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Abstract: Despite the provision of various incentives by the Malaysia Government in encouraging more people
to purchase family Takaful as a form of savings instrument and also as a means of risk transfer, the penetration
rate is still very low in comparison with other developing economies. There are some factors that lead to this
problem. Based on many previous researches, focus have been found on the demographic and economic
factors, consumer knowledge, awareness, religious perception, quality of services and relationship marketing
as well. It can be concluded that even though some studies have been conducted in the same areas but the
factors driving the purchasing decision of family Takaful in this country are still unclear. Therefore, the
extension research of family Takaful will be studied to find out the other factors contributing to the purchasing
decision of family Takaful in the Malaysia context. The objective of this study is to examine whether the factors
of reputation and image, products and services, as well as marketing and advertising affecting the policyholders
purchasing decision of family Takaful. Besides, this study also aims to investigate the effect of education as
a moderator on the relationship between reputation and image, products and services and marketing and
advertising on purchase decision in family Takaful. The research was based on quantitative method and
involved survey questionnaires. The data were analyzed using Structural Equation Modeling using IBM-SPSSAmos 21.0. The result revealed that all factors in this study are significantly related to the purchasing decision
of family Takaful. As for moderating effect of education, this study discovered that education significantly
moderated the effects of reputation and image, products and services, as well as marketing and advertising on
purchase decision in family Takaful.
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INTRODUCTION
Preamble: The word Takaful is in fact derived from the
word kafala, which means ‘joint guarantee’ or
‘guaranteeing each other’ which is also explained as a
pact that guarantees individuals in a group against loss or
damage faced by anyone of them [1, 2]. Besides, Takaful
also means a scheme based on brotherhood, solidarity
and mutual assistance to the participants in case of need
whereby the participants mutually agree to contribute for
that purpose [3]. Takaful also is a financial transaction of

Purchase Decision

Moderator

Malaysia

a mutual co-operation between two parties towards
providing a financial security for one of them against any
misfortune [4]. In addition, the Takaful system is known
as a concept of mutual cooperation (ta’awun) and
donation (tabarru’), where the risk is shared collectively
and voluntarily by the group of participants to guarantee
mutual protection of the members [5, 6]. Based on the
Qur’an, Allah mentioned that: “….Help you one another
in Al Birr and At Taqwa (virtue, righteousness and piety);
but do not help one another in sin and transgression….”
(Al-Maidah, 5:2).
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Over thepast two decades, the Takaful industry have
established itself worldwide, both in Muslim and nonMuslim countries. For instance, this industry is
concentrated in the Middle East, such as in Saudi Arabia,
Bahrain, Iran, Qatar with new Takaful operations opening
up in Egypt, UAE and Kuwait. Meanwhile, in the Far East
this industry also concentrated such as in Malaysia,
Indonesia, Singapore and Brunei followed by the
development of Takaful operations. On top of that, the
Takaful industry has experienced a significant
development as it is one of the important components in
the Islamic finance system. The growth story for Takaful
continues with positive growth momentums in the key
markets especially in Saudi Arabia, UAE and Malaysia in
terms of gross contribution by countries [7]. From the
report, the gross Takaful contribution in GCC region is
accounted around US$8.9 billion in 2014 from an estimated
US$7.9 billion in 2013. Within the Gulf region, the total
gross Takaful contribution for Saudi Arabia was at 77%,
followed by UAE, which accounts for 15%. The rest of the
Gulf countries accounted for just 8% of gross Takaful
contributions. In the ASEAN region, the gross Takaful
contribution is accounted for US$4.2 billion in 2014 from
an estimated US$3.5 billion in 2013. Within ASEAN,
Malaysia and Indonesia have reported with nearly threequarters share which is 71% and 23% of total gross
contribution. Meanwhile, the rest of ASEAN countries
accounted for 6% of gross Takaful contributions.
Through this, it can be concluded that Takaful in
Malaysia is continuously creating a root that is strong
enough to further enhance the development of such
industry in that country. The Takaful industry in Malaysia
has been undergoing a steady growth over the years. The
growth of this industry can be seen through its business
performance over the last five (5) years. It is disclosed
that the total of Takaful business performance in terms of
gross contribution increased from RM4, 794 million in
2011 to RM6, 769 million in 2015 [8].The gross
contribution for family Takaful business was increased
from RM3, 704 million in 2011 to RM5, 098 million in 2015.
Similarly for general Takaful business, the gross
contribution also increased, albeit only at a slower pace
from RM1, 090 million in 2011 to RM1, 671 million in 2015.
In short, it has to be stressed that the Takaful industry in
Malaysia has strongly contributed by family Takaful
business compared with the general Takaful business
which finally remained the major income generator for the
Takaful industry in Malaysia. Through the pattern of
gross contribution it seems to indicate that family Takaful

become a form of popular savings instrument especially
among Malaysian Muslims in general and has its appeal
due to its shari‘ah compliant attributes [9]. It is evidenced
that Malaysia remains predominantly with family Takaful
by making up over 75% of total global Takaful
contributions [10, 11].
The domination of family Takaful business shows
that there is room to harness the appeal of family Takaful
as a tool for long-term savings and investment, whilst
protecting against financial vulnerabilities arising from
critical illness, death, disability or unemployment, or
providing for children’s education. However, even though
Malaysia being dominated by the family Takaful business,
it was reported that there is a large untapped market that
still exists with the family Takaful penetration rate was
merely 14.5% of the Malaysian population compared to
the 41.2% penetration rate for conventional life insurance
in 2014 [12]. It can be concluded that there is a large gap
between the family Takaful and the conventional life
insurance by which the family Takaful has a large
opportunity to boost untapped areas in their business to
compete with its conventional peers. This showed there
is tremendous potential for further growth in the family
Takaful segment in Malaysia.
Since the market penetration rate for family Takaful is
still underpenetrate, it is worthwhile to highlight that a
majority of Malaysian population still does not have a
family Takaful plan. The result of this led to find out what
are the determinant factors which play an important role
in purchasing family Takaful. Therefore, it is essential to
identify the important factors that lead to the family
Takaful purchasing decision among the policyholders.
Even though many studies have been conducted in the
same areas but the factors driving the purchasing
decision of family Takaful are still unclear. It was believed
there are many factors that can be explored for increasing
the family Takaful market penetration in this country.
Thus, the objectives of this study are as follows. Firstly,
to review past literature andidentify and empirically
validate the determinant factors that affects purchasing
decision in family Takaful. Secondly, to test the role of
education variables in the relationship between a set of
determinant factors and purchasing decision of family
Takaful. This paper is divided into five parts. Section 1
illustrated on the introductory in the field of study.
Section 2 review the relevant literature related to
determinants of family Takaful purchasing decision. In
this section, the study proposes a model depicting the
determinant factors as antecedents of purchasing
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decision in family Takaful. Following this, the study also
proposes a number of research hypotheses. Section 3
discussed on the methodology and Section 4 presents the
results and findings from this study. In the final section
this study concentrates on the discussion and
conclusion.
Literature Review
Purchasing Decision for Family Takaful: Making a
decision involves a choice among alternatives and usually
concern people (human resources); money (budgeting);
buying and selling (marketing); or how to do things
(operations); how to do things in the future (strategy and
planning) [13]. The decision making will be about who
made the decision and if the decision is an informed one
or otherwise. In line with this, consumers represent the
most important stakeholder in home buying decision and
must directly seek their opinions to understand what they
need and demand[14].It is stated that consumers who
were in taking purchasing decision influenced by external
and internal factor [15]. External factor is consisted:
cultural, sub-cultural, demographics, social status,
reference group, family and marketing activities. While
internal factor is consisted: perception, learning, memory,
motives, personality, emotions and attitudes. On the other
hand, purchasing activity of consumer also influenced by:
1) reason of consumer characteristic consisted of:
demographics, personality, psychographics, life-style,
culture, values and reference group and 2) behavior
process consisted of: motivations, perceptions, learning,
attitude formations and decision making and 3)
purchasing activity of consumer started from: need
recognition, search for alternatives, evaluation of
alternatives, purchase and use of product, evaluation of
consumption experience, feedback and decision making
[16].
Purchase decision is defined as an experience that
involves the acquisition of goods and services in
exchange for a payment. Sometimes purchases also
representas an investment. It is found that models of
consumer decision-making which include service value
explain significantly more variance in purchase intentions
than models which include only service quality or cost
factors [17]. Consumers are selecting financial industries
by considering various features of the service
preposition. For example, in the context of conventional
insurance, the basic concerns of the consumers when
purchasing insurance are the need, coverage and duration
of the insurance [18]. It is clearly understood that the

purchase of life insurance is the most important consumer
purchasing decisions [19] and is able to satisfy the need
for security in Abraham’s Maslow “hierarchy of
need”[20]. Therefore, every consumer has the technique
and method of making the decision to make any
purchasing [21]. This is supported that the decision
making process is dependent upon the customer’s
knowledge and understanding on how insurance or any
other financial services or products can give benefits or
fulfill certain needs of their lives [22].
Review on Factors of Purchasing Decision for Family
Takaful: Most of the current literature has focused on the
demographic and economic factors in predicting life
insurance as well as family Takaful consumption [6, 23, 24,
25, 26, 27, 28 and 29]. It is found that there are positive
significant relationship between Takaful agents’ Islamic
ethical behavior towards customers ‘satisfaction, trust
and commitment [30]. Meanwhile, it is disclosed that the
practice of Islamic relationship marketing (IRM) which
measured by Islamic ethical behavior, social, structural
and financial bonds have significantly affected the
customers’ satisfaction, trust and commitment [31]. This
is in accordance with the previous study that Takaful
operators and agents need to be concern with the
marketing approach and must parallel with the maqasid
shari’ah to ensure future customer retention [32].
Another factor influencing the acceptance towards
Takaful products in Malaysia consists of service quality,
customer’s perception and products features. They also
suggested that Takaful companies need to take an
aggressive promotion in order to increase level of
acceptance towards Takaful product [33].
In a study which set out to determine the preference
of Takaful buy customers are because they have a good
understanding on Takaful concept and shari’ah
compliance; they also have awareness on the relationship
between Takaful and religion; Takaful agents’ role in
explaining the Takaful benefits and yet respondents are
hopeful of the growth and development of Takaful
operations [34]. In further research, the results
demonstrated that marketing, religion and age have a
significant relationship with planning to participate in
Takaful plans among non-Takaful customers [35].
Meanwhile, the factors from Takaful managers’
perspective that deters the public from participating in
Takaful could be listed as follows such as lack of public
awareness in the advantages of Takaful over insurance
products, the limited range of product varieties, the

1851

World Appl. Sci. J., 35 (9): 1849-1863, 2017

shortage of relevant expertise to explain Takaful products,
the need to improve the distribution channels and
marketing strategies [36]. This factor is useful for industry
so that they can put their efforts to make the public
increase their intention to participate in the Takaful plans.
Furthermore, mass media and word of mouth had an
impact on influencing their social pressure to purchase
family Takaful scheme [37].
As mentioned in the literature review, studying in
such an area, would provide a new insight to the factors
that influence policyholders toward the decision to
purchase family Takaful plans. There will be multiple
variables that can be used to check which factors
contributed more to the puchasing decision of family
Takaful. Inclusion of these variables should help identify
a comprehensive set of predictor variables. These factors
can possibly help the industry to develop the
underserved areas in family Takaful as well as to
develop the Takaful industry itself. Following this, it
eventually led to the formation of the conceptual
framework of this study. Perhaps this current study is
slightly different from other previous studies and could fill
the gap in the existing literature of family Takaful. These
factors are highlighted and discussed in brief below.

services in Islamic banks [47, 49,51, 54, 55,56]. A few of
the studies focused only on consumers of Islamic banking
products [45, 57, 58, 59]. Meanwhile, some other
researchers focused only on consumers’ attitude,
perception and knowledge of Islamic financial products
[50, 60]. The findings observed in the study of the
selected Takaful products to investigate consumer
perceptions of Takaful business in Brunei [52]. The
results indicated that products are one of top reasons for
choosing a Takaful company because a majority of
respondents agreed that Takaful products are easier and
understandable.

Reputation and Image: Many previous researchers
affirmed that a good reputation or image helps to increase
sales and market share of the company [38] and to
establish as well as maintain a loyal relationship with
customers [39, 40, 41, 42, 43]. This finding corroborates
the ideas which affirmed that the strong image of the bank
institution [44,45,46] and its reputation [47,48,49,50,51]
were important contributors in selection of Islamic
banking among customers. This is in line with the Takaful
study, which found that a majority of respondents chose
reputation as their reason for choosing Takaful in
dealing the business [52].

Marketing and Advertising: The development of the
Islamic financial system in Malaysia is witnessing a
positive growth not only among Muslims, but also for
non-Muslims. In order to promote the Islamic financial
products and services, many kinds of marketing and
advertising tools are used to promote such products and
services intensively. The marketing concept which
contains Islamic principles and values incorporates the
principle of maximizing the value of 'justice' for the welfare
of the wider community [61]. Therefore, any type of
marketing and advertising should not have to contain
information which is misleading and unnecessarily
excessive [62]. There are three criteria in selecting an
advertisment [63]. First, choosing a bank which featured
advertisements that were virtuous. Second, choosing a
bank that offers attractive prizes which are not contrary to
Islamic values and third, choosing a bank that runs
promotions with a method which is in accordance with the
Syari?ah principle. There has been some research on
marketing and advertising which can influence the
customer?s buying behaviour [64;65]. In addition, there
have also been studies which have focused on the
implication of marketing and advertisment factors on the
selection of Islamic banks [46, 55, 57, 61, 63, 66].

Products and Services: The innovation of products and
services are needed as parts of demand for customers in
order to continue to develop the business competition.
Innovation is important as it can help in increasing the
range of products and services to meet more
sophisticated and complex requirements of today„s
consumers and business which ultimately contribute
towards creating a new market or expand existing markets
for Islamic products and services[53]. From the previous
study, it was summarized that they focused both on the
customer’ awareness and satisfaction of products and

Education: Many researchers identified that demographic
is one of the factors carried out in the previous study of
Islamic insurance as well as in conventional life insurance.
It refers to the vital and measurable statistics of
population [20] and have received broader acceptance
that lend themselves easily to quantification as well as
easy classification [67, 68]. Since education is one of the
demographic characteristics that has emerged as
consequential influence on human behavior, thus, it was
used as criterion in a variety of categorizations such as a
determinant of socio economic level. This can be seen

1852

World Appl. Sci. J., 35 (9): 1849-1863, 2017

through the result of studies that found the level of
education has a significant difference with the reason to
purchase family Takaful or conventional life insurance [69,
70, 71]. These findings further supports the the idea that
well educated buyers are relatively better in decision
making [72]. However, it is found the role of education as
moderating variable on the relationship of determinant
factors and family Takaful purchasing decsion are little
explored. As a result, this study will evaluate the
education variable as moderator on the relationship
between a set of determinant factors and family Takaful
purchasing decision.

that a good corporate image or reputation helps to
establish and maintain a loyal relationship with customers
[39,40, 41].
Hypothesis1: Reputation and image has positive and
significant influence on customers’ purchasing decision
for family Takaful.
Products and Services: The finding in the conventional
study discovered that service quality offered by
companies and agents play an important role in life
insurance purchase decisions [70]. This finding is in
aggrement with the previous researcher that the services
from agents or Takaful officer is an important factors to be
considered in joining family Takaful [71]. In addition to
this, most of the respondents chose products as their
reason for choosing a Takaful Company [52]. Further work
in the Islamic finance study concludes that the attitude of
Muslims in Loughborough towards Islamic finance
products is positive and encouraging [60]. Besides, a few
studies have attempted to explain the attributes of
products and services is one of the factors that
contributed as the selection criteria to be consider in
Islamic banking [63, 75].

Conceptual Model:

Hypothesis 2: Products and services has positive and
significant influence on customers’ purchasing decision
for family Takaful.

Fig. 1: The Conceptual Framework
Hypothesis Development: Based on the previous studies,
the researcher outlined several hypotheses for this study.
The developments of the related hypotheses are as
follows:
Reputation and Image: The result in the previous study
found
that a majority of the respondents chose
reputation as their reason for choosing the Takaful
Company [52]. The audit checklist to evaluate the
factors that customers take into account when they
are making an insurance purchase decision and
found that company’s reputation is one of the important
factors in fire insurance and homeowners’ insurance
purchase decisions [70]. It is highlighted that
reputation as well as image have a significant role
in influencing the purchasing behavior [73].
Meanwhile, in the context of Islamic banking, the
findings seem to be consisent that Islamic reputation
and image are the most important factors in dealing with
the Islamic bank [47,49, 74]. This was strongly supported

Marketing and Advertising: The findings was found that
there was a positive and significant relationship between
participation in family Takaful and promotion [71]. This
result has been proved by related studies in the banking
area that mass media marketing is one of the important
factors for Muslims in selection of banks [55]. These
results are consistent with those others of other studies
and suggest that marketing and advertising represented
a new approach in the banking industry to build close and
long-term relationships with its customers. Through the
marketing and advertising it help to provide an
understanding of the customers and their satisfaction
considering the increasing competition [76]. However,
these results differ with those others studies that mass
media advertising was not the most important criterion for
the selection of Islamic banking [77, 78].
Hypothesis 3: Marketing and advertising has positive and
significant influence on customers’ purchasing decision
for family Takaful.
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Education as Moderator: People with higher education
levels are believed to engage in greater information
gathering and usage before decision making [79]. Many
empirical studies have revealed that education are known
to have direct association with family Takaful as well as in
Islamic banking [63, 69, 71, 80 and 81]. In the other context
of studies, education has been examined as a moderating
variable [72, 82, 83]. These results are consistent with
those other study that found the education moderate the
effects of performance expectance, effort expectance,
social influence, perceived credibility, perceived financial
cost, perceived self-efficacy on banking needs [84]. Thus,
this study intend to assess education as a moderator the
relationship between exogenous constructs and
purchasing decision in family Takaful. Therefore, the
following hypothesis is proposed.
Hypothesis 4a: Education moderate the relationship
between reputation & imge and the purchasing decision
in family Takaful.
Hypothesis4b: Education moderate the relationship
between products & service and the purchasing decision
in family Takaful.

Measurement of Constructs
Endogenous Construct
Purchasing Decision: The endogenous construct in this
study is purchasing decision (PD) of family Takaful. It is
measured by the following four items: (1) to use the
service again; (2) to recommend the service to others; (3)
to make the same choice if had to do it again and (4) to
remain loyal to service providers. The items for
purchasing decision was measured using a 7-point Likert
scale ranging from 1 (strongly disagree) to 7 ( Strogly
agree).
Exogenous Construct
Reputation and Image: The items of reputation and image
(RI) in this study was measured by the following four
items: (1) the financial performance of Takaful companies;
(2) the management of Takaful companies; (3) Takaful
compliance to the ethics of buying ans selling and (4) the
integrity of Takaful companies. The variable for reputation
and image was measured using a 7-point Likert scale
ranging from 1 (strongly disagree) to 7 ( Strogly agree).

Hypothesis 4c: Education moderate the relationship
between marketing & advertising and the purchasing
decision in family Takaful.
METHODOLOGY
Research Design: This study is considered confirmatory
since the theoretical framework is developed using solid
literature. The data was collected using self-administered
questionnaires which were given to the randomly selected
selected respondents.
Sampling Method: This study employed the probability
sampling method to select respondents. The sampling
frame consist of all family Takaful subcribers from five
Takaful companies in Malaysia. Approximately 500 selfadministered questionnaire were distributed to the
randomly selected subscribers. After few weeks, a total of
332 questionnaires were returned. And from 332
questionnaires, only 316 were usable.
Research Intrument: A self-admnistered questionnaire
was used as the instrument in this study. It was divided
into five (6) sections: 1) Section A: Purchasing Decision

of family Takaful; 2) Section B: Reputation and Image; 3)
Section C: Products and Services; 4) Section D:
Reputation and Image and Section 5) Section E: Marketing
and Advertising and 6) Section F: Demographic Profile.
The questionnaire on reputation and image; products and
services; marketing and advertising and demographic
profile was adapted from previous study [63]. Meanwhile,
the questionnaire for purchasing decision of family
Takaful was also adapted from the past study [85].

Products and Services: The items of products and
services (PS) in this study was measured using the
following five (5) items which are based on: (1) interesting
rate of profit; (2) reasonable financing rate; (3) value
added Takaful facilities; (4) reasonable service charges
and (5) security guarantee. The variable for products and
services was measured using a 7-point Likert scale
ranging from 1 (strongly disagree) to 7 ( Strogly agree).
Marketing and Advertising: The items of marketing and
advertising (MA) in this study was measured using the
following six (6) items which are based on: (1) the ads
contained a good value; (2) prizes offered; (3) publicity in
media; (4) leaflets; (5) customer service relations (CSR)
program by Takaful companies and (6) the convincing
agents. The variable for marketing and advertising was
measured using a 7-point Likert scale ranging from 1
(strongly disagree) to 7 ( Stron gly agree).

1854

World Appl. Sci. J., 35 (9): 1849-1863, 2017

Moderator Variable
Education: The level of respondents’ education is used as
a moderator variable in the relationship between the
determinants factors (exogenous) and the purchasing
decision of family Takaful. The ordinal scale was used to
measure the respondent’s education.

Table 1:

Analysis
Respondents’ Demographics: A list of the respondents’
demographic characteristics is provided in Table 1. The
respondents were almost equally apportioned between
males (52.8 per cent) and females (47.2 per cent). Majority
of the respondents were between 31 to 40 years old (40.8
per cent) and majority of the respondents were married
(74.7 per cent). Approximately 37.3 per cent of the
respondents were from junior college as their level of
education. Concerning the respondents income, majority
of them earned between RM 3, 001 to RM 5, 000 (76.3 per
cent). Majority of them have their dependents between 3
to 4 person in their family.
From the result, it indicated that there is a significant
association between probability of detection and GST
rate, (x2 =2.888, p<0.10). Based on phi coefficient value in
table 1, -0.262 showed that there is a small effect
association between probability of detection and GST
rate. According to [4] criteria, it showed that 0.10 is small
effect, 0.30 for medium effect and 0.50 is considered large
effect.
Followed by the percentage of each classed for
probability of detection and GST rate, the crosstabulation
result is shown in Table 1. Based on that table, 29.4% of
registration with no risk detected involved in mixed
supply which is combination either standard rate, zero
rate, exempt supply, relief or out of scope supply.
However, about 70.6% of registrants with no risk detected
supply with standard rate which is 6 per cent. For
registrants with risk detected, there were 56% involved in
mixed supply while 44% of them were supplying to their
customers with the charged standard rate of 6 per cent.
Furthermore, according to these results, 45.2% of the
registrants were involved in mixed supply and 54.8% of
the registrants only supply for standard rate.

Gender

The Confirmatory Factor Analysis (CFA): The
Confirmatory Factor Analysis (CFA) is required to
validate the measurement model of all latent constructs for
uni-dimensionality, validity and reliability [86, 87, 88, 89].
Figure 1 illustrates the pooled measurement model of
latent constructs in AMOS Graphic. The output of CFA
shows the factor loading for every item, the factor loading
for every component and the correlation between the
constructs.

Demographic Variables

Percent (%)

Age (year)
Below 30 years

27.8

31-40 years

40.8

41-50 years

28.5

51 and above

2.8

Female

47.2

Male

52.8

Marital Status

25.3

Single

74.7

Married
Education
High School

16.1

Junior College

37.3

College Diploma

15.2

Bachelor Degree

23.7

Master Degree

4.7

PhD and Professional

2.8

Income
RM 3000 and below

16.1

RM 3001-RM 5000

76.3

RM 5001 and above

7.6

Dependents
0 person

25.3

1-2 person

32.0

3-4 person

42.7

Fig. 1: The pooled measurement model for confirmatory
factor analysis (CFA)
Assessing the Validity and Reliability of a Measurement:
The Pooled-CFA is employed to assess the measurement
model for all constructs together at once is implemented
[86, 88. 89, 90, 91]. The measurement model pooled CFA is
shown in figure 1.
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Moreover, several fitness indexes must be
achieved to the required level to achieve construct
validity. As shown in Figure 1, certain fitness
indexes do not achieve the required level. Besides, it was
found that there are few useless items due to the lower
factor loading. These have caused the measurement
model for the constructs to have poor fit. Therefore, the
researchers have to drop the useless items (RI4, PS2,
MA1, MA2 and MA3) and run the measurement
model again. The result is shown in Figure 2 and the
fitness indexes for the model are assessed in the following
Table 2.
Unidimensionality: Uni-dimensionality is assessed
through the goodness of fit indexes, the standardized
residuals and the modification indices generated by
AMOS software. In addition, the uni-dimensionality
can be attained if the measuring items obtain adequate
factor loadings for the particular latent construct
[86, 88, 92].
Validity: Validity is referring to the capability of the
instrument to measure what it supposed to be measured
for a construct [92, 93]. Three types of validity are
required for a measurement model, for instance,
Convergent Validity, Construct Validity and Discriminant
Validity [86, 92, 93].
Convergent Validity: Convergent Validity is achieved
when the value of Average Variance Extracted is greater
or equal to 0.5 [89, 92, 93].

Fig. 2: The new measurement model after the items were
deleted
Table 2: The Fitness Indexes for new Measurement Model
Name of
Index

Value

Comments

1.Absolute fit

RMSEA

0.078

The required level is achieved

2.Incremental fit

CFI

0.909

The required level is achieved

3.Parsimonious fit

Chisq/df

2.926

The required level is achieved

Table 3: The CFA Report for every construct in the model
Construct
RI

PS

Construct Validity: Several fitness indexes must be
achieved to the required level to achieve construct
validity. It is highlighted that the construct validity for
measurement model is achieved when all Fitness Indexes
achieved the required level [86, 89] level as shown in
Table 2.
Discriminant Validity: Table 3 presented the
Discriminant Validity Index Summary for all latent
constructs in the study. The discriminant validity of the
construct is achieved if the diagonal values (in bold) is
higher than the values in its row and column. Another
condition for discriminant validity is the correlation
between exogenous constructs must not exceed 0.85.
As it clearly shown from Table 3, the discriminant
validity among the constructs in the model is achieved
[86, 87, 88, 89].

Index

Name of Category

MA

PD

Item

Factor

CR

AVE

Loading

(Minimum 0.6)

(Minimum 0.5)

0.891

0.736

0.904

0.707

0.903

0.757

0.955

0.844

RI1

0.93

RI2

0.96

RI3

0.65

PS1

0.60

PS3

0.91

PS4

0.88

PS5

0.93

MA4

0.77

MA5

0.87

MA6

0.96

PD1

0.91

PD2

0.96

PD3

0.88

PD4

0.61

Reliability: When assessing the reliability of the
constructs, there are three assessments need to be
evaluated namely Composite Reliability (CR) and Average
Variance Extracted (AVE) [86, 88 and 94]. The CR
measures the reliability and internal consistency for a
latent construct. The value should be than 0.60 is
required. Menwhile, the AVE indicates the average
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percentage of variation as explained by the items
measuring the construct and should exceeding 0.50 to
achieve the convergent validity. As a summary, all
constructs in this study have fulfilled the Composite
Reliability and Convergent Validity criteria. The results
can be seen in Table 3 above.
Normality Distribution: The data is considered normally
distributed if the absolute value of its skewness fall within
-1.5 to 1.5 range [86, 88, 91, 94]. As shown in Table 4, the
data is considered to be normally distributed and fit to
analyze using parametric statistical analysis.
Table 4: The Assessment of normality for all items
Variable

skew

c.r.

kurtosis

c.r.

PD4

.566

4.111

-.203

-.736

MA4

.618

4.481

.180

.652

MA5

.565

4.097

.202

.734

MA6

.306

2.218

-.813

-2.952

PS1

.115

.834

-.156

-.567

PS3

.484

3.509

-.421

-1.526

PS4

.538

3.904

-.026

-.096

PS5

.509

3.696

-.390

-1.416

RI3

.700

5.078

.156

.567

RI2

.370

2.684

-.153

-.554

RI1

.402

2.915

-.227

-.823

PD3

.789

5.729

.295

1.069

PD2

.575

4.174

-.250

-.905

PD1

.514

3.727

-.407

-1.477

40.459

16.990

Multivariate

Fig. 3: The Standardized Path Coefficients between
constructs in the model

Structural Equation Modeling (SEM): Structural Equation
Modeling (SEM) is one of the more powerful statistical
methods for multivariate analysis [87, 95 and 96]. One can
use SEM to analyze a complex relationship among several
constructs in the model [87, 89, 93 and 96]. After the entire
requirement for measurement model is achieved, the study
could move into modelling the structural model to
estimate the interrelationships among the constructs
using Structural Equation Modelling (SEM) and test the
stated hypotheses in the study.
Analysing the Structural Model: The structural equation
modelling procedure estimates the standardized path
coefficients as well as the regression path coefficient
between constructs of the model. The AMOS Graphic
output shows the results in Figure 3 and Figure 4
respectively. The value of coefficient of determination R2
is 0.37. The figure indicates the contribution of exogenous
constructs RI, PS ans MA in estimating the endogenous
construct PD is 37%.

Fig. 4: The regression path
constructs in the model

coefficients

between

Table 5 shows the regression path coefficients for all
three exogenous constructs toward the endogenous
construct that extracted from Figure 3.
Table 5: The regression path coefficient and its significance
Estimate

S.E.

C.R.

P

Result

PD

<---

RI

.186

.059

3.149

.002

Significant

PD

<---

PS

.317

.067

4.706

.001

Significant

PD

<---

MA

.175

.047

3.736

.001

Significant
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Testing Moderator Effect in the Model: This study would
employ the proposed method to test the moderator effect
in the model [86, 91]. The moderator variable in this study
is education. The model showed education as a moderator
effect on PD from three constructs, RI, PS and MA
respectively. The testing process need to be conducted
to confirm these effects. The results are presented in the
tables below.

The analysis continues to test the study’s
hypothesis. The results are presented in Table 6.
Table 6: The Hypothesis Testing for every path and its conclusion
Hypothesis Statement

P-Value

Result

1

RI has a significant effect on PD

.002

Supported

2

PS has significant effect on PD

.001

Supported

3

MA has significant effect on PD

.001

Supported

Table 7a: The moderator test for low education group data
Model 1

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

310.440

214,454

95.986

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4a: Respondent’s education moderates the relationship between RI and PD
Table 7b: The moderator test for high education group data
Model 1

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

216.694

171.276

45.424

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4a: Respondent’s education moderates the relationship between RI and PD
Table 8a: The moderator test for low education group data
Model 2

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

264.512

214.454

50.058

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4b: Respondent’s education moderates the relationship between PS and PD
Table 8b: The moderator test for high education group data
Model 2

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

204.392

171.270

33.122

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4b: Respondent’s education moderates the relationship between PS and PD
Table 9a: The moderator test for low education group data
Model 3

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

269.774

214.454

55.320

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4c: Respondent’s education moderates the relationship between MA and PD
Table 9b: The moderator test for high education group data
Model 2

Constrained Model

Unconstrained Model

Chi-Square Difference

Result on Moderation

Result on Hypothesis

Chi-Square

273.027

171.270

101.757

Significant

Supported

DF

72

71

1

The hypothesis statement:
H4c: Respondent’s education moderates the relationship between MA and PD
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CONCLUSION

7.

The purchasing decision in family Takaful model
was developed by which the a set of factors were well
explored and defined. The development model was
empirically tested through quetionnaire survey among
family Takaful participants of five major Takaful
companies in Malaysia. The analysis identified the factors
in the developed model consists of reputation and image,
products and services and marketing and advertising.
Meanwhile, the outcome in this study is known as
purchasing decision in family Takaful and it is measuring
using four items.
Utilising the result of CFA and SEM, it was found
that these three factors which are reputation and image,
products and services, marketing and advertising have a
significant positive influence on the purchasing decision
in family Takaful. This information is very useful to
Takaful institutions and policy makers that enable them to
formulate appropriate strategies to increase the market
penetration for family Takaful in the long-run for
Malaysia.
The dicussion of moderating effect in this study,
show that education moderates the relationship between
a set of factors (reputation and image, products and
services, marketing and advertising) and purchasing
decision in family Takaful. This suggested that through
education the respondents are more enough to
understand the importance of having protection for
themselves by purchase family Takaful or conventional
life insurance.
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