the deceased are vulnerable.   

Customarily, the Muslim community and mosque committees handle most of the work associated with 

Muslim funerals. However, reliance on one’s community may not be practical in urbanized Malaysia due to: 

1) modernization and escalating urbanization having affected the living condition of the society and in turn, 

diminishing the close relationship of the community (Billig, 2016); and 2) lack of interest and knowledge of 

Islamic funeral management among Malaysian Muslim youth (Malay Mail Online, 2015). Financing a 

Muslim funeral is traditionally done through the Community Death Fund Association (Khairat Kematian) 

whereby money is collected from each household in an area (kariah). A participating household pays a 

predetermined annual instalment, fixed without actuarial calculation and possibly resulting in a shortage of 

funds if the actual number of deaths is more than expected. In situations where there are more deaths than 

expected, the government would have to absorb the funeral costs. In view of the difficulties faced by the 

community from more deaths than previously managed (partially due to demographic shifts), private 

initiatives have developed in the form of IPFP. An IPFP is run by firms that systematically collect payments 

and applies a takaful plan whose benefits cover the cost not only for complete Islamic funeral processes but 

also the following: a cash contribution to the deceased’s family, a complete al-Quran reciting, a tahlil 

ceremony, cash waqf for the mosque in the deceased’s name, a takaful Personal Accident, and estate 

management services. 

Records from Companies Commission of Malaysia (CCM) revealed that there are companies offering 

IPFP. Basically, the process of IPFP involves three stages. The initial stage comprises of an interested buyer 

subscribing to IPFP by paying a monthly or annual fee, as prescribed by the plan. In the event of death, next 

of kin of the deceased subscriber only need to notify the plan provider. Subsequently, the IPFP provider will 

then render the necessary services in relation to the funeral processes i.e. disseminating news regarding death 

of a person to selected relatives using a short messaging system (SMS), securing a death registration and 

burial permit, washing and shrouding the body, digging the grave, preparing the hearse, conducting the burial 

ritual according to Shariah principles, performing prayers, reciting the Quran and erecting the grave marker. 

The process of a Islamic Pre-need Funeral Plan (IPFP) is depicted in Figure 1. 

 

• Interested buyer becomes a 
member by choosing the package 
offered by the plan provider. 

• Package ranging from as low as 
RM59 per year to RM 249 a year. 

• Commence paying monthly or 
annual payment for the rest of the 
member’s life 

1.  

Buyer subscribes to an IPFP to 
become a member 

• Member’s family notify the plan 
provider of the member's death. 

• Plan provider will make a check 
list to verify the information 
provided by the caller such as the 
name and member’s ID number, 
the location of the deceased and the 
phone number of the caller. 

2.  

In the event of the member's 
death 

• Contact their representative where 
the deceased is located. 

• Representatives will perform all 
processes in the Islamic funeral 
including bathing, shrouding, 
preparing the grave, securing a 
death certificate and erecting 
agrave marker. 

• The family will have peace of 
mind.  

3.  

Responsibilities of plan provider 
once  a member passes away 
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Figure 1: The Process of IPFP 

To date, very limited academic research has been done on Islamic pre-need funeral plans. Most research 

available in the literature on funeral plans were done on non-Muslim communities in various countries such 

as Walsh (2011) for Thailand, Hickey and Quinn (2012) for the United Kingdom, Kemp and Koop (2010), 

Kopp and Kemp (2007) for the USA, Villamin (2016) for the Philippines, and Van der Laan and Moerman 

(2017) for Australia. Due to the paucity of studies on IPFP, this paper attempts to fill the gap in the literature 

and thereby assess the awareness level of Muslims regarding IPFPs and to develop an awareness model 

consisting of factors affecting IPFP awareness level.  Study results found that the level of awareness of IPFP 

is low, akin to the result found in the USA.  The results further show that marketing communication efforts 

and social influence are significant factors affecting the awareness of IPFP. These results have practical 

implications for IPFP providers to better market their products.   

Review of Literature  

The theoretical foundation for this study is the Transtheoretical Model (TMM) developed by Prochaska, 

Norcross and DiClemente (1994). TMM explains five stages that individuals go through for behaviour 

change: precontemplation, contemplation, preparation, action and maintenance.  IPFP is a new product in the 

funeral services market.  At the precontemplation stage, Muslim consumers are oblivious to IPFP.  In fact, 

they may not comprehend the need to pre-arrange their funeral. It may take an emotional trigger, or a 

devastating event that raises their consciousness or awareness about the need for pre-arranging their funeral. 

The change at this stage could be measured through increased awareness. Guion and Free (2010) highlighted 

a few factors that could increase awareness. After Muslims are triggered on the need to subscribe IPFP, they 

might seek more information on it.  The first factor is marketing communication efforts; this is where the 

IPFP providers must do all marketing efforts through various modes of transmitting information using 

powerful messages that aim to evoke an emotional need to subscribe to an IPFP.  Their information seeking 

processes will lead to more knowledge on IPFPs.  Once they perceive there are greater benefits in subscribing 

to an IPFP that heighten their awareness, they will move to the second stage: contemplation.  In this stage 

they are fully aware of the pros and cons of subscribing to an IPFP and they contemplate subscribing to IPFP.  

The next stage is preparation, where the interested customers have a plan of action that they will embark on 

in the near future.  The fourth stage is action itself, where the customers fill out the form to subscribe to IPFP 

and commence periodic payments.  The last stage is maintenance, whereby the subscribers continue paying 

the subscription fees for the rest of their lives.  In the event of their death, IPFP will be effective and their 

family is protected from financial and emotional burdens of managing the funeral.  

Awareness  

Consumers are aware of a product or service when they can recall the product even in its absence (Timiras, 

2017). The level of awareness among consumers regarding pre-planning funeral arrangements in the USA is 

low (Kemp and Kopp, 2010; Lambert, 2016). Awareness on Islamic products other than IPFP was reported in 

the literature, such as awareness of takaful (Coolen-Maturi, 2013) and Islamic banking (Ul Islam and 

Rahman, 2017). However, awareness of IPFP has been neglected in the literature even though awareness is a 

prerequisite for the success of a product/service. 

Knowledge  

Raghuvanshi (2016) found a relationship between knowledge and awareness while Md Husin and Ab 

Rahman (2013) reported that better education led to higher awareness of takaful schemes. Nga et al. (2010) 

found an association between knowledge and financial awareness among youth. Zhang (2001) further 
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demonstrated that having the cultural knowledge of relevant reading material resulted in higher awareness 

and understanding of the subject matter.  As such, a well-informed customer on IPFP is expected to be aware 

of IPFP.  With this in mind, Hypothesis 1 is formulated: 

H1:  Knowledge has a significant relationship with awareness of IPFP 

Perception  

Perception is the process whereby consumers receive, select, organize, and interpret sensory stimuli 

resulting in a valued evaluation that influence customers' awareness of a service and subsequently influence 

their decision making (Lantos, 2015). Awareness results from perception formed by exposure to information 

on the product (Hoyer and Brown, 1990).  If consumers perceive IPFP has attributes and benefits that satisfy 

their needs and wants, their awareness of IPFP will increase.  As such, H2 hypothesized that: 

H2:  Perception has a significant relationship with awareness of IPFP.   

Marketing communication efforts  

Promotional activities and multi-channel advertising are required to create awareness among potential 

customers (Goersch, 2002). Using multiple advertising mediums such as social media, printed media, 

television and face-to face events enable service providers to reach the widest audience.  Alalwan et al. 

(2017) concluded that 89% of articles they reviewed supported the role of social media in enhancing a 

customer’s awareness. Moreover, Keller (2001) argued that advertising and other sources of information are 

important to create brand awareness. Mellor (2006) concluded that promotional activities increased the 

awareness of English citizens to use e-channels.  Hence, H3 postulated that: 

H3:  Marketing communication efforts have a significant relationship with awareness of IPFP. 

Religiosity 

Mokhlis (2006) emphasized the importance and potential of religion as an explanatory construct in 

predicting consumer behaviour. The religiosity of Muslims may play an important role in their awareness 

regarding IPFP because Muslims should constantly prepare for death. Subscribing to an IPFP is one of the 

steps towards preparing for death. Uyar et al. (2015) observed the relationship between religiosity and ethical 

awareness.  Therefore, it is expected that: 

H4:  Religiosity has a significant relationship with awareness of IPFP 

Social influence 

Social influence was identified as an indicator of opinion change (Christensen and Schiaffino, 2014). 

Family members, neighbours, friends, colleagues, superiors and experienced individuals known by a person 

may influence that person to be more aware of a product or service.  Members of a cohesive group are likely 

to be more aware of each other’s opinions due to efficiency in communicating opinions among themselves 

(Friedkin, 2006).  In investigating the respondents’ awareness of energy conservation, for example, Nolan et 

al. (2008) found that neighbours have the strongest effect.  Thus, it is hypothesized that:  

   H5: Social influence has a significant relationship with awareness of IPFP 

Research Methodology 

The objectives of this study are to investigate the level of awareness on IPFP among Muslims and to 

construct an awareness model for IPFP. To facilitate this, primary data were collected by using structured 
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questionnaires from a sample of Muslims in Kuala Lumpur, Malaysia. We utilized a convenience sampling 

method because there are no inclusion criteria prior to the selection of the respondents. This sampling method 

is appropriate for this study to obtain primary data regarding the issue concerned. The quantitative nature of 

the study, which utilizes PLS-SEM in the analysis, necessitates the usage of a questionnaire survey rather 

than conducting qualitative interviews. A pilot study was conducted to verify the suitability of the 

questionnaire items. In the survey, a mall intercept approach was used to distribute the questionnaire. 

 

The questionnaire has two sections. Section A consists of questions related to demographics of 

respondents and Section B measures the insights of respondents on each construct.  The measurements for 

each latent construct were adapted from previous studies to ensure content validity.  The measurement for the 

endogenous construct, i.e. awareness of IPFP, was adapted from Collins (2007).  The exogenous constructs 

are: knowledge, perception, marketing communication efforts, social influence and religiosity in relation to 

IPFP.  Measurements for exogeneous constructs are adapted from Ringim (2014), Morgan and Miller (2002), 

Kemp and Kopp (2010), Crosby and Stephens (1987) and Mokhlis (2006).  A five-point Likert-type scale 

was applied to all instruments’ items. The scale ranged from 1 representing strongly disagree and 5 

representing strongly agree.  

 

The partial least square structural equation model (PLS-SEM) approach was adopted in the data analysis 

due to the exploratory nature of this research.  PLS-SEM is a regression-based approach that minimizes the 

residual variances of the endogenous constructs.  SmartPLS 3.0 software was used to execute the analysis.  

As suggested by Hair et al. (2017) PLS-SEM is appropriate if data to some extent is non-normal. Assessment 

of multivariate skewness and kurtosis revealed that the data are not multivariate normal based on Mardia’s 

multivariate skewness (β = 3.494, p< 0.01) and Mardia’s multivariate kurtosis (β = 52.025, p< 0.01). Thus, it 

is appropriate to use non-parametric analysis software such as SmartPLS 3.0. There is a two-step process in 

PLS-SEM assessment: the measurement model and the structural model.  The measurement model tests the 

measures’ reliability and validity to ensure only reliable and valid construct measures are used in the 

analysis. The structural model describes the relationship between the latent variables.  

 

A total of 400 questionnaires were distributed and 389 usable, complete responses were obtained. The 

minimum sample size for a PLS-SEM should be the larger of two criteria: 10 times the number of items for 

the most complex construct or 10 times the largest number of independent variables affecting a dependent 

variable.  In this study, all constructs originally have five items and the largest number of independent 

variables estimated for a dependent variable is five. The sample size of this study exceeded the minimum 

sample requirement recommended by Hair et al. (2017). 

Results and Discussion 

Respondents’ Profile 

The respondents were 52% female and 48% male. More than half of the respondents (56%) were between 

25 to 40 years old.  The majority of the respondents (61%) were married.  In terms of education level, 8% of 

respondents reported having completed only secondary school and 92% obtained tertiary qualification. Half 

of the respondents were in the lower middle-income category earning up to RM3,999 per month.  The first 

objective of this study was to investigate the level of awareness regarding IPFP.  Only 22% of the respondent 

were aware of IPFPs.  Cross-tabulation analysis revealed that the majority of those who are aware of IPFPs 

are those respondents who are married (65%), diploma or degree holders (76%), and earning from RM1,000 

to RM7,999 per month (84%).  It can be concluded that the level of awareness on IPFP among respondents is 

low and this finding is consistent with the low awareness on pre-need funeral plans in the USA. 

Table 1: Respondents’ Profile 
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 Frequency (%)  Frequency (%) 

Gender  Marital Status  

Male 187 (48%) Married 238(61%) 

Female 202 (52%) Not Married 151 (30%) 

    

Age  Education  

< 25 30 (8%) Secondary School 30 (8%) 

25- 40 217 (56%) Certificate /Diploma 127 (32%) 

41-55 118 (30%) Degree/Professional 182 (47%) 

>55 24 (6%) Masters and above 50 (13%) 

    

Employment  Income per Month  

Top Management 32 (8%) Less than RM1000 3 (1%) 

Middle Management 140 (36%) RM1000 - RM3,999 195 (50%) 

First-Level Supervisor 132 (34%) RM4000 - RM7,999 136 (35%) 

Nonmanagerial 85 (22%) More than RM8000 55 (14%) 

    

Aware of IPFP    

Yes 86 (22%)   

No 303 (78%)   

Measurement Model 

All items used in the study constitute a reflective measurement model because the items for each construct 

share a common theme and are interchangeable (Coltman et al., 2008). There are three assessments for a 

reflective measurement model: convergent validity (indicator reliability & average variance extracted), 

internal consistency (Cronbach’s alpha & composite reliability), and discriminant validity (Fornell-Larcker 

criterion & heterotrait-monotrait ratio-HTMT).  Referring to Table 2, out of 30 loadings, 24 are more than 

0.7 and considered as reliable.  One loading of 0.6 is retained because removing it does not lead to an 

increase in the average variance extracted (Hair et al., 2017).  Five items having loading of less than 0.4 were 

deleted.  A sufficient level of indicator reliability is achieved when each item has outer loadings above 0.70 

(Hair et al., 2014). The average variances (AVE) range from 0.569 to 0.836, which well exceeded the 

recommended cut-off value of 0.5 (Fornell and Larcker, 1981), indicating a sufficient degree of convergent 

validity. This means the construct explains more than half of its indicators variances. Internal consistency is 

assessed using Cronbach’s alpha and composite reliability. Cronbach’s alpha for all constructs are above 0.7 

and composite reliability for all constructs are well above the recommended cut-off value of 0.7 indicating a 

high level of internal consistency (Hair et al., 2017).   

Table 2: Measurement Model Evaluation 

Construct 
Items Outer Loading 

Cronbach 

Alpha 

Composite 

Reliability 
AVE 

Awareness AWR1 0.916 0.951 0.962 0.836 

AWR2 0.926    

AWR3 0.925    

AWR4 0.905    

AWR5 0.900    

Knowledge KNW1 0.864 0.705 0.928 0.569 

KNW2 0.809    

KNW5 0.600    
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Perception PER1 0.846 0.855 0.793 0.696 

PER2 0.881 
   

PER3 0.860 
   

PER5 0.744 
   

Marketing 

communication 

efforts 

MKT1 0.910 0.880 0.913 0.779 

MKT2 0.908    

MKT3 0.826    

Religiosity REL1 0.809 0.900 0.917 0.690 

REL2 0.820    

REL3 0.911    

REL4 0.818    

REL5 0.790    

Social 

Influence 

SOC1 0.861 0.886 0.917 0.688 

SOC2 0.816    

SOC3 0.776    

SOC4 0.804    

SOC5 0.884    

 

Discriminant validity implies that a construct is empirically distinct from other constructs, hence, the 

construct measures what it is supposed to measure.  Discriminant validity is established in this study because 

all diagonal values of AVEs are larger than the off-diagonal values of square correlation between latent 

constructs.  Another evaluation for discriminant validity is the heterotrait-monotrait ratio (HTMT), which is 

an estimate of what the true correlation between two constructs would be if they were perfectly measured.  

The HTMT values for all cases are below the threshold of 0.85 or 0.90 (Henseler et al., 2015).  These results 

confirm that discriminant validity exists in this study. 

Structural Model 

Once satisfactory results are achieved in the measurement model and the constructs are validated, the next 

step is to evaluate the structural model.  Structural model assessment is done to examine the relationship 

between constructs and includes the estimates of the path coefficients (β) and the model predictive 

capabilities. Table 3 summarizes the results for the structural model. Following the steps and procedures 

proposed by Hair et al. (2017), the first step to evaluate the structural model of reflective constructs is to 

assess collinearity to ensure there is no bias in the path coefficient using the variance inflation factor (VIF). 

All VIF values are well below the threshold of 5.0, indicating no potential collinearity problem. The second 

step is to examine the structural model path coefficient, which represent the hypothesized relationships 

linking the constructs and their level of significance. H1 proposes a significant relationship between KNW 

and AWR, which is not supported (β=0.060, p > 0.1).  H2 implies there is a significant relationship between 

perception and awareness of IPFP, and also is not supported (β= -0.057, p > 0.10).  H3 proposes marketing 

communication efforts influence awareness of IPFP and is supported (β= 0.606, p < 0.01). The results did not 

support H4, which proposes a significant relationship between religiosity and awareness of IPFP (β=0.055, p 

> 0.1).  Finally, H5 which hypothesizes a significant relationship between social influence and awareness of 

IPFP is supported (β= 0.164, p < 0.01).  The third step is to evaluate the model’s predictive power using the 

coefficient of determination (R2), which is the portion of variance in endogenous construct explained by 

exogenous constructs. The results suggest that the model can explain 45.4% of the variance in AWR.  In 



Maheran Katan, Nasreen Miza Hilmy Nasrijal, Abd Halim Mohd Noor, Norajila Che Man 

54 
J. Fin. Bank. Review 4 (2) 47 – 57 (2019) 

terms of effect size (f2), MKT has a large effect on AWR with an f2 of 0.52, whereas SOC has a small effect 

with an f2 of 0.032.  An additional assessment for model fitness is Q2 (cross-validated redundancy).  The Q2 

for this study is 0.354, which is greater than the benchmark Q2 value greater than 0, indicating that the model 

has predictive relevance.  In short, the model has acceptable fit and predictive relevance. 

 

Table 3:  Assessment of Structural Model 

Hypothesis Relationship R2 β T Statistica VIF Decision 

H1 KNW->AWRb  

 

 

 

 

0.454 

0.060 1.179 1.686 Not supported 

H2 PER->AWR -0.057 0.899 2.154 Not supported 

H3 MKT->AWR 0.606 15.362*** 1.294 Supported 

H4 REL->AWR 0.055 0.872 1.072 Not supported 

H5 SOC->AWR 0.164 2.968*** 1.564 Supported 

 

a t values for two-tailed test: 1.65 (sig. level 0.10), **1.96 (sig. level 0.05), and ***2.57 (sig. level = 0.01),  

b AWR = Awareness; KWN = Knowledge; PER = Perception; MKT = Marketing communication efforts; REL = 

Religiosity; SOC = Social influence. 

 

This study sets out to investigate the awareness level of Muslims on IPFP and to construct an awareness 

model for IPFPs. In view of Malaysia’s aging society, the scarcity of land for burial plots and the rising cost 

of funerals, prearranging a funeral by paying a minimal monthly amount is sensible. However, the evidence 

from this study suggests that the awareness level among Muslims on IPFP is low.  Death has financial 

implications not only to the deceased’s family but also to society. Funeral costs may become a policy issue 

such as the funeral welfare available in the UK. Malaysia may have to implement a funeral welfare system if 

Malaysians do not practice financial preplanning for funerals. Policy makers need to collaborate with service 

providers in promoting the awareness of IPFPs through campaigns and other mediums. Offering incentives 

through personal tax relief may also encourage people to subscribe to an IPFP. 

 

In the proposed awareness model, marketing communication efforts and social influence have a significant 

relationship with the awareness of IPFPs. These two constructs are also found to be significant in the funeral 

planning process (Kemp and Kopp, 2010). There is a dearth of studies on awareness of IPFPs. However, 

recent studies have reported the effect of marketing communication efforts on awareness on a variety of 

services, such as for fund-raising activities (Veríssimo et al., 2017), the use of academic e-books by library 

users (Raynard, 2017), and volunteer recruitment and retention (Crall et al., 2017).  Likewise, the impact of 

social influence on awareness was also reported in the literature, such as Hutter et al. (2013) who investigated 

the impact of social media on brand awareness, and Gaspar et al. (2016) who examined the effect of social 

influence on eating awareness among children. 

 

 Because marketing communication efforts have a large effect on awareness of IPFPs, service providers 

should seriously consider extensive promotional strategies for their services.  To glean further insight into 

marketing communication efforts, respondents rated “face-to-face” marketing communication as the most 

effective promotion for IPFPs.  In dealing with issues as delicate and as sensitive as death and funerals, 

marketers of IPFPs should opt for face-to-face meetings with potential clients because it builds a relationship 

and ultimately, trust. Excellent marketing relationships with personalized service would lead to additional 

referrals through word of mouth promotion. The significant relationship of social influence on awareness of 

IPFPs may provide interesting insight for IPFP marketers.  Family members should be encouraged to 

subscribe to IPFPs as a unit with appropriate discounts or incentives provided.  Subscribing to an IPFP 

together as a family will avoid the occurrence of funeral poverty since all family members will be protected 

by the IPFP.  
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Conclusions 

It was reported that one in three Malaysians does not have a savings account; 90% of rural households 

have zero savings, and 86% of urban households do not have savings (Shagar, 2016). Given the low amount 

of savings, most families may not be able to afford proper funerals for their loved ones.  Failure to prearrange 

a funeral may lead to funeral poverty and financial hardship due to a lack of resources for the funeral. Funeral 

poverty, an emerging concept to describe the distress experienced by people with limited resources to pay for 

huge funeral costs (Corden and Hirst, 2015), is predicted as the next social crisis for families in the UK and 

USA; Malaysia is likely to join them.  The impending funeral poverty crisis presents a challenge to 

governments to ensure a sustainable social welfare and benefit system while being fair to the taxpayers. Pre-

need funeral plans can be a solution to the funeral poverty crisis because subscribers set aside an amount of 

funds for their funeral, eliminating the need for government assistance.  The present study provides evidence 

that awareness of IPFPs is low, thus concerted efforts from all parties involved are needed to boost awareness 

of IPFPs in Malaysia. As an extension to this study, it will be interesting to compare the level of awareness 

between various communities and factors influencing their awareness on funeral pre-arrangements. 
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