
 

 

 

 

 

|          e-ISSN: 2805-4741         |          http://iiecons.usim.edu.my 

 

 
 

FACTORS INFLUENCING CONSUMERS ACCEPTANCE TOWARD 

TAKAFUL TECHNOLOGY (TAKATECH) 
 

Syahzlyen Mustakim1,a, Haneffa Muchlis Gazali2,b* 

 
1,2 Labuan Faculty of International Finance, Universiti Malaysia Sabah, Malaysia 

 
abg19110017@student.ums.edu.my 

bhaneffa@ums.edu.my 

 

*Corresponding Author: haneffa@.ums.edu.my 

 

 

Abstract: TakaTech is a digital financial platform that offers innovative solutions for various 

business models and addresses customer needs. This paper aims to investigate the factors that 

influence consumers' acceptance of TakaTech by using the Theory of Planned Behaviour 

(TPB). Specifically, this study examines the effects of Attitude (ATT), Subjective Norm (SN), 

and Perceived Behavioural Control (PBC) on predicting the factors that influence consumer 

acceptance towards TakaTech. An online questionnaire was administered to Malaysian 

consumers (N=211) using convenience and snowball sampling. SPSS (Statistical Package for 

the Social Sciences) version 28 analysed the collected data for model fit and hypotheses. The 

regression analysis results indicate that a positive attitude towards TakaTech significantly 

increases consumers' acceptance of the platform, while subjective norms and perceived 

behavioural control do not have a significant impact. This study has practical implications for 

stakeholders such as consumers, researchers, and policymakers. Through this research, 

readers may better understand TakaTech and feel more confident in utilising its services. 

Moreover, the findings can guide policymakers in developing better takaful policies for 

consumers. This study is a preliminary attempt to investigate the behaviour of Malaysians 

towards TakaTech using the aforementioned variables. We examine the behavioural intention 

of both current users and non-users of TakaTech, which has not been previously explored in 

this context. 
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1. Introduction 

Takaful originates from the Arabic term kafalah, meaning mutual guarantee. It is a system, as 

defined by the Takaful Act (1984), built on unity, brotherhood, and mutual support among 

participants who willingly contribute. The Islamic Services Act of 2013 defines Takaful as a 

mutual assistance arrangement, wherein participants agree to contribute to a shared fund that 

provides financial benefits to participants or their beneficiaries when specific events occur. 

According to Muhamat and McIver (2019), takaful differs from conventional insurance by 

avoiding prohibited elements like interest-based transactions (riba), excessive uncertainty 

(gharar), and gambling (maysir). Kazaure (2017) explains that takaful is a form of mutual aid 

for unexpected circumstances such as illness, death, fire, or disability. Furthermore, the Islamic 

Financial Services Board (IFSB) and the International Association of Insurance. 
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Supervisors (IAIS) recognise Takaful as the Islamic counterpart to conventional insurance, 

covering life, family, and general insurance. The global takaful industry is embracing 

technological advancements, substituting manual labour with technology-based solutions and 

utilising technology to understand better and better serve their customers. 

The integration of information technology has revolutionised the takaful industry. 

Information technology is crucial for expanding the insurance industry and its survival in the 

Western world. Insurance companies that have adapted their strategies to embrace technology 

have thrived (Ali, 2021, p. 444). Information technology not only connects the insurance industry 

but also facilitates business development. Salmony (2014) emphasises that innovative financial 

technology enables the development of various business models and meets customer demands. 

Insurance companies and their clients continuously adopt new technologies such as electronic 

payments, mobile applications, and "insurtech" (the combination of insurance and technology) 

(Hemed et al., 2021). Moreover, Fintech services have emerged as a focal point for applying 

cutting-edge technology to explore novel concepts with significant market potential (Kim et al., 

2015). Fintech, short for "finance and technology," utilises advanced technology like mobile, 

social media, and the Internet of Things (IoT) to enhance the efficiency and effectiveness of 

financial services without relying on traditional financial institutions (Chuang et al., 2016; Kim 

et al., 2016). Fintech has gained global attention as a ground-breaking innovation that empowers 

businesses to compete effectively in the twenty-first century (Wonglimpiyarat, 2017). In 

essence, Fintech encompasses advancements that aim to improve businesses' processes, 

distribution, and utilisation of financial services (Mention, 2019). 

Fintech plays a vital role as a catalyst in optimising, modifying, accelerating, and refining 

various aspects of existing financial services, including payment methods, fund transfers, loans, 

fund collection, and asset management (Nangin et al., 2020). In the Western world, Fintech has 

made significant progress as financial institutions strive to enhance consumer experiences by 

bridging the gap between technology and services (Truong, 2016). According to Wijayanti and 

Riza (2017), Fintech has emerged as a transactional alternative for the community, offering more 

accessible access to financial products, simplified transactions, and improved financial literacy. 

The growing number of individuals connected to mobile services further contributes to the rapid 

expansion of Fintech. The Global System for Mobile Communications Association (GSMA) 

predicts that 2025 mobile internet users will surpass five billion, indicating substantial growth 

in the Fintech market (Beyene et al., 2019). Technology serves as the primary channel in the 

financial industry, offering an opportunity to provide consumers with enhanced experiences and 

greater convenience (Devadevan, 2013). However, before embracing Fintech services, the 

financial sector must assess consumer acceptance towards technology in financial services. 

Technology has become integral to human existence, playing an undeniable and 

irreversible role in replacing human intelligence. Those who fully harness technology emerge as 

the driving force in a competitive environment. The rapid emergence of new technology 

constantly challenges and replaces existing technology, rendering it obsolete (Ali, 2021, p. 457). 

Fintech, encompassing electronic payments and online banking, has contributed to the 

technological advancement of Malaysia. To seize market opportunities, financial institutions 

must understand and cater to customer preferences for new technological products (Choo & Teh, 

2019). 

"TakaTech" refers to using technological innovations and digital advancements to 

transform and disrupt the traditional Takaful industry. The term combines "Takaful" and 

"technology" to describe the application of technological solutions that enhance various aspects 

of the Islamic insurance sector. Limited research has been conducted on Takatech in Malaysia, 

specifically regarding the utilisation of technology in the takaful industry. In contrast, other 

countries such as Mexico and Taiwan have delved into technology adoption within the insurance 
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sector. For instance, a study conducted in Taiwan examined how the implementation of Taiwan's 

1995 National Health Insurance (NHI) affected technology adoption, ownership, and utilization 

in hospitals (Chou et al., 2004). Similarly, a study carried out in Mexico explored the adoption 

of technology in insurance by evaluating schemes and subsidies for Maise farmers (Freudenreich 

& Mußhoff, 2018).  

While the adoption of modern technology is progressing rapidly, the aspect of TakaTech 

services is still relatively new in the market, particularly in Malaysia. Addressing the lack of 

awareness among the Malaysian public is crucial to increasing exposure and education about 

TakaTech. By doing so, the Islamic insurance sector can fully leverage the potential of 

technological advancements to enhance its offerings and meet customers’ evolving needs. 

Therefore, this study aims to investigate the factors influencing consumer acceptance of Takaful 

Technology among Malaysian consumers, as predicted by the Theory of Planned Behaviour 

(TPB) incorporating attitude, subjective norm, and perceived behavioural control. The findings 

of this study will benefit various stakeholders, including consumers, researchers, and 

policymakers. It will guide formulating of effective policies to encourage consumer adoption of 

TakaTech, providing clear and measurable guidelines for future customer protection. 

Policymakers and regulators can also utilise this study to establish streamlined regulatory and 

fiscal procedures, facilitating the expansion of the takaful industry in Malaysia and 

internationally. 

The content of this study is influenced by the relative novelty of Takaful Technology 

services at the time. The structure of this paper is as follows: the next chapter will provide a 

comprehensive literature review and formulation of research hypotheses, followed by a detailed 

description of the research methodology. The fourth section will discuss the results and 

discussion, while the conclusion will conclude the study by discussing its implications and 

suggesting avenues for future research. 

 

2. Literature Review 

The Theory of Planned Behaviour (TPB) was developed by Ajzen (1991), which aims to explain 

the various factors that influence an individual's behavioural intention. It is an extension of the 

TRA proposed by Fishbein and Ajzen (1975), and Ajzen and Fishbein (1980). The theory asserts 

that a person's attitudes (A), subjective norms (SN), and perceived behavioural control (PBC) 

play a significant role in shaping their intentions and tendencies. The PBC factor was added to 

TPB to define an individual's perception of the ease or difficulty of acting. According to Ajzen 

(1991), PBC refers to the extent to which an individual expects to act freely in a matter of interest. 

TPB suggests that behavioural beliefs, normative beliefs and control beliefs determine 

intentions. Sommer (2011) explains that behavioural beliefs describe an individual's beliefs 

regarding the consequences of their behaviour, normative expectations of others, and factors that 

can influence or hinder the performance of the behaviour. Furthermore, Bhatti and Md Husin 

(2020) state that controls beliefs refer to a person's access to resources and opportunities required 

to carry out actions or internal and external factors that can facilitate or hinder the performance 

of the behaviour. 

The theory of Planned Behaviour is a remarkable framework that has revolutionised our 

understanding of consumer behaviour. It offers a comprehensive perspective that enables 

researchers to gain profound insights into the complex factors driving consumer decision-

making. What sets this theory apart is its remarkable predictive power based on an individual's 

attitudes, subjective norms, and perceived behavioural control. This makes it an unrivalled tool 

for consumer researchers seeking to anticipate consumer actions and tailor strategies 
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accordingly. The theory's comprehensive perspective ensures that no crucial aspect of consumer 

behaviour is overlooked. Examining the interplay between personal beliefs, social influences, 

and perceived control offers a holistic understanding of consumer decision-making processes. 

As a result, marketers can create more effective campaigns that lead to improved outcomes. 

 

2.1 Behavioural Intention 

According to Ajzen and Fishbein (1980), a person's behavioural intentions determine their 

actual behaviour. The intention is a significant aspect that highlights a person's contribution and 

approach towards a specific action. Positive reviews of Fintech services can lead customers to 

perceive them favourably and increase their inclination towards using them, as stated by Chuang 

et al. (2016). Islamic Fintech adoption has been linked to behavioural intention in various studies, 

including Thaker et al. (2019), Thaker et al. (2021), and Raza et al. (2019). This study aims to 

investigate the factors that influence Malaysian consumers' acceptance of takaful technology, 

with attitude (ATT), subjective norm (SN), and Perceived Behavioural Control (PBC) serving 

as independent variables and behavioural intention as the dependent variable. 

 
2.2 Attitude 

Fishbein and Ajzen (1975) define an attitude as a person's positive or negative perception 

of behaviour. This psychological tendency to evaluate objects can predict human behaviour, 

according to Ajzen and Fishbein (1980). Yap et al. (2018) describe attitude as how individuals 

handle goods through their actions and choices. Studies conducted by Nasira et al. (2021), Ariffin 

et al. (2017), and Ghani and Lambak (2018) reveal a significant correlation between Takaful and 

life insurance purchase intent and attitude. Farhat et al. (2019) and Aziz et al. (2019) support this 

notion by stating that attitude significantly influences the intention to purchase family takaful. 

High positive attitudes drive greater participation in Family Takaful, making attitude a crucial 

factor in determining consumer intention (Ghani & Lambak, 2018). 

Another study by Razak et al. (2018) found that attitude significantly and directly impacted 

the propensity to participate in micro-takaful. This suggests that highly motivated micro-

entrepreneurs are drawn to these schemes. This study's findings align with previous research by 

Ajzen and Fishbein (1980), Ibrahim et al. (2017), and Husin and Rahman (2016). However, Poan 

et al. (2021) found that attitudes and trust were not positively correlated. This means that 

potential customers will not purchase insurance if they do not believe it will benefit them and 

have no faith in the insurance provider. Therefore, attitude is deemed relevant for this study. The 

hypothesis to be tested is as follows: 

 

H1: There is a significant positive relationship between attitude and consumer acceptance 

toward adopting takaful technology. 

. 

2.3 Subjective Norm 

The Subjective Norm (SN) concept relates to an individual's perception of social pressure 

to engage in or abstain from a particular behaviour (Fishbein and Ajzen, 1975). Numerous prior 

studies have investigated the impact of SN on behavioural intention. Darmansyah et al. (2020), 

Nasira et al. (2021), Raza et al. (2020), and Usman et al. (2022) have reported that SN has a 

positive effect on behavioural intention. Further research by Bhatti and Md Husin (2020), Farhat 

et al. (2019), and Md Husin et al. (2016) has established a link between subjective norms and 
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the intention to purchase a family takaful scheme. Additionally, studies by Faizal et al. (2020) 

and Khairi et al. (2020) have highlighted the significant positive relationship between SN and 

the intention towards a takaful scheme for mental health disorders, indicating that SN is a crucial 

factor in the intention of Malaysian consumers towards a takaful scheme for mental health 

disorders. 

As per recent research, the subjective norm plays a crucial role in determining a customer's 

trust and intention to purchase Islamic insurance, also known as takaful. Poan et al. (2021) 

discovered that customers who perceive a favourable subjective norm are more likely to invest 

in Islamic insurance. Furthermore, Toukabri and Ettis (2021) found that a customer's attitude 

towards subjective norms influences their intent to use e-insurance. Customers who are aware of 

the social significance of using e-insurance among their significant others are more likely to 

utilise it. However, it is essential to note that subjective norms can be positive or negative, 

depending on social pressure, and may or may not align with customer preferences (Raza et al., 

2020). To support this argument, the following hypothesis was proposed: 

 

H2: There is a significant positive relationship between subjective norms and consumer 

acceptance toward the adoption of takaful technology. 

 

2.4 Perceived Behavioural Control 

Ajzen (1991) defines perceived behavioural control (PBC) as an individual's perception of 

ease or difficulty in performing a behaviour. Tucker et al. (2020) further elaborate that PBC 

encompasses the perception of having the necessary resources, abilities, and opportunities to 

conduct an activity. The impact of PBC on the intention to purchase takaful is significant, as 

discussed in studies by Nasira et al. (2021), Raza et al. (2020), Adamu et al. (2017), Kazaure 

(2019), and Kazaure and Abdullah (2019), which all indicate a positive relationship between 

PBC and takaful acceptance intention in Nigeria. Confidence in one's ability to perform actions 

stems from having the required resources and opportunities, as noted by Nasir et al. (2017) and 

supported by Raza et al. (2020), who found that belief in one's competence and available 

resources increases the likelihood of participating in Islamic insurance. 

According to Toukabri and Ettis (2021), e-insurance is more likely to be adopted by 

customers who perceive themselves as skilled in using it. PBC positively impacts their intention 

to utilise the service. Razak et al. (2018) found that PBC was the most influential factor in 

determining willingness to participate in micro-takaful schemes. However, Bhatti and Md Husin 

(2020) discovered a weak correlation between PBC and purchase intent. Nasir et al. (2017) 

suggest that a favourable impression (attitude) and subjective norm alone are not enough to 

encourage participation in life insurance, as the lack of PBC (resources) can hinder individuals' 

willingness to participate. For this purpose, the following hypothesis was proposed: 

 

H3: There is a significant positive relationship between perceived behaviour control and 

consumer acceptance toward the adoption of takaful technology. 
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Figure 1. Theoretical Framework 

3. Methodology 

To fulfill the study's objectives, a quantitative research design was employed. The researcher 

utilized convenient and snowball sampling methods to acquire diverse perspectives and 

experiences from Malaysian consumers regarding their acceptance of Takaful Technology. 

Despite encountering challenges associated with limited awareness and adoption of TakaTech 

services, the study strived to gather valuable insights into consumer acceptance. This sampling 

strategy helps to gather valuable data to analyse the factors influencing acceptance and to provide 

insights for future policy and research considerations. Data collection was carried out through 

an online survey. The questionnaire gathered information on participants' attitudes, perceptions, 

and experiences relevant to the investigated variables. It included Likert scale items, ranging 

from "1" for strongly disagree to "5" for strongly agree, providing participants with a means to 

express their opinions and attitudes precisely. 

The data collection period spanned five weeks, from October 23 to November 30. During 

this period, efforts were made to maximise participant response rates. The survey was shared 

through various channels, including social media platforms such as Whatsapp, Telegram, and 

others, targeting individuals who met the selection criteria to reach the targeted respondents. 

Once the data had been collected, it underwent analysis using the Statistical Package for the 

Social Sciences (SPSS). This software was equipped with all the necessary tools for data 

analysis, including descriptive statistics, correlation analysis, and regression analysis. The 

relationships between variables were examined through these analyses, and the formulated 

hypotheses were tested. 

 

4. Result and Discussion 

The information provided in Table 1 summarises the demographics of the respondents. Out of 

the 212 participants, 54.2% were female, while males constituted 45.8%. The majority of the 

respondents belonged to the indigenous Sabah group, accounting for 38.2%, while the Indian 

group was the smallest with only 4.2%. The age range of 20 to 30 years had the highest 

representation, with 63.2% of the participants falling within this category, indicating that 

millennials dominated the sample. The survey also showed that 40.1% of the respondents were 

students, which explains why most had a monthly income below RM2000 at 50.5%. The 

majority of the participants had a bachelor's degree, with 55.2% falling in this category Although 

the survey revolved around TakaTech Services, majority of the respondents were not aware of 

it, as 62.7% reported being unfamiliar with it, while only 37.3% acknowledged having 

knowledge of the services. This could be attributed to the fact that TakaTech is still a new 

concept, and the community has not fully embraced it. 

Attitude 

Subjective Norm 

Perceived Behavioural 

Control 

Consumer Acceptance 

Towards Takaful 

Technology 



 

 

744 

 

Table 1. Demographic Profile of Respondents 

 Frequency Percentage 

Demographic Profile N=212 % 

Gender   

Male 97 46 

Female 114 54 

Ethnicity   

Malay 80 37.9 

Chinese 10 4.7 

Indian 9 4.3 

Indigenous Sabah 80 37.9 

Indigenous Sarawak 32 15.2 

Age   

20-30 133 63 

31-40 26 12.3 

41-50 37 17.5 

51-60 9 4.3 

61 and above 6 2.8 

Education level   

SPM 12 5.7 

STPM/Diploma 50 23.7 

Bachelor 116 55 

Master 25 11.8 

Phd 8 3.8 

Occupation   

Self-employed 33 15.6 

Civil servant 41 19.4 

Private employee 44 20.9 

Student 84 39.8 

Others 9 4.3 

Monthly income   

Below RM2000 106 50.2 

RM2001-RM3000 36 17.1 

RM3001-RM4000 25 11.8 

RM4001-RM5000 17 8.1 

Above RM5001 27 12.8 

Knowledge about   

TakaTech   

Yes 79 37.4 

No 132 62.6 
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Participation in any Islamic 

insurance 

Yes 

No 

 

 

82 

129 

 

 

61.6 

38.9 

 

4.1 Factor Analysis 

The process of factor analysis can be extremely useful when it comes to handling and 

streamlining a large amount of data (Shrestha, 2021). Based on the KMO value of 0.948%, it can 

be inferred that the sample data is appropriate for factor analysis. According to Tabachnick and 

Fidell (2013), for a factor analysis to be successful, the KMO index should be at least 0.6. 

The analysis revealed that there is a total variance of 78.783%. Furthermore, all the data 

loaded effectively onto factors with loadings exceeding 0.6, with a range from 0.73 to 0.83. Table 

2 reveals the results, indicating that only two variables, ATT (Attitude) and SN (Subjective Norm), 

exhibited significant loadings exclusively on their respective factors, without any cross-loading 

on other factors. It is important to note that only four items from the PBC variable were included 

in the analysis. This was due to the cross-loading of PBC1 into components 1 and 3, which led to 

its exclusion from the analysis. In this study, the reliability of the scales was assessed using 

Cronbach's alpha. The results indicate that all measurements for the intention construct 

demonstrated excellent reliability, with coefficients ranging from 0.944 to 0.951. According to 

the rule of thumb established by Hinton et al. (2004), alpha coefficients below 0.6 are considered 

poor, 0.6 to 0.7 are moderate, 0.7 to 0.8 are good, 0.8 to 0.9 are excellent, and coefficients above 

0.9 are considered outstanding. 

 

Table 2. Rotated Component Matrix 

  Component  

 Factor 1 Factor 2 Factor 3 

ATT2 .834   

ATT1 .829   

ATT4 .815   

ATT3 .796   

ATT5 .748   

SN3  .811  

SN4  .793  

SN2  .787  

SN1  .787  

SN5  .758  

PBC3   .786 

PBC4   .760 

PBC2   .749 

PBC5   .732 

Eigenvalue 9.778 1.252 .724 

Variance explained 69.84 8.943 5.173 

α .944 .951 .944 

Kaiser-Meyer Olkin Measure of 

Sampling 

948   

Bartlett's Test of Sphericity Approx. Chi-Square 3343.429 

        (df 91 p-value = .000) 



 

 

4.2 Correlation Analysis 

According to Senthilnathan's (2019) study, the correlation coefficient measures the 

strength of the relationship between two variables. Table 3 presents the correlations among the 

main variables employed in this study. The results reveal positive and significant correlations 

between the independent and dependent variables, with all values falling from -1 to +1. Thus, 

it can be inferred that greater ATT, SN, and PBC levels are associated with a higher likelihood 

of consumers accepting TakaTech Services. 

 

Table 3. Correlation 

 INT ATT SN PBC 

INT 1    

ATT **0.841 1   

SN **0.615 **0.629 1  

PBC **0.656 **0.644 **0.727 1 

Note:**Correlation is significant at the 0.01 level (2-tailed). 

 

4.3 Hypothesis Testing 

The results of the multiple regression analysis are presented in Table 4. This analysis 

examines the relationship between the dependent variable, Consumer Acceptance of TakaTech 

Services, and three independent variables: Attitude (ATT), Subjective Norm (SN), and 

Perceived Behavioural Control (PBC). The calculation of p-values aids statistical testing. A p-

value less than 5% (p < 0.05) indicates the rejection of the null hypothesis in favour of the 

alternative hypothesis. Conversely, if the p-value exceeds 5% (p > 0.05), the null hypothesis 

cannot be rejected (Rubinfeld, 2000). Based on the results presented in Table 4, a significant 

relationship is evident between ATT and consumer acceptance of TakaTech (p < .001, t = 

5.196). Consequently, H1 is supported, suggesting that respondents acknowledge the influence 

of attitude on their acceptance of TakaTech services. These findings are consistent with the 

research conducted by Razak et al. (2018), who identified a significant and direct impact of 

attitude on the propensity to participate in micro-takaful. Additionally, studies by Nasira et al. 

(2021), Ariffin et al. (2017), and Ghani and Lambak (2018) found a significant correlation 

between Takaful and life insurance purchase intent and attitude. 

However, the results reveal that Subjective Norm (SN) and Perceived Behavioural 

Control (PBC) do not significantly impact consumer acceptance of TakaTech Services. The p-

value for the subjective norm is above the threshold of 0.05 (p = 0.581), accompanied by a t-

value of -0.552. Similarly, the p-value for perceived behavioural control also exceeds 0.05 (p 

= 0.198), with a t-value of 1.290. Consequently, these findings do not support Hypotheses 2 

and 3, indicating that consumers do not perceive any relationship between subjective norms, 

perceived behavioural control, and their acceptance of TakaTech services. This finding is 

consistent with a previous study by Raza et al. (2020), which suggested that social pressure can 

influence subjective norms and may have varying effects on consumer behaviour. Furthermore, 

subjective norms are shaped by individual beliefs that guide consumers’ decision-making 
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process (Farhat et al., 2019). Individuals who feel compelled to conform to the expectations of 

specific groups or individuals may experience significant social pressure. 

Regarding perceived behavioural control, the findings of this study are supported by the 

research conducted by Bhatti and Md Husin (2020), who discovered a weak correlation 

between perceived behavioural control and purchase intent. This finding contradicts previous 

studies based on the Theory of Planned Behavior (TPB), but it is pertinent to the context of 

family takaful schemes. Limited financial resources or restricted access to them could influence 

potential customers' decisions not to participate (Bhatti & Md Husin, 2020). 

 

Table 4. Multiple Regression Analysis 

Variables Standardised 

Beta, B 

t-value p-value (sig) 

Attitude (ATT) 0.423 5.196 <.001 

Subjective Norm (SN) -0.034 -0.552 0.581 

Perceived Behavioural Control 

(PBC) 

0.084 1.290 0.198 

Note: Significant level *p<0.05 and **p<0.01; is not significant 

 

5. Conclusion 

The primary objective of this study was to examine the factors influencing consumer 

acceptance of Takaful Technology. The key findings demonstrated a positive relationship 

between attitude and consumer acceptance of TakaTech Services, thereby providing 

empirical support for the hypothesis. However, the analysis revealed that subjective norms 

and perceived behavioural control did not significantly impact consumer acceptance. It can 

be inferred that the Theory of Planned Behavior (TPB) may have limitations in fully 

elucidating consumer acceptance of TakaTech services. The results indicated that while 

attitude emerged as a significant factor influencing acceptance, subjective norms and 

perceived behavioral control did not exhibit a significant impact. This suggests that relying 

solely on TPB may not be sufficient to comprehensively explain consumer acceptance of 

TakaTech services. It is plausible that additional factors or variables, beyond those considered 

in the TPB framework, play a role in shaping consumers' acceptance of TakaTech services.  

The findings of this study significantly contribute to the existing body of knowledge on 

Takaful Technology and have practical implications for various stakeholders. Firstly, 

consumers stand to benefit from these findings by gaining a deeper understanding of 

TakaTech and feeling more confident in utilizing its services. The study's results emphasize 

the role of attitude as a crucial determinant in shaping consumer acceptance of TakaTech 

Services. By recognizing the influence of attitude, consumers can make informed decisions 

regarding their acceptance and adoption of TakaTech services, thereby enhancing their 

overall experience and satisfaction. Secondly, policymakers can leverage these findings to 

develop effective takaful policies and strategies. Understanding the factors that drive 

consumer acceptance can guide policymakers in creating an enabling environment for the 

growth and adoption of TakaTech services. By incorporating the insights gained from this 
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study, policymakers can design targeted interventions that address potential barriers and 

promote consumer acceptance and engagement with TakaTech. Moreover, researchers in the 

field of Takaful Technology can build upon this study's findings and methodology, further 

expanding the research landscape. The study's results provide a valuable reference point for 

future studies, allowing researchers to delve deeper into the determinants of consumer 

acceptance in the context of TakaTech. By building upon this foundation, researchers can 

explore additional variables, investigate specific demographic or cultural factors, and 

examine the dynamics between different components of the Theory of Planned Behaviour or 

other relevant theoretical frameworks. 

This study is subject to certain limitations, which offer valuable insights for future 

research endeavours in this domain. Firstly, the time constraint imposed on the researcher 

restricted data collection to a sample size of only 211 respondents within a five-week period. 

To yield more reliable and comprehensive results, future investigations should allocate a more 

extensive timeframe to recruit a larger sample size. This will enhance the generalizability and 

validity of the outcomes. Furthermore, the limited body of literature concerning TakaTech 

studies emerged as a notable constraint. Given the novelty of TakaTech services in Malaysia 

and their limited implementation, identifying literature addressing this topic proved 

challenging. Future researchers are encouraged to address this gap by exploring further and 

generating more literature that delves into the nuances and intricacies of TakaTech services. 

Future studies should endeavour to construct a more comprehensive literature review by 

incorporating emerging research on TakaTech. It is crucial to acknowledge that this study 

solely focused on the antecedent variables derived from the Theory of Planned Behaviour 

(TPB) and did not encompass other potential variables that could influence consumer 

acceptance of TakaTech services. Subsequent research should consider exploring additional 

factors, such as perceived risk, religiosity, and awareness, to develop a more holistic 

understanding of the determinants of consumer acceptance in the TakaTech context. 

Moreover, it is important to highlight a limitation stemming from the demographic 

composition of the study participants. Although the perspectives of both Takaful users and 

non-users were taken into account, the sample may not fully represent the target population, 

potentially resulting in less precise findings. Future researchers should strive to obtain a more 

representative sample that accurately reflects the population of interest, thereby enhancing 

the accuracy and reliability of the study outcomes. 
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