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Abstract
This study aims to analyze the factors influ-
encing Millennials’ and Generation Z’s in-
tention to adopt family Takaful in Indone-
sia. Using a purposive sampling technique,
data were collected through a questionnaire
covering attitudes, subjective norms, beha-
vioral control, religiosity, and digitalization.
A total of 256 responses were analyzed using
structural equation modeling (SEM) with a
partial least squares (PLS) approach to test
the proposed hypotheses. The results in-
dicated that attitude, perceived behavioral
control, religiosity, and digitalization positi-
vely and significantly influenced the inten-
tion to adopt family Takaful. However, sub-
jective norms showed no significant effect.
Attitude and digitalization emerged as the

most dominant factors. Moreover, the influence of religiosity on adoption intention
is stronger among women than men, while attitude is the most influential factor
overall. The findings of this study suggest that increasing awareness and understan-
ding of family Takaful among Millennials and Generation Z is crucial. Therefore, a
robust and continuous literacy and education program should be implemented. The
family Takaful industry must undergo a digital transformation to effectively cater to
Millennials and Generation Z, and religious approaches can be leveraged to attract
female customers. This study identifies the key drivers of Millennials’ and Genera-
tion Z’s adoption of family Takaful, highlighting the dominant roles of attitude and
digitalization. This study provides valuable insights for industry stakeholders to
strategically target these segments and enhance adoption rates through education
and digital innovation.
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Resumo
Este estudo tem como objetivo analisar os fatores que influenciam a intenção da
geração Millennials e da geração Z em adotar o Takaful familiar na Indonésia. Utili-
zando uma técnica de amostragem intencional, os dados foram recolhidos através de
um questionário que abrange atitudes, normas subjetivas, controlo comportamental,
religiosidade e digitalização. Um total de 256 respostas foram analisadas através da
structural equation modeling (SEM) com uma abordagem de partial least squares
(PLS) para testar as hipóteses propostas. Os resultados indicaram que a atitude, o
controlo comportamental percebido, a religiosidade e a digitalização influenciaram
positiva e significativamente a intenção de adotar o Takaful familiar. No entanto,
as normas subjetivas não apresentaram efeito significativo. A atitude e a digita-
lização emergiram como os fatores mais dominantes. Além disso, a influência da
religiosidade na intenção de adoção é mais forte entre as mulheres do que entre os
homens, enquanto a atitude é o fator mais influente em geral. Os resultados deste
estudo sugerem que aumentar a consciencialização e a compreensão sobre o Takaful
familiar entre a geração Millennial e a geração Z é crucial. Por conseguinte, deve
ser implementado um programa robusto e contínuo de literacia e educação. O se-
tor de Takaful familiar precisa de passar por uma transformação digital para servir
eficazmente os Millennials e a Geração Z, e as abordagens religiosas podem ser ala-
vancadas para atrair clientes do sexo feminino. Este estudo identifica os principais
impulsionadores da adoção do Takaful familiar pelos Millennials e pela Geração Z,
destacando os papéis dominantes da atitude e da digitalização. Este estudo fornece
informações valiosas para que as partes interessadas do setor possam direcionar es-
trategicamente estes segmentos e aumentar as taxas de adoção através da educação
e da inovação digital.

Palavras-chave: Digitalização. Takaful familiar. Geração Z. Millennials. Religio-
sidade.
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Introduction

According to the ASEAN Insurance Surveillance Report 2022, insurance pe-
netration in Indonesia relative to the gross domestic product (GDP) is 1.4%. This is
the lowest among ASEAN countries. Vietnam, 2.2%; Philippines, 2.5%; Malaysia,
3.8%; Thailand, 4.6%; Singapore, 12.5%. In terms of insurance density, namely the
average income of the community in a one-year set aside for insurance products,
Indonesia is still low, namely IDR 1,882,640, Vietnam IDR 6,115,960, Malaysia IDR
6,575,560, Thailand IDR 6,115,960, Singapore IDR 136,314,430, and the Philippines
IDR 1,219,620.

In alignment with these figures, the family Takaful sector also exhibited mo-
dest growth. As of 2022, family Takaful assets comprised only 5.6% of the total
life insurance assets, while its premium contributions accounted for 11.8% of the
total life insurance premiums. Despite these challenges, Indonesia’s life insurance
industry has grown at a compound annual growth rate of 3 % %over five years, with
premium income reaching IDR 169 trillion by 2022 (OJK, 2023).

One contributing factor is the low level of literacy and inclusion in the insu-
rance industry compared with other financial sectors (SNLIK 2022). In 2022, the
insurance literacy rates were 31.7%, 49.9%, 30.4%, 25.1%, and 40.7%, respectively.
The inclusion rate for insurance was 16.6%, banking 74%, pension funds 5.4%, fi-
nancing 16.1%, and pawnshops 11.8%. Islamic financial literacy and inclusion index
will increase from 2019 to 2022. The literacy rate ranges from 8.93% (2019) to 9.14%
(2022). The inclusion rate ranges from 9.10% (2019) to 12.12% (2022).

The Theory of Planned Behavior (TPB), introduced by Ajzen (1985), serves
as a framework for understanding purchase intention. According to the TPB, inten-
tion is shaped by attitudes (perceived benefits and costs), subjective norms (social
pressure from peers, family, or society), and perceived behavioral control (ease or
difficulty based on personal experience).

Numerous studies have applied the TPB to analyze consumer behavior in
insurance. Aziz et al. (2019) demonstrated that knowledge, religiosity, and per-
ceived usefulness positively influence attitudes towards family Takaful through the
mediation of trust. Similarly, Aguspriyani et al. (2023) found a strong correlation
between digital marketing strategies and insurance product purchases among millen-
nials, highlighting social media’s role in driving sales. Kazaure (2019) emphasized
that attitudes, social influence, and perceived behavioral control directly impact the
acceptance intentions of micro-entrepreneurs in Northwest Nigeria. Echchabi and
Mohammed (2015) found that compatibility is the main factor influencing Yemeni
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customers’ decision to adopt takaful products. This refers to how well takaful pro-
ducts align with customers’ religious beliefs, social values, lifestyle, and previous
experience with insurance contracts. Schmidt (2019) found that American consu-
mers generally exhibit negative sentiments towards Takaful due to its Islamic roots.
The study identified several demographic factors that influence purchase intentions
for Takaful products: political orientation, views of Islam, yearly insurance expen-
diture, and age.

This study differs from the previous research. Aziz et al. (2019) examined
intentions in family Takaful among general respondents who were not generation-
specific. Aguspriyani et al. (2023) examine millennial-generation respondents in
the insurance industry (conventional, sharia, life, and general). Kazaure (2019)
used limited variables in the TPB. Echchabi and Mohammed (2015) used the TPB
approach limited to social influence and awareness and combined it with the Inno-
vations Diffusion Theory (IDT) approach.

This study was conducted with specific respondents, namely millennials and
Generation Z, specifically the family Takaful sector, and using TPB theory, which
was expanded with internal variables, namely religiosity, and external variables,
namely digitalization. Some of the underlying reasons for this are the low inclusion
of family Takaful members. This shows that public interest in becoming a family
Takaful participant is still relatively low.

Currently, the Indonesian population is dominated by Generation Z (24%),
millennials (28%), Generation X (21%), and baby boomers (11%) (BPS 2023). If
Generation Z and millennials are added, they become the largest age group at 52%.
Generation X was established in 1965–1980. Millennials are the generations born
between 1981 and 1996. Generation Z was born between 1997 and 2012 (Pew Rese-
arch Center, 2021).

Wijaya et. al (2019) found a significant relationship between religiosity and
reasons for saving money in BMTs. Products in accordance with Islamic principles
are the greatest reason for saving money in BMTs, followed by quality of service,
recommendations from friends, and location. Additionally, the business purpose is
the main reason for transactions in both BMTs and conventional banking. However,
there is no significant relationship between religiosity and the decision to transact
in either the BMTs or conventional banking.

Digitalization is increasingly being recognized as a transformative force in
the insurance industry. Insurtech, that is, the integration of technology across the
insurance business cycle from product development to post-contract services, resha-
pes consumer interactions and operational efficiencies (Susanto, 2022). Kramaric
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(2020) highlighted that businesses must adapt to digital trends to ensure sustaina-
bility. For family Takaful, leveraging digital platforms can address barriers such as
limited accessibility and low awareness, particularly among the younger generations
who are digitally native. Hassan et al. (20230 explores the factors influencing the
acceptance of fintech services in Malaysia’s insurance sector. They identify several
determinants that impact customers’ behavioral intention to use fintech services,
including effort expectancy, information quality, service quality, system quality, and
perceived risk.

This Study aims to understand the factors that influence the intentions of
millennials and Generation Z to become family Takaful participants in Indonesia,
focusing on attitudes, subjective norms, perceived behavioral control, religiosity, and
digitalization.

Literrature Review

1. Takaful

Takaful is a mutual assistance system in which participants protect each other
by contributing assets or tabarru (donations) to face risks, based on contracts alig-
ned with Sharia principles (DSN Fatwa No. 21, 2001). These contracts avoid gha-
rars (uncertainty), maysir (gambling), usury, zhulm (injustice), risywah (bribery),
prohibited goods, and immorality. Takaful employs two main contracts: Tabarru for
aiding fellow participants and Tijarah for commercial management by Takaful Ope-
rators. The funds collected through Takaful must be invested in Sharia-compliant
avenues, adhering to defined rules and regulations. Over time, four Takaful business
models emerged to meet Sharia compliance and customer needs: Mudaraba, Wa-
kala, Ta’awun, and Wakal-Waqf. These models continue to evolve, with researchers
emphasizing the need for debates and innovative approaches to create a universally
accepted system. The Wakala model addresses Sharia concerns by introducing a
Waqf entity that separates participants and operators without altering their fun-
damental structure (Pasha and Hussain, 2013). Encouraging ongoing discussions
and refinements can further develop a unified Takaful system that balances Sharia
compliance and customer expectations.
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2. Theory of Planned Behavior (TPB)

TPB to be used to understand the key factors that influence individual hu-
man intentions (Ajzen, 1985). Owing to its significance and practical implications,
TPB has been successfully applied in various domains from various business seg-
ments around the world (Ashraf et al., 2017). Ajzen (1985) developed the TPB, an
extension of the Theory of Reasoned Action (TRA) developed by Martin Fishbein
and Icek Ajzen in 1967. The TRA states that attitudes and subjective norms influ-
ence human intention. TPB adds another element in which human intentions are
influenced by attitudes, subjective norms, and perceived behavioral control (Wang,
2014). Attitudes, subjective norms, and perceived behavioral controls are influenced
by various background factors including personal, informational, and social factors
(Ajzen, 1985).

The use of TPB in Takaful’s research was conducted by Aziz et al. (2019),
who found that a positive attitude was very likely to trigger purchase intentions.
Additionally, this study showed that knowledge, perceived religiosity, and perceived
usefulness affect consumer attitudes through the mediating mechanism of trust. Ka-
zaure (2019) extended the TPB to explain the role of awareness in accepting Islamic
health insurance (takaful) by micro-enterprises in north-western Nigeria. In this
study, TPB was used to examine the factors that influence the intention of millenni-
als and Generation Z to adopt family Takaful. By considering these dynamics, the
study added other variables, namely, religiosity and digitalization.

2.1. Intention (Y)

The intention to become a family Takaful participant is the probability or
subjective tendency of consumers to buy family Takaful products, which can be
measured by their positive attitudes and behaviors towards product purchases (Hu
et al., 2024). Intention represents consumers’ planned or anticipated future purchase
actions, reflecting their beliefs, attitudes, and strong intentions to make purchases
(Shui and Zhang, 2022). Intention indicators can be in the form of the intention to
seek product-related information, buy products, or recommend products to others.

Previous research related to Takaful intentions was conducted by Aziz et al.
(2019), who found that positive attitudes significantly influence family Takaful in-
tentions. Attitudes are influenced by knowledge, religiosity, and perceived usefulness
through the mediation mechanism of trust. Rizwan and Al-Malkawi (2021) found
that the intention to become a family Takaful participant is significantly influenced
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by Brand Equity and Customer perception.

2.2. Attitude (X1)

Attitude towards a behavior is the degree to which a person has a favorable or
unfavorable evaluation of the behavior (Ajzen, 1985). Another definition of attitude
is a psychological emotion derived from a positive or negative evaluation of a situa-
tion (Muzaffar, 2015). According to the TPB, attitudes directly impact individual
intentions, which ultimately influences their behavior (Kassim et al., 2021).

Raza et al. (2020) found that attitude had a positive and significant impact
on the intention to adopt family Takaful. In line with their findings, Boubker et
al. (2021) find that attitude has a significant influence on the intention to adopt
an Islamic Institution. This study aims to evaluate customer purchase intentions.
Attitude was the variable observed in this study with the following hypothesis:

H1: Attitude has a significant influence on the intention of millennials and
Generation Z to become family Takaful participants.

2.3. Subjective Norm (X2)

Ajzen (1985) explained that subjective norms are perceived as social pres-
sures to perform or not perform a behavior. Subjective norms are perceptions in
which individuals gather from people around them, including family, friends, and
coworkers. The opinions of others are important to individuals. He always considers
the reactions of those around him before performing a certain behavior (Muzaffar,
2015).

Research related to consumer behavior has shown that consumer purchase
intention is strongly influenced by subjective norms (Kumar, 2021). Similarly, rese-
arch conducted by Usman et al. (2024) find that social influence has a significant
influence on the intention to use Islamic insurance for vehicle protection. In this
study, the following hypotheses were developed:

H2: Subjective Norms have a significant influence on the intention of millen-
nials and Generation Z to become family Takaful participants.

2.4. Perceived Behavioral Control (X3)

TPB defines perceived behavioral control as an individual’s perception of the
difficulty or ease that may be encountered when performing a particular behavior
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(Ajzen, 1985). Perceived behavioral control consists of two basic elements: control-
lability and self-efficacy. Controllability refers to the availability of resources for
performing a behavior. Self-efficacy is an individual’s belief in performing a beha-
vior (Tuan and Vinh, 2016). Lama (2018) found that perceived behavioral control
has a direct impact on consumers’ purchase intentions. Raza et al. (2020) found
that perceived behavioral control significantly affects the intention to adopt Takaful.
Boubker et al. (2021) find that perceived behavioral control affects the intention to
adopt Islamic financing. This study develops the following hypothesis:

H3: Subjective Norms have a significant influence on the intention of millen-
nials and Generation Z to become family Takaful participants.

2.5. Religiocity (X4)

Religiosity encompasses various dimensions, including beliefs, rituals, perso-
nal and moral life, and involvement in religious commitment due to its intrinsic
value (Baring, 2018; Bjarnason, 2007). It is an intricate and multidimensional con-
cept encompassing behaviors, attitudes, beliefs, feelings, and experiences. Despite
their importance, religious scholars and sociologists debate the feasibility of deve-
loping adequate measures for individual religiosity. Consequently, researchers often
devise subjective measures tailored to their study objectives, leading to variability
in the content and number of religiosity dimensions, depending on the research’s
purpose and context (Khraim, 2010).

Empirical studies have highlighted the role of religiosity in shaping consumer
behavior. Rahayu (2018) found that high religiosity influences transactional behavi-
ors, encouraging adherence to religious principles in the consumption and purchase
of goods and services. This extends the evaluation of Islamic financial products,
in which consumers prioritize compliance with Sharia principles in contracts and
implementation. Employees of Islamic financial institutions are also expected to
exhibit Sharia-compliant behavior, including product offerings, communication, and
knowledge of Sharia regulations.

Further research should reinforce the influence of religiosity on consumer
attitudes. Aziz et al. (2019) found that religiosity fosters positive attitudes towards
purchasing, while Antonio et al. (2020) identified legal norms as a significant driver
of charitable behavior through Zakat Management Organizations (ZMOs). In this
study, religiosity is conceptualized as obedience in performing ritual worship (ibadah
mahdhah). The Theory of Planned Behavior (TPB) posits that zakat payment
intentions are driven by both religious and legal norms. Accordingly, this study
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proposes the following hypotheses:
H4: Religiosity significantly influences the intention of millennials and Gene-

ration Z to become family Takaful participants.

2.6. Digitalization (X4)

Digitalization represents the fourth wave of industrialization, bringing trans-
formative changes to the business landscape. Therefore, a business’s sustainability
hinges on its ability to adapt to the challenges posed by digitalization (Kramaric,
2020).

Digital finance and inclusion benefit financial service users, providers, go-
vernments, and the economy (Ozili, 2018). Digital transactions have been shown to
increase consumption (Lin and Zhang, 2023). Technology-driven financial services
create value for consumers and support inclusive resilient solutions for specialized
market segments (Mahmud et al., 2023).

In the insurance sector, insurtech refers to the application of technology th-
roughout the insurance cycle, including product development, pre-contract proces-
ses, post-contract management, back-office operations, and risk control (Susanto,
2022). However, insurtech faces challenges owing to the lack of specific regulatory
frameworks (Susanto, 2022).

Research has highlighted the role of digitalization in business success. Das-
tane (2020) finds that digital marketing significantly and positively influences pur-
chase intention. Similarly, Aguspriyani et al. (2023) conclude that digital marketing
strategies significantly affect consumer intentions in the insurance sector. Millen-
nials and Generation Z, digitally native cohorts, are highly accustomed to digital
transactions. Accordingly, this study proposes the following hypotheses:

H5: Digitalization significantly influences the intention of millennials and
Generation Z to become family Takaful participants.

Research Methodology

This study focused on Indonesian millennials and Generation Z, which are
key potential markets for family Takaful. Data sampling was conducted without re-
gional restrictions as the questionnaire was distributed digitally via Google Forms,
email, WhatsApp, and social media platforms. Hair (2018) suggests that sampling
decisions for large populations should consider time, effort, funds, scope of the ob-
servation area, and potential research risks. According to Umar (2015), descriptive
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correlational research requires a minimum sample size of 30, while Roscoe et al.
(1982) recommend at least ten times the number of indicators in multivariate rese-
arch. Following Roscoe et al., this study determined a minimum of 200 respondents
based on 20 indicators × 10.

The questionnaire was designed according to Kartika and Firdaus’s (2020)
research variable operationalization, ensuring high validity and reliability. Questi-
ons from previous studies were adapted unless restricted by copyright (Czaja and
Blair, 2005). Respondents indicated their agreement on a 5-point Likert scale: 1
= disagree, 2 = disagree less, 3 = undecided, 4 = agree, and 5 = strongly agree.
All statements were phrased positively, with high scores representing high levels of
agreement.

Data analysis was performed using partial least squares (PLS) with Smart-
PLS version 4.0. The analysis included two models: the outer (measurement) model,
defining relationships between variables and indicators, and the inner (structural)
model, specifying relationships between latent variables, including exogenous (inde-
pendent) and endogenous (dependent) variables (Hair, 2018). This methodological
framework ensured a robust examination of the hypotheses.

Result and Discussion

1. Result

The respondents were 40.6% millennials and 59.4% Generation Z, with 41.8%
males and 58.2% females. Regarding education, 41.0% were high school students or
graduates, 4.3% held diplomas, 41.4% had bachelor’s degrees, 12.9% held master’s
degrees, and 0.4% held doctoral degrees. Marital status showed that 34.8% were
married and 65.2% were unmarried. The respondents were primarily from Jakarta
(31.3%), Banten (29.3%), and West Java (29.7%), with smaller percentages from
Central Java, Yogyakarta, East Java, Sumatra, Kalimantan, and Sulawesi. Em-
ployment status included 3.9% civil servants, 0.8% state-owned employees, 2.3%
lecturers, 4.7% housewives, 36.3% private employees, 5.5%), and students (46.5%).

1.1 Data Validity and Reliability Test

An indicator validity test was conducted using the loading factor values.
Table 1. lists the loading factor values for all indicators. The lowest loading factor
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value in the X2 subjective norm (X2–NSB1) is 0.745. It can be concluded that all
indicators met Convergent Validity.

Tabela 1: Loading Factor

Indicator X1-Attitude X2-
Subjective

Norm

X3-
Perceived
Behaviour

Control

X4-
Religiosity

X5-
Digitalisation

Y-Takaful
Intention

X1-SKP1 0.899
X1-SKP2 0.929
X1-SKP3 0.913
X2-NSB1 0.745
X2-NSB2 0.853
X2-NSB3 0.911
X2-NSB4 0.864
X3-PKP1 0.892
X3-PKP2 0.930
X3-PKP3 0.915
X4-RLG1 0.917
X4-RLG2 0.886
X4-RLG3 0.898
X5-DGT1 0.928
X5-DGT2 0.952
X5-DGT3 0.936
X5-DGT4 0.935
Y-IBA1 0.912
Y-IBA2 0.890
Y-IBA3 0.931

Source: Smart PLS data output

The Heterotrait and Monotrait Ratio (HTMT) of each variable used had a
value <0.90 (Table 2). The largest value is shown by X1’s attitude towards the
intention to adopt family Takaful (0.837). It can be concluded that all variables
met the requirements for Discriminant Validity.

Tabela 2: Heterotrait Monotrait Ratio (HTMT) Matrix

Variable X1-
Attitude

X2-
Subjective

Norm

X3-
Perceived
Behaviour

Control

X4-
Religiosity

X5-
Digitalisation

Y-Takaful
Intention

X1-Attitude

X2-Subjective Norm 0.672

X3-Perceived Behaviour Control 0.713 0.721

X4-Religiosity 0.548 0.390 0.496

X5-Digitalisation 0.650 0.461 0.664 0.725

Y-Takaful Intention 0.837 0.635 0.746 0.618 0.750

Source: Smart PLS data output
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The level of consistency and accuracy of the instrument in measuring a la-
tent variable were tested using a Reliability Test. Table 3 presents the results of
the Cronbach’s alpha test. The lowest value was 0.866, which was the X2 subjective
norm. Thus, these variables were considered reliable.

Tabela 3: Construct Reliability and Validity

Variable Cronbach’s
Alpha

Composite
Reliability
(rho_a)

Composite
Reliability

(rho_c)

Average
Variance

Extracted
(AVE)

X1-Attitude 0.901 0.902 0.938 0.835

X2-Subjective Norm 0.866 0.890 0.909 0.715

X3-Perceived Behaviour Control 0.899 0.900 0.937 0.832

X4-Religiosity 0.889 0.955 0.928 0.811

X5-Digitalisation 0.954 0.955 0.967 0.880

Y-Takaful Intention 0.898 0.904 0.936 0.830

Source: Smart PLS data output

1.2. Multicollionearity Test

A multicollinearity test was conducted to examine the relationships between
variables because multicollinearity can distort results or render them unstable and
non-generalizable (Hair et al., 2019b; Black et al., 2019). This test involved analy-
zing the Variance Inflation Factor (VIF). According to Hair et al. (2019a), a VIF
value of <5 indicates no multicollinearity. Table 4 demonstrates that all variables
had VIF values below five, confirming the absence of multicollinearity. Consequen-
tly, none of the variables was excluded from the analysis.

Tabela 4: Inner VIF Value for Multicollinearity Test

Variable VIF

X1-Attitude → Y-Takaful Intention 2.186

X2-Subjective Norm → Y-Takaful Intention 1.907

X3-Perceived Behaviour Control → Y-Takaful Intention 2.390

X4-Religiosity → Y-Takaful Intention 1.957

X5-Digitalisation → Y-Takaful Intention 2.510

Source: Smart PLS data output

1.3. Hypothesis Test

Hypothesis testing was conducted by analyzing t-statistics using bootstrap-
ping. The Path Coefficient estimate represents the magnitude of the relationship or
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influence of exogenous latent variables on endogenous latent variables. This study
applied a 5% error rate () at a 95% significance level. The significance threshold
was set at t > 1.96, indicating a significant effect (Savitri et al., 2021).

Table 5 presents t-statistics for five exogenous variables. Four variables
showed t-statistics > 1.96: attitude (x1) at 4.413, perceived behavioral control (x3)
at 2.194, religiosity (x4) at 2.201, and digitalization (x5) at 3.204, indicating signi-
ficant effects on intention to adopt family Takaful (Y). However, Subjective Norms
(X2) had a t-statistic of 1.411 (<1.96), showing no significant effect. Thus, hy-
potheses H1, H3, H4, and H5 were accepted, while H2 was rejected. These findings
highlight the key determinants influencing family Takaful adoption intentions.

Tabela 5: Results of the t-Statistic Test of the Relationship Between Variables

Relation of
Variable

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

t Statistics
(|O/STDEV|)

t-table
sig-95%

P Values Hypothesis
Results

X1-Attitude →
Y-Takaful
Intention

0.396 0.386 0.090 4.413* 1.96 0.000 Accepted

X2-Subjective
Norm → Y-Takaful
Intention

0.083 0.088 0.059 1.411 1.96 0.166 Rejected

X3-Perceived
Behaviour Control
→ Y-Takaful
Intention

0.157 0.168 0.072 2.194* 1.96 0.027 Accepted

X4-Religiosity →
Y-Takaful
Intention

0.099 0.100 0.045 2.201* 1.96 0.027 Accepted

X5-Digitalisation
→ Y-Takaful
Intention

0.261 0.257 0.082 3.204* 1.96 0.001 Accepted

Note: * Significant at 95% confidence level.
Source: Smart PLS data output

2. Discussion

2.1. The Effect of Attitude on Intention to Adopt Family Takaful

The hypothesis testing results indicated a significant relationship between
attitude (X1) and intention to adopt family Takaful (Y), with a t-statistic of 4.413
(>1.96). Based on the original sample value of 0.396, the relationship between
Attitude and Intention to adopt family Takaful is positive. Therefore, H1, which
posits that attitude significantly influences the Intention to adopt family Takaful,
was accepted.

This finding aligns with Aziz et al. (2019), who demonstrated that a positive
attitude likely triggers the intention to purchase Takaful with attitude-mediating
knowledge, religiosity, and perceived usefulness. Similarly, Kazaure (2019) found
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that attitude directly and significantly affected the intention to accept Family Ta-
kaful health products in Pakistan. Raza et al. (2020) also confirmed that attitude
has a positive and significant impact on intention to buy Takaful products. Additi-
onally, Ardhina et al. (2024) reported that knowledge of family Takaful and Islamic
financial planning significantly influence interest in participating in family Takaful.

This study reveals that Millennials and Generation Z adopt a practical appro-
ach when choosing the family Takaful. They first evaluate the product’s profitability
and risk-mitigation capabilities before considering their compatibility with religious
values. Those with a strong knowledge of family Takaful’s benefits are more inclined
to become participants.

To tap into this potential, the family Takaful industry, in collaboration with
OJK, must implement effective and sustainable programs to enhance literacy and
education among Millennials and Generation Z. Creative methods for literacy initi-
atives are essential to capturing their attention and fostering engagement.

In line with the Rational Choice Theory, individuals use available informa-
tion and their best estimates of future outcomes to assign subjective probabilities to
different states of the world. They then make decisions based on these probabilities
(Hechter and Kanazawa, 1997). This study underscores the importance of attitude
and informed decision-making in shaping the intention to adopt family Takaful, of-
fering valuable insights for stakeholders in designing targeted strategies.

2.2. The Effect of Subjective Norm on Intention to Adopt Family
Takaful

The hypothesis test results indicate that Subjective Norms does not signifi-
cantly affect the Intention to adopt family Takaful, as evidenced by the t-statistic
of 1.411, which is below the threshold of 1.96. Consequently, H2, which posits that
Subjective Norms significantly influences the intention to adopt family Takaful, was
rejected.

Contrary to Boubker et al. (2021), who found a significant relationship
between subjective norms and the intention to adopt Islamic Finance, this study
aligns with Raza et al. (2020), who report a positive and significant impact of
Subjective Norms on the intention to purchase a takaful product.

The findings highlight that millennials and Generation Z base their intention
to participate in family Takaful primarily on their knowledge of and awareness of its
benefits. Environmental influences or external information merely serve to validate
their existing understanding and awareness rather than dictate their decisions.
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Consistent with Social Cognitive Theory (Rizkalla et al., 2020), it is crucial
to enhance awareness among millennials and Generation Z regarding the benefits of
family Takaful. This approach could cultivate a sense of necessity and encourage
participation in family Takaful, emphasizing the importance of protection and se-
curity.

2.3. The Effect of Perceived Behavioral Control on Intention to
Adopt Family Takaful

The hypothesis test results indicate that the relationship between Perceived
Behavioral Control and the Intention to adopt family Takaful is significant, with a
t-statistic of 2.194, which exceeds the critical value of 1.96. An original sample value
of 0.157 indicates that this relationship is positive. Therefore, H3, which asserts that
Perceived Behavioral Control significantly influences the Intention to adopt family
Takaful, is supported.

This finding aligns with Kazaure (2019), who concluded that attitude, so-
cial influence, and perceived behavioral control directly and significantly affect the
intention to purchase Takaful products. Similarly, Raza et al. (2020) reported a
positive and significant impact of perceived behavioral control on the intention to
purchase Takaful products, and Boubker et al. (2021) confirmed its influence on the
intention to adopt islamic finance.

Perceived Behavioral Control primarily reflects the perception of ease or diffi-
culty in performing a behavior. This study shows that millennials and Generation Z
view family Takaful as straightforward and accessible. These generations appreciate
the family Takaful products for their simplicity and ease of participation. Hence,
the Takaful industry should develop products with clear benefits and user-friendly
services to create appealing experiences for these key demographic groups.

2.4. The Effect of Religiosity on Intention to Adopt Family Takaful

The hypothesis test results indicated that the relationship between Religio-
sity and the Intention to adopt family Takaful was significant, with a t-statistic of
2.201, exceeding the critical threshold of 1.96. The original sample value of 0.099
demonstrated a positive relationship. Thus, H4, which posits that religiosity signi-
ficantly influences the Intention to adopt family Takaful, was supported.

These findings are consistent with those of Aziz et al. (2019), who repor-
ted that strong religiosity positively influences attitudes towards participating in
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family Takaful. Similarly, Boubker et al. (2021) found that religious obligations
significantly impact the intention to adopt Islamic Finance.

In contrast, Usman et al. (2024) examined several factors influencing the
purchase of Takaful products in Nigeria, including awareness, religiosity, relative
advantage, perceived compatibility, social influence, perceived complexity, and per-
ceived risk. Their results showed no significant influence of religiosity on purchase
intentions.

This study highlights that higher levels of religiosity among millennials and
Generation Z increase the likelihood of adopting family Takaful products. Conse-
quently, the family Takaful industry should focus on penetrating markets within
these demographic groups, especially those with strong religiosity, such as members
of the growing hijrah community of young adults.

2.5. The Effect of Digitalization on Intention to Adopt Family Ta-
kaful

The hypothesis test results indicate that the relationship between Digitali-
zation and the Intention to adopt family Takaful is significant, with a t-statistic of
3.204, exceeding the critical threshold of 1.96. The original sample value of 0.261
confirms a positive relationship. Consequently, H5, which posits that digitalization
significantly influences the Intention to adopt family Takaful, is supported.

This finding aligns with Aguspriyani et al. (2023), who examined the influ-
ence of digital marketing strategies, including social media marketing, website mar-
keting, digital advertising, and email marketing, on insurance product purchasing
decisions. Their study found a positive and significant correlation with social media
marketing exerting the greatest impact, followed by digital advertising, email, and
website marketing. Similarly, Eckert and Osterrieder (2020) emphasize that digi-
tal transformation enables insurance companies to create customer-centric products
and services, ultimately boosting consumer interest in insurance. Additionally, Ba-
ranauskas and Raišienė (2021) identify a strong and positive impact of technological
features on the insurance purchasing process through digital platforms.

This study underscores that millennials and Generation Z, who are native
to the era of advanced information technology, are highly accustomed to digital
transactions. As a result, these generations are more inclined towards digital-based
family Takaful products. To attract these key demographic groups, the family Ta-
kaful industry must transform its business processes to adopt digital solutions or,
at the very least, establish dedicated digital marketing channels. Such efforts will
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enhance the appeal of family Takaful products and make them more accessible and
relevant to tech-savvy millennials and Generation Z consumers.

2.6. Gender Group Analisys: Male vs Female

PLS multi-group analysis (male vs. female) revealed that among all variables,
religiosity differed significantly in its impact on intention to adopt family Takaful.
Religiousness has a stronger effect on women than on men. This suggests that fa-
mily Takaful companies should adopt a religiosity-focused marketing approach for
female prospects, whereas such an approach may be ineffective for male prospects,
where religiosity plays a less significant role in influencing their intentions.

Conclusion

Based on data analysis and hypothesis testing, this study examined the in-
fluence of attitude, subjective norms, perceived behavioral control, religiosity, and
digitalization on the intention to adopt family Takaful. The following conclusions
were drawn.

1. Attitude positively and significantly influences the intention to adopt family
Takaful and has the greatest impact.

2. Subjective Norms have no significant influence on the intention to adopt family
Takaful.

3. Perceived Behavioral Control positively and significantly influences the Inten-
tion to adopt family Takaful.

4. Religiosity positively and significantly influences the intention to adopt family
Takaful.

5. Digitalization positively and significantly influences the intention to adopt
family Takaful, ranking as the second-most influential factor after attitude.

These findings underscore the importance of emphasizing attitudes and digitalization
in promoting family Takaful adoption.

e271 - 446



Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

References

Aguspriyani, Y., M. Polindi, P. Fitriani, T. Darmansyah, and R. Setiadi. “Penga-
ruh Strategi Digital Marketing terhadap Keputusan Pembelian Produk Asuransi
pada Generasi Milenial.” At-tawassuth: Jurnal Ekonomi Islam 8 (1) (2023): 35–
48.

Ajzen, I. From Intentions to Actions: A Theory of Planned Behavior. Action Con-
trol. 1985: 11–39. https://link.springer.com/chapter/10.1007/978-3-642-69746-
3_2.

Antonio, M. S., S. F. Laela, and D. M. Al Ghifari. “Optimizing Zakat Collec-
tion in the Digital Era: Muzakki’s Perception.” Jurnal Dinamika Akuntansi dan
Bisnis 7(2) (2020): 235–54. https://doi.org/10.24815/jdab.v7i2.16597.

Ardhina, A., Z. M. Ali, and I. Indra. “The Influence of Islamic Financial Planning
in Buying Life Insurance.” International Journal of Economics (IJEC) 3 (1)
(2024): 5–22. https://doi.org/10.55299/ijec.v3i1.824.

Ashraf, S., M. Haroon Hafeez, A. Yaseen, and A. Hasnain. “Do They Care What
They Believe? Exploring the Impact of Religiosity on Intention to Purchase Lu-
xury Products.” Pakistan Journal of Commerce and Social Sciences 11 (2) (2017):
28–47. https://www.econstor.eu/bitstream/10419/188299/1/pjcss376.pdf.

Aziz, A. Al, and Indra. “Faktor Penentu Generasi Milenial di Jabodetabek Men-
jadi Nasabah Bank Syariah.” Journal of Comprehensive Science (JCS) 2 (8)
(2023): 19–30. https://doi.org/10.59188/jcs.v2i8.496.

Aziz, S., M. Md Husin, N. Hussin, and Z. Afaq. “Factors that Influence In-
dividuals’ Intentions to Purchase Family Takaful: Mediating Role of Perceived
Trust.” Asia Pacific Journal of Marketing and Logistics 31 (1) (2019): 81–104.
https://doi.org/10.1108/APJML-12-2017-0311.

Badan Pusat Statistik. Statistik Indonesia 2023.

Baranauskas, G., and A. G. Raišienė. “Reflections on the Customer
Decision-Making Process in the Digital Insurance Platforms: An Empirical
Study of the Baltic Market.” Applied Sciences (Switzerland) 11(18) (2021).
https://doi.org/10.3390/app11188524.

Baring, R. “Emerging Transitions in the Meaning of Religious Constructs: The
Case of the Philippines.” De La Salle University, Manila 0927, Philippines. 2018.
https://doi.org/10.3390/rel9120387.

e271 - 447

https://link.springer.com/chapter/10.1007/978-3-642-69746-3_2
https://link.springer.com/chapter/10.1007/978-3-642-69746-3_2
https://doi.org/10.24815/jdab.v7i2.16597
https://doi.org/10.55299/ijec.v3i1.824
https://www.econstor.eu/bitstream/10419/188299/1/pjcss376.pdf
https://doi.org/10.59188/jcs.v2i8.496
https://doi.org/10.1108/APJML-12-2017-0311
https://doi.org/10.3390/app11188524
https://doi.org/10.3390/rel9120387


Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

Bjarnason, D. “Concept Analysis of Religiosity.” Home Health Care Ma-
nagement & Practice. Vol. 19, Issue 5 (2007). Sage Journal.
https://doi.org/10.1177/1084822307300883.

Boubker, O., K. Douayri, and A. Ouajdouni. “Factors Affecting Intention to
Adopt Islamic Financing: Evidence from Morocco.” MethodsX (8 September
2021). https://doi.org/10.1016/j.mex.2021.101523.

Czaja, R., and J. Blair. Designing Surveys: A Guide to De-
cisions and Procedures. 2nd Ed. SAGE Publications Inc, 2005.
https://methods.sagepub.com/book/designing-surveys-3e.

Dastane, O. “Impact of Digital Marketing on Online Purchase Intention: Media-
tion Effect of Customer Relationship.” Journal of Asian Business Strategy 10 (1)
(2020): 42–58. https://doi.org/10.18488/journal.1006.2020.101.142.158.

Echchabi, A., and A. Mohammed. “Factors Influencing the Ye-
meni Customers’ Intention to Adopt Takaful Products.” Gad-
jah Mada International Journal of Business 17 (1) (2015): 25–45.
https://journal.ugm.ac.id/v3/gamaijb/article/view/15500.

Eckert, C., and K. Osterrieder. “How Digitalization Affects Insurance
Companies: Overview and Use Cases of Digital Technologies.” Zeits-
chrift Fur Die Gesamte Versicherungswissenschaft 109 (5) (2020): 33–60.
https://doi.org/10.1007/s12297-020-00475-9.

Fatwa Dewan Syari’ah Nasional No. 21/DSN-MUI/X/2001 Tentang Pedoman
Umum Asuransi Syari’ah. 2001. https://dsnmui.or.id/.

Hair, J. F., G. T. M. Hult, C. M. Ringle, M. Sarstedt, N. P. Danks, and S.
Ray. “Review of Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R: A Workbook.” Structural Equation Modeling: A Multidisciplinary Jour-
nal 30, no. 1 (2023). https://doi.org/10.1080/10705511.2022.2108813.

Hair, J. F., W. C. Black, B. J. Babin, and R. E. Anderson. Multivariate Data
Analysis. Journal of Administration and Management 9, no. 2 (2019a): 235–237.

Hair, J. F., J. J. Risher, M. Sarstedt, and C. M. Ringle. “When to Use and
How to Report the Results of PLS-SEM.” European Business Review 31, no. 1
(2019b): 2–24. https://doi.org/10.1108/ebr-11-2018-0203/full/html.

Hair, J. F. “When to Use and How to Report the Results of PLS-SEM.” European
Business Review 31 (2018): 2–24. https://doi.org/10.1108/EBR-11-2018-0203.

Hair, J. F., G. T. Hult, C. M. Ringle, and M. Sarstedt. A Primer on Partial

e271 - 448

https://doi.org/10.1177/1084822307300883
https://doi.org/10.1016/j.mex.2021.101523
https://methods.sagepub.com/book/designing-surveys-3e
https://doi.org/10.18488/journal.1006.2020.101.142.158
https://journal.ugm.ac.id/v3/gamaijb/article/view/15500
https://doi.org/10.1007/s12297-020-00475-9
https://dsnmui.or.id/
https://doi.org/10.1080/10705511.2022.2108813
https://doi.org/10.1108/ebr-11-2018-0203/full/html
https://doi.org/10.1108/EBR-11-2018-0203


Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

Least Squares Structural Equation Modeling (PLS-SEM). Sage, 2017.

Hassan, M. S., M. A. Islam, M. F. Yusof, and H. Nasir. “Users’ Fintech Services
Acceptance: A Cross-Sectional Study on Malaysian Insurance & Takaful Indus-
try.” Heliyon 9, No. 11 (2023). https://doi.org/10.1016/j.heliyon.2023.e21130.

Hechter, M., and S. Kanazawa. “Sociological Rational Choice
Theory.” Annual Review of Sociology 23 (1997): 191–214.
https://doi.org/10.1146/annurev.soc.23.1.191.

Hu, F., L. Wu, Y. Guo, F. Liu, Y. Yang, and Y. Wang. “How Enterprises’ Public
Welfare Low-Carbon Behavior Affects Consumers’ Green Purchase Behavior.”
Heliyon 10(8) (2024). https://doi.org/10.1016/j.heliyon.2024.e29508.

Kartika, T., and A. Firdaus. “Contrasting the Drivers of Customer Loyalty:
Financing and Depositor Customer, Single and Dual Customer, in Indone-
sian Islamic Bank.” Journal of Islamic Marketing 11(4) (2020): 933–959.
https://doi.org/10.1108/JIMA-04-2017-0040.

Kassim, K. A. A., M. H. Johari, N. Wahi, Y. Ahmad, Z. M. Jawi, and W. J.
Yahya. “The Intention to Purchase Safer Car in Singapore: An Application of
Theory of Planned Behaviour.” Global Business and Management Research 1,
no. 1 (2021): 53–62. https://eprints.utm.my/97531/1/WiraJazair2021.

Kazaure, M. A. “Extending the Theory of Planned Behavior to Explain the Role
of Awareness in Accepting Islamic Health Insurance (Takaful) by Microenterprises
in Northwestern Nigeria.” Journal of Islamic Accounting and Business Research
10, No. 4 (2019): 607–620. https://doi.org/10.1108/JIABR-08-2017-0113.

Khraim, Hamza. “Measuring Religiosity in Consumer Research from Islamic
Perspective.” International Journal of Marketing Studies 2, no. 2 (2010).
https://ccsenet.org/journal/index.php/ijms/article/view/8123.

Kumar, G. “Framing a Model for Green Buying Behavior of Indian Consumers:
From the Lenses of the Theory of Planned Behavior.” Journal of Cleaner Pro-
duction. Vol. 295. (1 May 2021). https://doi.org/10.1016/j.jclepro.2021.126487.

Kramaric, T. P. “The Impact of Digitalization on Croatian Listed Companies’
Corporate Performance Measured with Tobin’s Q.” In Proceedings of the 4th Inter-
national Scientific and Professional Conference Contemporary Issues in Economy
& Technology – CIET 2020, 97–29, 2020. https://www.bib.irb.hr:8443/1071911.

Lama, S. “Exploration of Factors Affecting E-Commerce Adoption by Tourism
Organisations in Nepal.” Thesis. University of Technology Sydney (UTS), 2018.

e271 - 449

https://doi.org/10.1016/j.heliyon.2023.e21130
https://doi.org/10.1146/annurev.soc.23.1.191
https://doi.org/10.1016/j.heliyon.2024.e29508
https://doi.org/10.1108/JIMA-04-2017-0040
https://eprints.utm.my/97531/1/WiraJazair2021_TheIntentiontoPurchaseSaferCar.pdf
https://doi.org/10.1108/JIABR-08-2017-0113
https://ccsenet.org/journal/index.php/ijms/article/view/8123
https://doi.org/10.1016/j.jclepro.2021.126487
https://www.bib.irb.hr:8443/1071911


Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

https://opus.lib.uts.edu.au/handle/10453/127965.

Lin, H., and Z. Zhang. “The Impacts of Digital Finance Development on Hou-
sehold Income, Consumption, and Financial Asset Holding: An Extreme Value
Analysis of China’s Microdata.” Personal and Ubiquitous Computing 27, no. 4
(2023): 1607–1627. https://doi.org/10.1007/s00779-022-01667-z.

Mahmud, K., M. A. Joarder, and K. Sakib. “Customer Fintech Readiness (CFR):
Assessing Customer Readiness for Fintech in Bangladesh.” Customer Fintech
Readyness 9(2) (2023). https://doi.org/10.1016/j.joitmc.2023.100032.

Muzaffar, N. “Developing an Extended Model of Theory of Planned
Behavior to Explore Green Purchase Behavior of Pakistani Consumers.”
American Journal of Business and Management 4(2) (2015): 85–101.
https://doi.org/10.11634/216796061504654.

Otoritas Jasa Keuangan. Roadmap Pengembangan Perasuransian Indonesia. De-
partemen Pengaturan dan Pengembangan IKNB, 2023.

Ozili, P. K. “Impact of Digital Finance on Financial Inclusion
and Stability.” Borsa Istanbul Review 18(4) (2018): 329–340.
https://doi.org/10.1016/j.bir.2017.12.003.

Pasha, A., and M. Hussain. “Takaful Business Model: A Review, A Comparison.”
Business Management Dynamics 3(4) (2013): 24–32.

Schmidt, A. P. “The Impact of Cognitive Style, Consumer Demographics, and
Cultural Values on the Acceptance of Islamic Insurance Products among Ameri-
can Consumers.” International Journal of Bank Marketing 37(2) (2019): 492–506.
https://doi.org/10.1108/IJBM-02-2018-0033.

Pew Research Center. “Defining Generations: Where Millenni-
als End and Generation Z Begins.” Pew Research Center, 2021.
https://www.pewresearch.org/short-reads/2019/01/17/where-millennialss-
end-and-generation-z-begins/.

Raza, S. A., R. Ahmed, M. Ali, and M. A. Qureshi. “Influential Factors of Islamic
Insurance Adoption: An Extension of Theory of Planned Behavior.” Journal of
Islamic Marketing 11(6) (2020): 1497–1515. https://doi.org/10.1108/JIMA-03-
2019-0047.

Rizkalla, N., T. P. Erhan, and U. M. Nusantara. “Sustainable Con-
sumption Behaviour in the Context of Millennials in Indonesia: Can
Environmental Concern, Self-Efficacy, Guilt, and Subjective Knowledge

e271 - 450

https://opus.lib.uts.edu.au/handle/10453/127965
https://doi.org/10.1007/s00779-022-01667-z
https://doi.org/10.1016/j.joitmc.2023.100032
https://doi.org/10.11634/216796061504654
https://doi.org/10.1016/j.bir.2017.12.003
https://doi.org/10.1108/IJBM-02-2018-0033
https://www.pewresearch.org/short-reads/2019/01/17/where-millennialss-end-and-generation-z-begins/
https://www.pewresearch.org/short-reads/2019/01/17/where-millennialss-end-and-generation-z-begins/
https://doi.org/10.1108/JIMA-03-2019-0047
https://doi.org/10.1108/JIMA-03-2019-0047


Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

Make a Difference?” Management: Journal of Sustainable Business
and Management Solutions in Emerging Economies 25(3) (2020): 43–53.
https://management.fon.bg.ac.rs/index.php/mng/article/view/306.

Rizwan, S., and H.-A. N. Al-Malkawi. “Development of a Conceptual Mo-
del to Understand the Purchase Intentions of Takaful (Islamic Insurance) Cus-
tomers.” Journal of Economic Cooperation and Development 42(1) (2021).
https://ir.unikl.edu.my/jspui/bitstream/123456789/25681/.

Roscoe, B. A., P. K. Hopke, S. L. Dattner, and J. M. Jenks. “The Use of Prin-
cipal Component Factor Analysis to Interpret Particulate Compositional Data
Sets.” Journal of the Air Pollution Control Association 32(6) (1982): 637–642.
https://doi.org/10.1080/00022470.1982.10465439.

Shui, S., and H. Zhang. “The Impact of CSR in Apparel on Corporate Image,
Consumer Perception and Purchase Intention.” Advanced Science and Con-
vergence 4(3) (2022): 15–22. https://typeset.io/papers/the-impact-of-csr-in-
apparel-on-corporate-image-consumer-2qbzyxkp.

Sri Rahayu, Y. “The Role of Religiosity on the Influence of Muslim Custo-
mer Perceived Value to Customer Satisfaction of Islamic Banking.” IJECA
(International Journal of Education and Curriculum Application) (2018): 253.
https://doi.org/10.31764/ijeca.v0i0.2005.

Sula, M. S. Principles of Islamic Insurance. Syakir Sula Institut, 2016.

Susanto, A. “Digital Transformation of the Insurance Industry: The Po-
tential of Insurance Technology (Insurtech) in Indonesia.” Journal of
Humanities, Social Sciences and Business (JHSSB) 2(1) (2022): 54–62.
https://ojs.transpublika.com/index.php/JHSSB/article/view/375.

Tuan, T. N., and T. T. Vinh. “An Exploration in the Theory of Plan-
ned Behavior: A Case of Organic Food in Vietnam.” International Jour-
nal of Applied Business and Economic Research 14(6) (2016): 4951–4972.
https://serialsjournals.com/abstract/20233_18.pdf.

Umar, H. S. “The Imperative of Population Sampling in Social Science Rese-
arch.” Global Journal of Political and Science and Administration 3(3) (2015):
49–57. https://eajournals.org/gjpsa/vol-3issue-3-june-2015/the-imperative-of-
population-sampling-in-social-science-research/.

Usman, A., S. N. Bagudu, A. Hassan, M. K. Lawal, and S. N. Sayedi. “Determi-
nants of Intention to Adopt Auto Insurance (Takāful) Business Among Vehicle

e271 - 451

https://management.fon.bg.ac.rs/index.php/mng/article/view/306
https://ir.unikl.edu.my/jspui/bitstream/123456789/25681/1/Development%20of%20a%20Conceptual%20Model%20to%20Understand%20the%20Purchase.pdf
https://doi.org/10.1080/00022470.1982.10465439
https://typeset.io/papers/the-impact-of-csr-in-apparel-on-corporate-image-consumer-2qbzyxkp
https://typeset.io/papers/the-impact-of-csr-in-apparel-on-corporate-image-consumer-2qbzyxkp
https://doi.org/10.31764/ijeca.v0i0.2005
https://ojs.transpublika.com/index.php/JHSSB/article/view/375
https://serialsjournals.com/abstract/20233_18.pdf
https://eajournals.org/gjpsa/vol-3issue-3-june-2015/the-imperative-of-population-sampling-in-social-science-research/
https://eajournals.org/gjpsa/vol-3issue-3-june-2015/the-imperative-of-population-sampling-in-social-science-research/


Isagoge, v. 5, 2025, eISSN 2763-7123
Telos Publicações, Rio de Janeiro, Brasil

Owners in Nigeria.” Journal of King Abdulaziz University: Islamic Economics
37(1) (2024): 101–115. https://doi.org/10.4197/Islec.37-1.6.

Wang, Y. “Consumers’ Purchase Intentions of Shoes: Theory of Planned Behavior
and Desired Attributes.” International Journal of Marketing Studies 6(4) (2014):
50–58. https://doi.org/10.5539/ijms.v6n4p50.

Wijaya, I. F. “Religiosity Level and Saving Decision in Baitul Maal Wat Tamwil:
The Case of Indonesia.” Journal of Islamic Marketing 11(6) (2019): 1465–1483.
https://doi.org/10.1108/jima-09-2018-0160.

e271 - 452

https://doi.org/10.4197/Islec.37-1.6
https://doi.org/10.5539/ijms.v6n4p50
https://doi.org/10.1108/jima-09-2018-0160

	Introduction
	Literrature Review
	1. Takaful
	2. Theory of Planned Behavior (TPB)
	Research Methodology
	Result and Discussion
	1. Result
	2. Discussion

	Conclusion

	References





