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 The aim of this paper is to develop a theoretical framework on the basis of Decomposed 

Theory of Planned Behavior (DTPB). DTPB has been used in many disciplines to explain 
the intention behaviour relationship. However, there is a scarcity of literature published on 
the intention behaviour determinants for the adoption of family takaful. The original 
construct of the theory is based on attitude, subjective norms, and perceived behavioural 
control. This paper provides the antecedents of these construct, which are adopted 
according to the attributes of family takaful. This research adopts and extends existing 
model of DTPB from family takaful perspective. The study will not only explore attitude, 
subjective norms, and perceived behavioural control but also incorporate moderating 
variables including knowledge, awareness, religiosity, confidence, and demographic within 
the model to enhance predictability of the model.  
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The concept of modern day takaful has emerged along with Islamic banking in 1979. Takaful is 
an Arabic terms derived from the word kafalah meaning guarantee, bail, and warrant (Ali, 
2006).Ahmad, Juliana, Mohd, and Wan Norhayate (2012) defined takaful as joint guarantee. 
The concept of takaful is based on mutual cooperation whereby participants involved provide 
financial security to each other (Billah, 2003).  AAOIFI defines Islamic Insurance as an 
agreement between individuals who are exposed to risks to secure themselves against damage 
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resulting from risk by paying contributions on the basis of a “commitment to donate”.Islamic 
Financial Services Board (IFSB) and International Association of Insurance Supervisors (IAIS) 
described takaful as the Islamic counterpart of conventional insurance which can exist in either 
life (or family) and general forms. Takaful rules issued by Securities and Exchange 
Commission of Pakistan defined family and life takaful separately. Family takaful can be stated 
as “Takaful for the good and advantage of individuals, groups of individuals, and their 
families” and general takaful is defined as “takaful other than family takaful”.  

Similar to Islamic banking, the takaful industry has also been established and grows in both 
the Muslims and non-Muslim countries. Global takaful market has reached over US$ 20billion 
with an annual growth rate of 14%. Following this, global takaful contribution is forecasted to 
stand at USD 18,561 million for the year 2016 and Saudi Arabia has the leading position on 
Takaful with almost 50% of the global takaful market share. In spite of stiff competition, 
family takaful is still a very good area to expand its market share. 

Takaful companies face competition from conventional insurance companies. Hence, 
family takaful companies are required to originate practical marketing strategies to grow and 
expand their market share. For enlarging an essential marketing strategy, it is critical for 
takaful companies to investigate and consider what really drives individuals’ purposes to take 
part in family takaful. This study is based on Decomposed Theory of Planned Behaviour 
(DTPB) presented by Taylor and Todd (1995a,b) which is a robust model to study consumer 
behaviour. This theory has been used mostly for research in information systems (Beiginia, 
Besheli, Soluklu, & Ahmadi, 2011). The theory is based upon three dimensions, namely 
behavior attitude, subjective norms, and perceived behavioural control which determines 
intentions to purchase.  

This theory has not been applied in past researches on takaful except a recent study by 
Husin and Rahman (2016) in Malaysia. The present study will help to enrich existing literature 
on family takaful by incorporating different additional variables into the model. Keeping in 
view the nature of the product such as family Takaful, risk protection, savings, and return on 
investment will be considered as antecedents of attitude.  Word of mouth and media references 
are the variables considered to determine subjective norms. Self-efficacy and resource 
facilitation are incorporated in the model to explain perceived behavioural control.  
 
The Framework for Intention to Purchase Family Takaful  
This study uses DTPB as starting point to build a theoretical foundation to explore the factors 
influencing the intention towards the adoption of family takaful. DTPB is a combination of 
Theory of Planned Behavior (TPB) and Technology Acceptance Model (TAM) and was 
presented by Taylor and Todd (1995a,b). In DTPB, original construct of TBP such as attitude, 
subjective norms, and perceived behavioural control were further decomposed. According to 
Jaruwachirathanakul and Fink (2005), DTPB incorporates innovation literature along with 
subjective norms and behavioural control phenomenon and is better in explaining intention 
towards adoption of family takaful in comparison to traditional TBP. 
     DTPB as proposed by Taylor and Todd (1995a,b) has several advantages in comparison to 
TPB. Firstly, DTPB incorporates several antecedents to the intentions of adopting family 
takaful which makes clear construction of relationships. Secondly, decomposed belief 
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structures can be applied in variety of settings to help overcoming some of the disadvantages of 
traditional models (Berger, 1993; Mathieson, 1991). Finally, incorporating specific beliefs 
helps identifying specific factors which are relevant to the aim of this study. According to 
Taylor and Todd (1995a,b), some of the advantages of DTPB are similar to TAM, however, 
DTPB is more complex and it incorporates more variables. Due to these advantages, DTPB is 
considered as a superior method in determining human intentions to adopt certain behaviour. 
     DTPB is a theoretical framework that was developed to determine factors which contribute 
to consumers’ intentions towards the adoption of family takaful. The DTPB model was initially 
presented for the usage of information technology; however, it can be used in financial service 
industry with some modifications. 
     There are many studies conducted concerning consumer behaviour of Islamic financial 
products on the basis of theories of planned behaviour (Alam, Janor, Zanariah, & Ahsan, 2012; 
NurulNova, Yosi, & Purnama, 2012). This theory has not been used in family takaful with few 
exceptions. This study will enrich existing takaful literature by using DTPB and incorporating 
antecedents relevant to family takaful which have not been incorporated before in explaining 
intention towards the adoption of family takaful.  
 
     Previous literature incorporated different variables in DTPB keeping in view the nature of 
products. In this study, DTPB will be modified and factors relevant to customer’s intentions to 
adoption in family takaful will be incorporated to enhance predictability of the model. DTPB 
models describe three dimension of behavior, namely attitude, subjective norms, and perceived 
behavioural control. In the original model of DTPB, three latent variables including usefulness, 
ease of use and compatibility were included to explain the attitude in technology setting.  
     In previous study conducted by Omer (2007), DTPB was modified and variables relevant to 
life insurance attitude such as risk protection, saving, and investment were incorporated. Omer 
(2007) has incorporated a question regarding return on investment in his study. However, the 
investment construct can be further improved by incorporating more relevant information 
keeping in view diverse nature of products offered by family takaful companies. Family takaful 
investment plans comprise of products with different risk, return, and strategies, namely 
conservative, balanced and aggressive, keeping in view diverse risk appetite of potential 
participants. The investment construct will be replaced with return on investment by 
incorporating the risk elements with return. 
For explaining subjective norms, the original model of DTPB has used peer influence and 
superior influence. Keeping in view the nature of the study, the original variables are replaced 
with media references and words of mouth along with Islamic banking references as Islamic 
banking plays a major role in creating awareness among masses about shariah complaint 
products. In addition, Islamic banks sell many takaful products besides banking product, thus 
the role of Islamic banks cannot be ignored in explaining subjective norms. 

In original model of DTPB, three latent variables including self-efficacy, resource 
facilitation, and technology facilitation were used to determine perceived behavioural control. 
The original model of DTPB was presented for the usage of information technology. The 
variable of technology facilitation was relevant to technology compatibility issues within the 
context of information technology. The present study aims to explore the intention towards the 
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adoption of family takaful and keeping in view the nature of present study, the variables of 
technology facilitation is dropped.                
 
 

 

 

 

 

 

 

   

 

 

 

 

Figure 1. Theoretical Framework 
 
 

Attitude 
An attitude is a comparatively enduring organisation of beliefs, feelings, and behavioural 
inclination towards socially notable objects, groups, events or symbols (Hogg& Vaughan, 
2005). It is also known as a psychological tendency that is demonstrated by assessing a certain 
entity with some degree of favor or disfavor (Eagly & Chaiken, 1993). According to Suki 
(2010), attitude is defined as the extent to which a person has favorable or unfavorable 
assessment of a behavior. Attitudes are used to predict intentions and behaviours of a human 
(Phau, Sequeira, & Dix, 2009). When people are presented with different options, they will 
choose the one having higher appraisal of attitude (Arvola, Lähteenmäki, & Tuorila, 1999).   
Many of the previous studies have proved that attitude influences behavioural intentions to 
choose a certain products or services. Md Taib, Ramayah, & Abdul-Razak (2008) found that 
there is a significant relationship between intentions and choosing musharika mutanaqisah 
home financing. Lada, Tanakinjal, and Amin (2009) investigated that attitude is a significant 
determinant of making choice of halal food. Another study conducted by Amin, Ghazali, and 
Supiah (2010) proved that attitude has a pivotal role in making choice of Islamic personal 
finance. A study conducted by Ramayah, Roubah, Gopi, and Rangel (2009) showed that 
attitude has a positive impact on behavioural intentions to use internet stock trading. The idea 
was supported by another study conducted by Ramayah and Mohd-Suki (2006) regarding 
students’ intention to use mobile personal computers, in which it was found that attitude has a 
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significant impact on behavioural intentions. Gopi and Ramayah (2007) found that attitude 
have significant positive impact on behavioural intentions to use online trading system. Amin, 
Abdul-Rahman, and Abdul-Razak (2013) proved that attitude has direct influence on the 
adoption of Islamic home financing. Different studies proved that attitude is a predictor of 
behavioural intentions (Alam et al., 2012; Hanudin & Rosita, 2011).  
According to Ajzen & Fishbein (1980) and Change (2006), attitude can be formulated and decomposed 
on the basis of attributes and qualities being offered by a certain product. Therefore, attitude can be 
decomposed into three variables, namely risk protection, return on investment, and savings considering 
the nature of the product that is family takaful. This is because family takaful enables participants to 
invest their savings, to obtain protections from certain type of risks, and to earn return based on their 
risk appetite. On the basis of attributes being offered by family takaful, antecedents of attitude are 
chosen to establish the extent to which these variables shape individuals’ attitudes towards adoption of 
family takaful. 

Antecedents of Attitude  
Risk Protection 

Human beings face many uncertainties and these uncertainties may cause risk of loss and 
damage. The basic purpose of insurance is to protect against a certain risk with payment of a 
certain premium. Mehr and Cammack (1976) agreed that insurance is usually respected as a 
product that distributes the risk of significant, but low-probability, losses among a group of 
individuals, thus supplying some financial protections to each individual. Risk protection in the 
family takaful is defined as securing against possible loss of life, job, disability, and critical 
illness.   
Omer (2007) conducted a study on life insurance in Abuja and found that risk protection is the 
most important factor in shaping the attitude towards life insurance. Family takaful being the 
shariah compliant substitute of conventional life insurance and risk protection being the prime 
objective of family Takaful can affect the attitude towards family takaful. Attitudes comprise 
of favorable or unfavourable assessments and if family takaful meets or exceeds individual’s 
expectations regarding risk protection, favourable attitude can be expected.  

Savings 

Savings are defined as the remaining portion of income after meeting expenses and day to day 
needs of an individual. Savings from the disposable income can be invested to obtain any 
takaful coverage. There are other saving instruments, which are the competing products of life 
insurance. The relationship between savings and life insurance demand has been investigated in 
the past (Headen & Lee, 1974; Chang, 1995; Rahman & Aidid, 2009; Oke, Ideji, & Ibiwoye, 
2010).  
The choice of consumers depends upon the rate of return offered by different saving 
instruments. People choose the best alternative in terms of return and if an insurance policy 
offers less return, they switch to other saving instruments (Redzuan et al., 2009). Studies 
carried out previously have shown positive relationship between savings and life insurance 
demand. Increase in savings leads to higher expenditure per capita on insurance.  However, this 
depends on the saving rates being offered by the life insurance policies as individuals have 
alternative investments (Chang, 1995).  
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Omer (2007) has conducted a study regarding life insurance in Abuja and found that savings is 
indeed one of the important factors in shaping the attitude towards the intentions to buy life 
insurance. Individuals have positive attitudes towards family takaful when they have 
reasonable amount of savings.  

Return on Investment 

Takaful companies offer different types of investment plans such as salary savings, flexible 
savings, and many investment shield plans. These plans not only provide returns, but also they 
produce different type of health and life risk coverage. Family takaful investment plans 
comprise of different risk and return strategies, namely conservative, balanced, and aggressive. 
Different investment plans are devised, considering diverse risk and return appetite of potential 
participants.  

In one of the studies conducted by Omer (2007), investment has been one of the 
determinants of attitude towards life insurance; however, the element of risk has not been 
accounted for. Return on investment means expected return given the possible risk associated 
with the investment. Takaful companies offer different risk and return products that shape the 
individuals’ attitudes towards family takaful. Attitudes are shaped by attributers of products 
and taking into consideration the products being offered by family takaful, return on 
investment can also be a factor influencing attitude towards the intention to adopt family 
takaful 

 
Subjective Norms  
Subjective norms are the influence of social factors such as social pressure exerted to adopt a 
certain behaviour or not. In some situations, social pressure dominates attitude towards certain 
behaviour (Ajzen & Fishbein, 1980). Many previous TPB studies have indicated that subjective 
norms are important predictors of individual’s intentions (Echchabi & Olaniyi, 2012; Hanudin 
& Rosita, 2011; Pedersen, 2005). In financial services, the relationship between subjective 
norms and intentions has been proven in many studies (Razak & Abduh, 2012; Siang & Weng, 
2011). A study on internet stock trading conducted by Gopi and Ramayah (2007) found that 
subjective norms have positive relationship with intention. Subjective norms have a significant 
relationship with intention towards the purchase of life insurance in Nigeria (Omar & 
Frimpong, 2007). Moreover, subjective norms are important factors while enrolling in Islamic 
accounting courses. Similarly, a study carried out by Amin (2009) showed that subjective 
norms are significant determinant of the intention to use internet banking. Calisir, Gumussoy, 
and Bayram (2009) proved that subjective norms are significant determinant of intentions to 
use enterprise resource planning. While studying the influence of subjective norms on the 
adoption of Islamic banking by the non-Muslims, Siang and Weng (2011) found that it has a 
significant impact in shaping intentions. Another study conducted by Razak and Abduh (2012) 
also found the significant impact of subjective norms on intentions when studying the 
acceptance of home financing. Subjective norms have been proven as a significant determinant 
of attitude in previous literature. 

Different antecedents of subjective norms have been identified respecting the nature of 
phenomenon to be studied. While explaining subjective norms, the original model of DTPB has 
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used peer influence and superior influence as antecedents of subjective norms. The original 
model was presented to study information technology usage among students. Regarding the 
study, Taylor and Todd (1975 a,b) used peer influence (other students) and superior influence 
(professors) as determinants of subjective norms. According to Khalil (2005), Zainol and 
Kamil (2009), and Shimp and Kavas (1984), friends and family members, primer and external 
partner, and pouse and neighbor can have the influence and pressure to adopt a certain 
phenomenon, respectively. Given the nature of this study, which is to study the intentions of 
individuals to adopt family takaful, the original antecedents of subjective norms are replaced 
with media and word of mouth references which are more relevant.   

 

Antecedents of Subjective Norms  
Word of Mouth Reference  

Word of Mouth (WOM) has long been considered as one of the vital notions in consumer 
behaviour studies in shaping the attitudes of consumers. WOM is defined as non-commercial 
and informal sharing of information between persons about a brand, product or service 
(Anderson, 1975; Arndt, 1967; Crocker, 1986). WOM involves face-to-face communication 
(Arndt, 1967; Godes & Mayzlin, 2004) and was found to be the most useful method of 
communication (Rogers, 1995). The pioneer study by Katz and Lazarsfeld (1955) showed that 
WOM is a vital source of marketing for household and food products. It provides a way of 
sharing information and is helpful for promoting the product at the initial stage of distribution.  

According to Villanueva, Yoo, and Hanssens (2008), customers that are obtained via WOM 
are more plausible to be faithful than customers via traditional marketing media. Nowadays, 
WOM plays a significant role in distributing information to others and consumers feel that it is 
a reliable source for them to make decisions. According to Brooks (1957), the most influential 
sources and effective forms of WOM are friends and acquaintances. The importance of WOM 
in financial services has been highlighted by Hastings and Fletcher (1983). According to 
Hastings and Fletcher (1983), employers as well as insurance brokers (agents) are extremely 
relevant in affecting a person’s beliefs to buying insurance. The impact of WOM in financial 
services has proven in many studies. According to File, Judd, and Prince (1992), purchase 
decisions of financial services are influenced by opinion of other individuals. They also 
concluded that WOM is a powerful variable in financial services. Several previous studies have 
proven the significant impact of word of mouth on subjective norms (Battacherjee, 2000; Zolait 
& Ainin 2009). There are two types of WOM references, namely personal and impersonal. 
According to the studies conducted by Brown and Reingen (1987), friends, family, and 
colleagues are personal sources of references and impersonal sources that comprise of 
comments and writings of columnist, journalists, and publications of experts on the topics. This 
study considers two types of word of mouth references, which are family takaful agents and 
employer. Studies conducted by Suddin, Geoffrey, and Hanudin (2009) and Yap and Noor 
(2008) have found that friends, family, colleagues and peers have impacted on behavioural 
intentions.  

The roles of agents and employer cannot be ignored. In insurance services, the role of 
agents and employers has been proven by Hasting and Fletcher (1983) while determining the 
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intentions to purchase insurance products. Employers sometimes arrange for family takaful 
coverage for its employees in accordance to the respective employment policies. Employees 
are also encouraged to arrange comprehensive coverage to their personal liking at their own 
expense. Due to these reasons, the role of agents and employers has been included in 
explaining intentions towards the adoption of family takaful. 

Mass Media References  

The mass media are generally the quickest and logical means of notifying an audience of 
probable adopters about the existence of an innovation, that is, to generate awareness-
knowledge (Rogers, 1995). The mass media includes all the means of transmitting mass 
messages such as the radio, television, newspapers and the online advertisement, social media, 
and road shows. Regarding Ernst and Young Global Insight 2014, print media is the most 
dominant advertising tool (28%) followed by outdoor advertisement (13%), radio (12%), social 
media (12%), online advertisement (10%), and TV/cinema (7%). According to Rogers (1995), 
mass media has advantages in terms of the extent to which it could reach out to the audience, 
gain knowledge, and spread information. 

A study conducted by Battacherjee (2000) showed that mass media has a strong influence 
on the adoption of electronic commerce. Various studies have been conducted regarding the 
impact of mass media on subjective norms (Conner, Kirk, Cade, & Barrett, 2001; Limayem, 
Khalifa, & Frini, 2000; Zolait & Ainin, 2009). For example, Zolait and Ainin (2009) have 
conducted a study on the intention to use internet banking in Yemen. The results of the study 
showed that mass media has a significant influence on the adoption of internet banking.  

According to Rogers (1995), the role of mass media is very important in the stages of 
knowledge and innovations. The impact of mass media on subjective norms in financial service 
industry has been proven as well. The results of the study by Ayinde and Echchabi (2012) on 
the adoption of Islamic insurance in Malaysia media can have an influence on the subjective 
norms in order to adopt Islamic insurance.  

 

Perceived Behavioural Control 
Human behaviour in adopting or performing a certain act depends on both motivation and 

ability to perform that particular act. Theory of Planned Behaviour incorporates perceived 
behavioural control in the model (Ajzen, 1988). When a consumer feels the lack of ability and 
resources to perform a certain act, there are less chances of performing that particular 
behaviour (Ajzen, 1988; Schifter & Ajzen, 1985). According to Madden, Ellen, & Ajzen 
(1992), when individuals are not equipped with sufficient resources or information to perform a 
particular behaviour, their intention to behave as such will be weaker in spite of having positive 
attitude and subjective norms.  

Studies conducted in the context of financial services have shown the validity of perceived 
behavioural control on the intention to adopt certain services. Sari and Rofaida (2011) and 
Rutherford and DeVaney (2009) have undertaken a study that hastaken place in Indonesia and 
United States, respectively. The outcome revealed that attitude, subjective norms, and 
perceived behavioural control were crucially related to credit card usage. Jin and Kang (2011) 
have conducted a study on the purchase intentions of Chinese consumers towards US apparel 
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brands and found that perceived behavioural control is a significant determinant of purchase 
intentions. Salamah (2012) and Echchabi and Abd. Aziz (2012) have conducted researches on 
customers’ intention towards Islamic banking services by using TRA and TPB, respectively. 
Salamah performed her study on a Muslim community in Indonesia while Echchabi and Abd. 
Aziz did their study in Morocco. Their results demonstrated that attitude and social influence as 
well as perceived behavioural control are remarkable factors of the intention towards Islamic 
banking services. There are a number of studies conducted that show positive impact of 
perceived behavioural control on a person’s intentions to perform certain acts (Armitage, 2005; 
Leng, Lada, Muhammad, Ibrahim, & Tamrin, 2011). 

In original model of DTPB, three latent variables, namely self-efficacy, resource 
facilitation, and technology facilitation were used to determine perceived behavioural control. 
Taylor and Todd (1995a, b) conducted their study on the usage of information technology, as 
opposed to the present study on the adoption of family takaful. Concerning the nature of the 
present study, the variable technology facilitation is dropped.  

 

Antecedents of Perceived Behavioural Control  
Self- Efficacy  

Self-efficacy is defined as the extent or strength of one’s belief in one’s own ability to 
complete tasks and reach goals. Perceived self-efficacy represents an individual’s appraisal of 
their capability to perform the actions that are necessary to achieve an outcome in a given 
situation. Self-efficacy forms part of an individual’s self-belief system that is used to exert 
control over one’s environment. According to Bandura (1986), self-efficacy is an individual’s 
belief of having the ability to behave.  

Bandura (1977) proposed that self-efficacy advances firstly, and most powerfully, through 
personal attainments from direct experience. It can also arise indirectly from vicarious 
experience (i.e. modelling), verbal persuasion and related social influences indicating that one 
has particular capabilities, and from physiological or affective states. It is through the cognitive 
processing and integration of this experiential information that self-efficacy beliefs are finally 
established (Bandura, 1997a, b). 

Self-efficacy can be an influencing factor in determining perceived behaviour control. 
Study conducted by Shih and Fang (2004) on the behaviour to study internet banking in 
Taiwan have found that self-efficacy is a significant determinant of perceived behavioural 
control. Tan & Teo (2000) conducted a study regarding factors influencing the adoption of 
internet banking and found that self-efficacy plays an important role in the adoption of internet 
banking. Another study undertaken by Abu Shanab, Pearson, and Setterstrom (2010) on the 
acceptance of internet banking in Jordan has found that self-efficacy is a significant 
determinant of the acceptance of internet banking.   
 
Resource Facilitation  
According to Taylor and Todd (1995 a,b), resource facilitation is defined as having the 
required resources to carry out a certain task. The original model of DTPB by Taylor and Todd 
(1995a,b) is related to IT usage and two antecedents of facilitation condition were incorporated 
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in the model, of which the first is to possess the required resources and the second is to have 
technology compatibility. Required resources refer to having sufficient time and money, and 
technology facilitation stands for resources relevant to technology. According to Madden et al. 
(1992), when people lack required resources to perform certain behavior, the intention to 
behave as such will be lower in spite of having favorable attitude and subjective norms. Having 
the necessary resources is crucial for takaful purchase intentions. One’s belief of having the 
required resources will enhance his/her intentions to purchase takaful. Redzuan et al. (2009) 
has carried out a study regarding economic determinants of the demand of family takaful in 
Malaysia. The result of the study showed that financial resources is one of the significant 
determinants of the demand for family takaful. Kang, Hahn, Fortin, Hyun, and Eom (2006) 
investigated the effect of perceived behavioural control on consumer usage intention of e-
coupons. The result of the study showed that having required resources is one of the significant 
determinants of e-coupons usage.  
 
Conclusion  
This study has used DTPB as a theoretical foundation to develop framework for better 
understanding of the intention to adoption of family takaful. After thorough literature survey 
the author has proposed a theoretical framework along with antecedents of attitude, subjective 
norms, and perceived behavioural control. In the current paper, a few moderating variables 
have also been proposed to enhance explanatory power of the framework. DTPB was 
originated from researches on information systems. However, the model has been used to study 
consumer behaviour in different contexts. The model is useful in the context of financial 
services to explain consumer behaviour to adopt certain product. On the basis of DTPB, a 
framework has been proposed which will not only enrich existing literature on family takaful, 
but will also help takaful companies to better market their products. 

The proposed framework has a few limitations. Firstly, this model is theoretical in nature 
based on the existing literature and is not empirically tested. An empirical analysis of the 
model is required in order to substantiate the framework. Secondly, there may be some other 
variables of interest to be included in the future research. However, in developing the 
framework, the most relevant variables have been included concerning the existing literature. 
Thirdly, there is a limited available literature regarding intention-behaviour theories and 
takaful. In spite of the limitations, the framework still provides a strong theoretical foundation 
to better understand individual’s intentions towards the adoption of family takaful.  

There are theoretical and practical implications of this research. Theoretical implications 
stem from the fact that DTPB has not been used in family takaful studies. The proposed 
theoretical framework is comprehensive in nature as it has incorporated a number of variables 
from the existing takaful and insurance literature. Firstly, on the basis of DTPB, attitude, 
subjective norms, and perceived behavioural control are included. Antecedents of these three 
constructs have been developed regarding the attributes of family takaful. Secondly, the study 
also incorporates demographic variables along with awareness, knowledge, religiosity, 
reputation, and confidence as moderator. This study is an extension of existing takaful 
literature and works done by few researchers, for instance Husin and Rahman (2016), Sherif 
and Shaairi (2013), Akhtar and Hussain (2012). 
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There are practical implications of the research for family takaful companies. This research 
is being carried out from marketing perspective as the framework tries to explain what drives 
individuals to adopt family takaful. Family takaful companies confronthard competition from 
conventional insurance companies. Therefore, it is vital for companies to have good 
understanding of factors that potential consumers consider while making a choice to buy family 
takaful products. This model proposes that takaful companies need to highlight risk protection 
features along with better return on investment to attract customers. The role of takaful agents 
and advertisement through print, electronic, and social media can help potential clients to 
decide and choose. The framework also highlights the importance of awareness and knowledge 
campaigns as people are not much aware and they do not have sufficient knowledge of takaful. 
The importance of demographic variables such as age, income, and education has been 
highlighted, which can better assist companies in market positioning and segmentation of their 
brands.   
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