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Abstract

This paper aims to analyze customers’ perspectives on Takaful service quality and
to develop a service quality framework by synthesizing service elements from the
literature and customer interviews. This is a qualitative study using a
phenomenological strategy and collecting data through in-depth interviews. A total
of 12 Takaful customers were interviewed, 10 in the first phaseand 2 in the second
phase. Customers availing of Takaful services were selected through purposive
sampling. The collected data were analyzed using content analysis. Six new
dimensionsof service quality were identified: meetings, disclosureissues, rewards,
technology, flexibility of payment, and convenience. These new dimensions extend
the existing theoretical framework of service quality by integrating customer
experiences specific to the Takaful industry. These are combined with six
established dimension’s reliability, responsiveness, assurance, empathy, tangibility,
and Shariah compliance to form a comprehensive framework of twelve dimensions
of Takaful service quality. This study is limited to a small sample of Takaful
customers froma single city and uses a qualitative approach. Future research should
expand the geographic scope and apply quantitative methods to validate the findings.
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The six newly identified dimensions of Takaful service quality can help Takaful
management, agents, and policymakers improve service delivery, address customer
concerns, and promote Takaful more effectively. This research introduces six new
dimensions of Takaful service quality, extending the existing theoretical framework of
service quality into a post-empirical framework that combines established and newly
identified dimensions based on customers’ lived experiences.

Keywords: Takaful, Service Quality, Shariah Compliance.

1. Introduction

Takaful, which is a Shariah-compliant alternative to conventional insurance, is designed
to avoid prohibited elements such as gharar (uncertainty), riba (interest), and maisir
(gambling) (Kamil & Nor, 2014). Unlike conventional insurance, where risk is
transferred to the insurer, Takaful operates on mutual cooperation and shared
responsibility, where participants contribute to a common pool to support members in
need (Abdou, Ali & Lister, 2014; Matsawali et al., 2012). The Takaful model typically
combines Tabarru (donation) and Mudarabah (profit-sharing), whereby contributions
are partly used for assistance and partly invested in Shariah-compliant ventures, with
profits shared accordingly (Sultan, 2016). Takaful operators act as trustees rather than
owners of the pooled fund (Bekkin, 2015). As competition in financial services
intensifies, service quality and customer satisfaction have become critical for Takaful
operators. Satisfied customers not only remain loyal but also help attract new ones
through positive word of mouth (Zineldin, 2006; Hanaysha et al., 2012).

Although existing studies on service quality provide important insights into general
services (Parasuraman et al., 1985; Ahmad & Sungip, 2008; Balaet al., 2011), they may
not completely cover the unique characteristics of Takaful industry services, where
Shariah compliance, customer trust, and mutual cooperation are important
considerations (Othmen & Owen, 2001; Abdou et al., 2014; Kashif et al., 2017).

Although many studies related to Takaful have been undertaken in different parts of the
world (Rahim & Amin, 2011; Abdullah, 2012; Razak, Idris, Y usof, Jappar & Ali, 2013;
Kamil & Nor, 2014; Maiyaki & Ayuba, 2015; Shabig & Hussan, 2016), research
specifically focusing on the service quality of Takaful remains limited. Therefore, this
study aims to interpret the service quality of Takaful from the customers’ p erspective to
fill this gap by developing a service quality framework.

This study extends research on service quality by integrating established and newly
identified dimensions based on the experiences of Takaful customers, thereby
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developinga more detailed framework of service quality for the Takaful industry. The
customer perspective provides valuable understanding as it helps identify service
quality elements that may not be fully captured in the existing service quality
framework.

The purpose of this research-based study is to interpret the service quality of Takaful
from the customers’ point of view. Specifically, it seeks to:

1. Describe the service quality of Takaful with regards to reliability, responsiveness,
assurance, empathy, tangibility, and Shariah compliance.

2. ldentify other elements that may contribute as components of service quality of
Takaful and may improve its service quality.

Based on these objectives, the research addresses the following questions:

Q1) How is the service quality of Takaful with regards to reliability, responsiveness,
assurance, empathy, tangibility, and Shariah compliance?

Q2) What other elements may contribute as components of service quality of Takaful
and help improve its overall service quality?

Customer interpretationsare importantas they provide practical insights into the quality
of service of Takaful. Since customers have personally experienced the services, they
can offer amore accurate assessment of how well Takaful is performing. Each customer
interacts with Takaful products and services differently, resulting in varied perceptions
and expectations. Therefore, understanding these different interpretations helps identify
the strengths and weaknesses of Takaful’s service quality.

2. Literature Review

The word Takaful is derived from the Arabic word Kafala, meaning support, mutual
guarantee, and solidarity (Matsawali et al., 2012). Soualhi and Shammari (2015) stated
that Kafalameanstogetherness andassurance. According to Kalathinkal, Radouch, and
Ahmed (2016), Takaful provides mutual help to participants against loss or damage
through a collective fund. The concept originates from Islamic sources (Ayinde &
Echchabi, 2012) and promotes mutual cooperation, brotherhood, and solidarity (Abdou
et al., 2014). Salman (2014) defined Takaful as mutual contributionamong participants
to support one another in case of misfortune, while Hashim and Halim (2017)
emphasized its foundation on mutual cooperation and responsibility. Abdullah (2012)
added that it represents a model of mutual assistance among participants.

Building on this meaning, the Shariah basis of Takaful is rooted in the teachings of the
Quran. In the Quran, the foundation of Islamic insurance is mentioned in Surah Al-
Maidah (5:2), where Almighty Allah says: “Help (ta’awun) one another in furthering
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virtue (birr) and God-consciousness (taqwa), and do not help one another in furthering
evil and enmity.” From this verse, is interpreted that the practice of the Takaful can
promote cooperation in good. Billah (2001) stated that the governing laws of Takaful
are derived from the Quran and Sunnah as primary sources, while ljtihad, Ijma, and
Maslahah serve as secondary sources. Insurance policies are considered valid if they
align with Shariah principles.

While Takaful is built upon these Shariah foundations, conventional insurance, on the
other hand, is deemed impermissible in Islam due to the presence of maisir (gambling),
gharar (uncertainty), andriba (interest) (Matsawali et al., 2012; Yusuf, 2012; Soualhi &
Shammari, 2015; Kalathinkal et al., 2016). Gambling arises when policyholders pay
small premiums expecting large payouts, creating speculative outcomes. Uncertainty
exists as neither party knows the exact outcome or profit distribution. Additionally,
premium investments often involve interest-based instruments, making returns
unlawful. In contrast, Takaful refunds contributions if no claim occurs and uses profit-
sharing models such as mudharabah with transparent terms. Numerous scholars reaffirm
that these Shariah violations render conventional insurance prohibited (Khalid &
Rehman, 2014; Sarwar, 2016).

To explain these differences further, Yusuf (2012) identifies key distinctions between
Takaful and conventional insurance. Conventional insurance is a risk transfer
mechanism, whereas Takaful is based onrisk sharing, with the operator acting as a fund
manager rather than a guarantor. While gharar exists in both systems, Takaful reduces
it to an acceptable level by structuring contributions as conditional donations (tabarru’)
(Ahmed, 1990; Uddin, 2015). Similarly, maisir is eliminated in Takaful as participants
donate for mutual benefit rather than speculative gain. Takaful funds are invested in
Shariah-compliant instruments, unlike conventional funds which often rely on interest-
based investments. Moreover, surplus distribution differs as in Takaful, it belongs to
participants, while in conventional systems, it goes to shareholders. Similar
comparisons have been reported by Farah et al. (2016), Hussainand Pasha (2011), Khan
et al. (2011), Matsawali et al. (2012), Hebbar et al. (2014), Sarwar (2016), and Hanif
and Igbal (2017).

In addition to these differences, researchers have examined the strengths and
weaknesses of Takaful models. Sadeghi (2010) notes that Takaful models generally
incur lower transaction costs than conventional insurance and foster strong trust
between operators and participants. However, challenges such as limited technical
expertise, managerial inefficiencies, and inadequate financial capacity hinder their
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competitiveness. Furthermore, Takaful models may struggle to cover highly exposed
risks.

Extending this discussion, Salami, Tanrivermis, and Tanrivermis (2024) examined the
Takaful industry by evaluating management soundness in relation to profitability and
earnings, actuarial practices, re-Takaful, and asset quality across the United Arab
Emirates, Saudi Arabia, Brunei, Malaysia, and Jordan. Their findings showed a strong
relationship between management soundness and earnings and re-Takaful, whereas a
weak relationship was found between management soundness and asset quality. In
additionto evaluating the operational aspects of the Takaful industry, researchers have
also focused on the classification of Takaful products. These products are divided into
two main categories: General Takaful and Family Takaful (Arifin et al., 2013;
Kalathinkal et al., 2016).

General Takaful covers short-term risks, while Family Takaful functions similarly to
life insurance, focusing on long-term savings and protection. This classification is
widely accepted (Razak et al., 2013; Zainuddin & Noh, 2013; Muhamatet al., 2017;
Masood et al., 2018).Researchers are also interested in identifying the factors that
impact customers’ adoption of Takaful. Many studies have also explored factors
influencing Takaful adoption across different regions. In Malaysia, Rahim and Amin
(2011), Razak et al. (2013), Kamiland Nor (2014), and Mansor et al. (2015) identified
factors such as religious commitment, trust, product awareness, and perceived benefits
as key drivers. Echchabiand Ayedh (2015) examined Yemeni customers and found that
intention to adopt Takaful depends on attitudes and external influences. In Nigeria,
Maiyakiand Ayuba (2015) reported that social perception and financial considerations
affect customer attitudes. Shabiq and Hassan (2016) highlighted similar factorsamong
Maldives consumers.

More recently, among Malaysian consumers, Ismail, Muhamad, Aziz, and Rose (2023)
found that religiosity, subjective norms, perceived behavioural control, and attitudes
have a significant influence on Takaful purchase intention, whereas awareness and
relative advantage have insignificant influences on Takaful purchase intention.
Similarly, Maduku and Mbeya (2024), in their research, found that subjective norms
and attitudes influence Muslim consumers’ intention to purchase Family Takaful
products, whereas purchasing behaviour is influenced by perceived behavioural control
and intention. In addition to this, in Pakistan, Igbal and Omercic (2024) studied the
factors which influence customers’ intentions in purchasing Islamic life insurance
products. Their study emphasized the role of Islamic marketing factors in shaping
customers’ purchase intentions and contributed to a better understanding of customer
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preferences in Islamic financial markets.Expanding the discussion toward inclusive
insurance, Htay et al. (2015) assessed the viability of micro-health Takaful in Malaysia.
To achieve their objective, the researchers examined the interest of low-income
individualsin participating in this product through questionnaires. In addition, Takaful
Operators were approached to understand why micro-health Takaful products had not
yet been introduced, and the regulator was interviewed to determine whether the
government supported this scheme. Their study found that micro-health Takaful can
only become viable if Takaful Operators jointly introduce it as part of their corporate
social responsibility initiatives, with financial support provided through zakat or waqf
institutions.

Similarly, Fikri, Naim, Maamor, Isa, Ahmad, Shart,and Muhamed (2022) reviewed the
existing rules and regulations on micro-Takaful in Malaysia to assess their alignment
with the fundamental principles of micro-Takaful. Using the content analysis method,
their findings revealed that the current guidelines governing micro-Takaful operations
in Malaysia ensure that the products are affordable, valuable, understandable,
accessible, and simplified.

In addition to regulatory and inclusive aspects, service quality has also become an
important dimension in the insurance industry. Ahmad and Sungip (2008) evaluated
customer expectations and perceptions of insurance services in Malaysia, using
SERVQUAL dimensions. Balaetal. (2011) tested the reliability and dimensionality of
SERVQUAL in the Indian life insurance sector. In the context of Takaful, Kashif et al.
(2017) found thatservice quality significantly enhances customer loyalty, mediated by
trustand satisfaction. Ramamoorthy et al. (2018) further confirmed that service quality
influences satisfaction and behavioral intentions in life insurance customers. More
recently, Ishak, Saraih, Idrus, Shah, and Ardian (2023) evaluated the impact of service
quality and word of mouth on customer satisfaction in the Family Takaful industry of
Malaysia. Their findings provide insights into these variables and give implications for
Takaful management and academia.

Moreover, researchers have highlighted the overall importance of service quality in
financial and insurance services. According to Newman (2001), service quality provides
a competitive advantage and contributes to company profitability. It reflects how well
an organization meets customer needs and expectations (Tamimi & Amiri, 2003).
Parasuraman, Zeithaml, and Berry (1985) viewed service quality as essential for
organizational success and survival. Although there are limited studies that have directly
examined Takaful service quality, evidence from Islamic banking service quality
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provides relevant insights, as both industries are Shariah-compliant and focus on
customer trust, satisfaction, and service delivery.

Recently, in Pakistan, Ahmad, Naseer, and Zakariyah (2023) examined the impact of
electronic service quality on the customer satisfaction level of Islamic bank customers.
Their study revealed that electronic service quality hasa positive and significant impact
on the customer satisfaction level of Islamic bank customers. On the other hand, in
Indonesia, a research study was conducted to examine how customer loyalty and
satisfactionin Islamic banks are affected by their perceptions regarding Islamic service
quality (Anjelisa, Fatmawati, & Nuryakin, 2023). They came to the conclusion that there
Is a significant and positive relationship between Islamic service quality and customer
loyalty and satisfaction, and a significant and positive relationship exists between
customer satisfaction and customer loyalty.

Furthermore, Aladwani (2024) conducted a research study to examine the influence of
internet banking service quality on customer satisfaction during the COVID-19
pandemicin major Islamic countries. Their study found that responsiveness, complaint
handling, reliability, and online service quality have a negative impact on customer
satisfaction, whereas empathy and efficiency have a positive impact on customer
satisfaction. In a similar context, Rahayu, Tullah, Suginam, and Nur (2025) conducted
a research study to investigate the effects of artificial intelligence (Al), service quality,
and digitalization on the perceived financial performance of customers, with customer
knowledge and satisfaction as parallel mediators. The results revealed that Al, service
quality, and digitalization have a positive effect on customer knowledge and
satisfaction, which results in the improvement of customers' perceived financial
performance. Both mediators showed indirect but significant effects.

While previous studies on service quality have mainly focused on general service
dimensions (Parasuramanetal., 1985; Ahmad & Sungip,2008; Balaetal., 2011), these
studies do not fully address the specific characteristics of Takaful services, such as
Shariah compliance, mutual cooperation, and solidarity (Othmen & Owen, 2001; Abdou
et al., 2014). Therefore, this research study builds on existing research by interpreting
the service quality of Takaful from customers’ perspectives and identifying other
dimensions that may enhance the service quality of Takaful.
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2.1 Theoretical Framework

e

Source: Adapted from (Munusamy, Chelliah & MNMun,
2010, p.400)

Figure 2.1: Theoretical Framework

The six components of service quality, as shown in the theoretical framework above,
are used in this study. Reliability, responsiveness, assurance, empathy, and tangibility
are included in this research framework in the same way as previous researchers used
them as components of service quality in their studies (Munusamy et al., 2010;
Esmaeilpour & Hoseini, 2017; Milana, 2018; Loke, Kovacs & Bacsi, 2018;
Ramamoorthy et al., 2018). As previous researchers used Shariah compliance as a
componentofservice quality in their studies, it is also taken as a component of service
quality in this research framework (Othmen & Owen, 2001).

¢ Reliability: According to Arlen (2008), reliability is the ability to accurately
and dependably perform the service that is promised.

e Responsiveness: According to Juwaheer and Ross (2003), the willingness of
service providers to give accurate and quality services is known as
responsiveness.

e Assurance: Assurance is generally referred to as security, credibility, and
competence in service delivery (Juwaheer & Ross, 2003; Raza, Siddiquel,
Awan & Bukhari, 2012; Osman & Sentosa, 2013).

e Empathy: Empathyis related to payingindividual attention and consideration
to customers (Parasuraman et al., 1988).
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e Tangibility: Accordingto Parasuramanet al. (1988), tangibility is related to the
physical appearance of equipment, facilities, and human resources.

e Shariah Compliance: Shariah compliance means the ability to perform
services in accordance with Islamic law and to operate according to the rules
and regulations of Islamic banking and economy (Othmen & Owen, 2001).

3. Research Design
3.1 Research Philosophy & Strategy

For this research, Social Constructivism theory is used as it aims to interpret the service
quality of Takaful from Takaful customers’ perspectives. Social constructivism
emphasizes that individuals develop subjective meanings based on their experiences,
which may vary among people and contexts (Creswell, 2003). Different Takaful
customers have different points of view regarding Takaful service quality. Therefore,
the meanings of this study phenomenon vary, which means thatit is subjective and has
multiple interpretations. This approach allows the research to focus on participants’
perceptions rather than assuming a single objective reality.

The phenomenology research strategy, a qualitative approach, is used in this study as
in-depth interviews with open-ended questions are conducted with Takaful customers
to explore their perspectives on service quality. Phenomenological research, rooted in
psychology and philosophy, studies individuals’ lived experiences of a phenomenon
(Creswell, 2014). This approach is suitable as it captures customers’ current and past
experiences regarding Takaful service quality (Robinson & Reed, 1998; Maypole &
Davies, 2001). Using this approach contributed to the development of a post-empirical
framework of Takaful service quality based on customers’ perspectives.

3.2 Data Collection

A qualitative method is used in this study to gain an in-depth understanding of people’s
views and perceptions, which is bestexplored through interviews (Kamil & Nor, 2014).
Open-ended questions were employed (Creswell, 2014), allowing participants to freely
express their thoughts on reliability, responsiveness, assurance, empathy, tangibility,
Shariah compliance, and additional Takaful-specific service quality attributes.

The interviews were conducted in two phases, including 10 interviews in phase

one and 2 interviews in phase two. In the first phase, interview questions were

asked based on the objectives of this research study. In the second phase, two
additional interviews were conducted, as the objective here was not to create new
themes but to further confirm the relevance of the six dimensions identified in
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phase one. These two interviews supported these identified dimensions,
indicating the achievement of data saturation.

A pilot interview was conducted to refine the questions and confirm their suitability.
Based on the positive outcome, the full data collection proceeded without modification.

3.3 Phase One Interview Questions

Q1) How is the service quality of Takaful with regard to reliability?

Q2) How is the service quality of Takaful with regard to responsiveness?

Q3) How is the service quality of Takaful with regard to assurance?

Q4) How is the service quality of Takaful with regard to empathy?

Q5) How is the service quality of Takaful with regard to tangibility?

Q6) How is the service quality of Takaful with regard to Shariah compliance?

Q7) In your opinion, what other elements or elements could contribute to the service
quality of Takaful and help improve it?

3.4 Sampling and Participants

In this research, purposive sampling has been utilized in order to extract detailed and
in-depth information regarding the phenomenon under study. Purposeful samplingis a
type of sampling, which is used by a qualitative researcher to recruit the respondents
that can provide detailed and in-depth information regarding the phenomenon under
consideration (Olivia, n.d.). According to Creswell (2007), the purposeful sampling
conceptis used in the qualitative research study, so we use purposeful sampling, as this
study is qualitative in nature. The researcher in this study takes a sample of 12
respondents, who are customers of Takaful products fromthe Peshawar city of Pakistan.
It means the sample is of small size, as said by Creswell (2014), for qualitative research,
the information is obtained from a small sample.
In this study:
o Unit of Observation: Individual Takaful customers
o Unit of Analysis: The Takaful service system, as interpreted through customer
narratives.

3.5 Research Ethics & Quality

To ensure ethical practice, respondents’ identities are kept confidential using a coding
system (T1-T12). With their permission, interviews are audio-recorded, transcribed,
and conducted at participants’ preferred locations. For reliability and credibility,
interviews were conducted with experienced Takaful customers who have in-depth
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knowledge of the phenomenon under study. Interview procedures were consistent
across all participants. Toimprove transparency and credibility of this study, the coding
process and development of themes were documented systematically. For validity, the
researcher asked respondents only questions relevant to the research phenomenon,
ensuring alignment with the study.

4. Analysis of Data

4.1 Data Analysis Method

The content analysis technique is used in this study to analyze the collected data, as the
research requires a focus on the text itself. According to Kohlbacher (2006), in
qualitative research, the focus of content analysisis on the text. Content analysis is
chosen because it is generally the most commonly used method for analyzing
interviews. First, the researcher gathersthe textand then analyzes its content. Therefore,
the researcher uses the content analysis method. Neuman (2014) also states that content
analysis involves gathering and analyzing the content of the text.

Analysis Process.

Theanalysis followed the three-stage approach outlined by Miles and Huberman (1994),
consisting of (1) data segregation, (2) data display, and (3) interpretation.

All interview transcripts were first reviewed and segmented into meaningful units
related to service quality. These meaningful units were coded according to the ideas
expressed by participants in their responses and were grouped according to relevant
dimensions of service quality. The emerging categories were then developed into
themes representing different dimensions of Takaful service quality, based on the
study’s thematic framework, which was derived from the interview questions for phase
one, addressing reliability, responsiveness, assurance, empathy, tangibility, and Shariah
compliance, along with space for emerging themes.

To ensure clarity and transparency, key extracts from participant responses were
selected to illustrate each theme. Interpretation focused on identifying shared patterns,
contrasting views, and context-specific explanations across respondents.

4.2 Reliability
Reliability means consistency or dependability (Neuman, 2014).

From the participants’ responses (9 out of 10), it can be deduced that Takaful services
are reliable, as all of the respondents, apart from one, stated that Takaful services are
reliable. Only one of the respondents thinksthat Takaful services are not reliable, i.e., it
Is sometimes good and sometimes below good, signifying that services are not always
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at the same level. Conclusively, we can say that Takaful services are reliable and
consistent, which shows that Takaful companies’ service quality in terms of reliability
IS good, which is a positive sign for the development of Takaful companies.

4.3 Representative Quotations

o Positive: “Thaveopted for several policies... and I am getting response from the
company in time. [ am 100 percent satistied.” (T10).

o Positive: “In terms of Reliability, the services of [company] are very good, clear
and clean... If the agent service consistency remains the same, then every person
would prefer to buy its policy.” (T2).

o Negative/mixed: “I faced many problems regarding my policy premium... after
three months they just give me a call and say... you could not pay your
premium... sometimes good and sometimes below good.” (T1).

4.4 Responsiveness

Responsiveness means employees’ willingness to provide help to their customers and
deliver quick service to customerswhen they need it (Parasuraman, Zeithaml & Berry,
1988).

It can be concluded that the quality of Takaful services, in terms of responsiveness, is
good, as most customers (8 out of 10) are satisfied with their responsiveness. However,
some customers are not satisfied with Takaful services regarding responsiveness
because they sometimes receive a response from the company and sometimes, they do
not. As the majority of customers think that Takaful services’ quality regarding
responsivenessis reliable, it providesa good picture of Takaful companies with regard
to the responsiveness dimension of service quality.

4.4.1 Representative Quotations

e Positive: “Whenever I needed anything, the agent quickly responded. .. even when I
call the head office, they respond very well.” (T4).

e Positive: “If we ever send an email or makea call... thehead office tries to find the
solution as soon as possible. They respond on time.” (T2).

e Negative/mixed: “Sometimes they give me a very good response... but after they
say ‘OK, your problem will be solved,’ they forget. I am not satisfied with
responsiveness.” (T1).

4.5 Assurance

Assurance refers to employees’ knowledge and courtesy and their ability to inspire
confidence and provide trust (Arlen, 2008).
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All of the respondents (9 out 0f 10), except one, deem the services of Takaful to be fine
in terms of assurance and are satisfied with that. Only one respondentsaid that he does
not trust Takaful companies anymore because the agents of the Takaful company
misguide him and hide things from him.

4.5.1 Representative quotations

o Positive: “I trustin the Takaful services as the Takaful companies are regulated by
the SECP and that’s enough for me to have trust on their services.” (T4)

e Positive: “I am their client since the last 3 years... I have made an investment in
Takaful because I trust them, as it is Shariah compliant, and 1 am 100 percent
satisfied.” (T5)

e Negative: “No, I don’t trust them... salespeople tell lies and misrepresent facts. |
am still their customer, but I don’t trust them anymore.” (T9).

4.6 Empathy

Accordingto Osmanand Sentosa (2013), empathy is related to attention, understanding,
and caring for the needs of customers while offering them services.

From the participants’ responses (7 out of 10), it can be deduced that from the
perspective of empathy, the quality of Takaful services is good. The majority of the
respondents are of the opinion that Takaful services are empathetic. However, some
respondents think that Takaful services are not empathetic because they do not
understand the needs of their customers and only look to their own benefit.

4.6.1 Representative quotations

e Positive: “They ask you about your income, expenses, and liabilities... and in the
light of that they try to give a financial plan. They take due care while advising
you.” (T6).

e Positive: “The representative discussed my future plans... and then gave me a
suitable plan. So, I think they are empathetic.” (T5).

e Negative: “They don’tunderstand customer needs in detail... they hide charges... I
am not satisfied. They are not empathetic.” (T1).

e Negative: “They only want to sell the product... they will do anything that suits
them, not me.” (T9).

4.7 Tangibility

This component of service quality is related to the appearance, which the service
providers maintain in terms of good-quality equipment, good facilities, competent
personnel, and communication materials while giving services to customers
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(Sureshchandar, Rajendran & Ananthanaraman, 2002; Raza et al., 2012; Osman &
Sentosa, 2013).

Takaful services in terms of Tangibility are good, as all the respondents think that the
appearance of equipment, personnel, and offices of the Takaful companies is good. They
are well furnished. However, one respondent said that the appearance of personnel and
equipment in the Takaful offices is better than in past years, but they still need further
improvement.

4.7.1 Representative quotations

e Positive: “Their office and staffare very cooperative... the atmosphere is just like a
multinational company. Their environment is good; their equipment is good
looking.” (TS).

o Positive: “Whenever I visit their offices, I find them neat and clean... well
lighted... everything is up to the mark.” (T6).

e Mixed: “Now the appearance of personnel and equipment is far better than a few
years back, but it still needs improvement.” (T3).

4.8 Shariah compliance

Shariah compliance meansan activity or act that complies with Shariah requirements or
Islamic law requirements (Shariah compliant, n.d.).

All therespondents, exceptone, think that Takaful services are Shariah compliant. They
believe that Takaful service quality in terms of Shariah compliance is acceptable, and
nothing is wrong with it. Therefore, it can be deduced that the services of Takaful are
Shariah compliant. Only one respondent thinks that Takaful services are not Shariah
compliant because if the agent lies, the Shariah compliance of Takaful services comes
into question.

4.8.1 Representative quotations

e Positive: “I boughtthis policy becauseits ideology is Islamic... my first priority is
that it should be purely Islamic and there is no haram.” (T1)

e Positive: “They have Shariah advisory board... [ have read their Shariah audit
reports... so I am confident in them.” (T10)

e Negative/misaligned behavior: “They may have fatwas, butifthe agent lies... it is not
Shariah compliant.” (T9)

4.9 Other (New) Dimensions

Beyond the established service quality dimensions, participants were asked to identify
additional elements that could enhance the service quality of Takaful. All of the
respondentsthink thatthere is room for improvement in the quality of Takaful services.
From the participants’ responses, we learn that the other dimensions in which the quality
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of Takaful services may be improved are meetings, disclosure issues, reward,
technology, flexibility of payment, and convenience. From the above quotations, we can
deduce that there is room for improvement in the service quality of Takaful from
different perspectives. These findings extend previous research studies on service
quality by showing that customers in the Takaful industry consider additional
dimensions of service quality beyond the dimensions of the existing theoretical
framework, as these additional dimensionsare not fully addressed in the framework.

4.9.1 Representative quotations

o Disclosure issue & Meetings: “I have been paying for seven years and still
don’tknow exactly how much I havesaved... they should clarify everything
from day one. Consultants should meet clients at least twice a year.” (T1)

e Reward: “I am giving money for financial protection, so Ineed good returns
in the long run... at least twice my money.” (T2)

e Technology & Disclosure issue: “They should use better technology, improve
agent interaction, and address training deficiencies to prevent misguidance.”
(T6).

e Flexibility of payment: “There must be flexibility in payment. Customers
shouldn’t beboundto a fixed amount; it should match what they can afford
per month or quarterly.” (T7).

e Convenience & Reward: “Convenience is important—ifthe branch isn’t close,
peoplewill avoid it. Also, people compare the reward of the product besides
Shariah compliance.” (T8).

5. Post Empirical Framework

The post-empirical framework of this study integrates both the established and six newly
identified dimensions of Takaful service quality. The new dimensions emerged from
responses to the final interview question in Phase One, where participants were asked
to suggest additional elements that could improve Takaful services. These new
dimensionsare Meetings, Disclosure, Reward, Technology, Flexibility of Payment, and
Convenience. Forthe purpose of differentiation, the new dimensions are colored in light
yellow color and the old dimensions are colored in sky blue color.
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Figure 5.1: Post Empirical Framework

To further validate these six dimensions, two additional interviews were conducted in Phase Two
(Respondents T11 and T12). In each interview, six questions were asked, with each question
corresponding to one of the six dimensions. The following six questions were posed to Respondents
T11 and T12, respectively.

Q1) How is the service quality of Takaful with regard to meetings?

Q2) How is the service quality of Takaful with regard to disclosure issues?
Q3) How is the service quality of Takaful with regard to rewards?

Q4) How is the service quality of Takaful with regard to technology?

Q5) How is the service quality of Takaful with regard to payment flexibility?
Q6) How is the service quality of Takaful with regard to convenience?

The supporting quotations are presented below.

5.1 New Dimensions of Takaful Service Quality

Meetings

Clients emphasized the importance of regular engagement with consultants.
5.1.1 Representative quotations:

“The consultant should visit at least twice a year... I have no idea where my money is, whether
it is safe or not.” (T1).

“Increasing the number of meetings will improve trust... recalling after 2 or 3 months would be
very fruitful.” (T10).

“In terms of meetings, it’s much more encouraging... I am 100 percent fine with that.” (T11).
“They were professional and addressed my concerns... I am satisfied with their meetings.”
(T12).
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5.2 Disclosure

Perspectives were divided: while some expressed dissatisfaction with transparency, others reported no
disclosure issues.

2.2.1 Representative quotations:

e “I have been paying for seven years and still don’t know how much I’ve saved... they should
clarify everything from the first day.” (T1).

e “There are training deficiencies which lead to disclosure issues.” (T6).

e “I consistently receive policy updates via SMS and website... there is no disclosure issue.”
(T11).

e “I did not face any disclosure issue; the agent was transparent.” (T12).

5.3 Reward

Participants highlighted the importance of both protection-based benefits and competitive long-term
returns.

5.3.1 Representative quotations:

e “They should give me good growth in my investment... at least double my money.” (T2).
e “People compare not only Shariah compliance but also rewards.” (T8).

e “In emergencies, rewards are guaranteed... I am satisfied.” (T11).

e “Returns depend on the economy... I am satisfied with my plan.” (T12).

5.4 Technology

Technology was seen as a key enabler of service efficiency and accessibility.
5.4.1 Representative quotations:

o “They should improve interaction with clients through technology.” (T6).
e  “Ican access all policy information online... technology is much better.” (T11).
“Some companies give cash value details on mobile... mine still needs improvement.” (T12).

5.5 Flexibility of Payment
Customers requested adaptable payment options aligned with financial capacity.
5.5.1 Representative quotations:

e “There must be flexibility... don’t bound the customer with a fixed amount.” (T7).
e  “You can pay monthly, quarterly, weekly — every plan is flexible.” (T11).
e “Payment can be annual, quarterly, or monthly... I prefer annual.” (T12).

5.6 Convenience
Convenience, such as how close the branch is and how easy transactions are, was important.
5.6.1 Representative quotations:

e  “If the branch isn’t close, people will avoid it.” (T8).
“Deposits and withdrawals are easy... branches are in multiple cities.” (T11).
“They have many branches near my home... no issue of inconvenience.” (T12).
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6. Conclusion

The aim of this research study is to interpret the service quality of Takaful from
customers’ viewpoint. Face-to-face, in-depth interviews are conducted in this regard in
the first phase of interviews with ten respondents. Seven of these interview questions
are asked of each Takaful customer. Different Takaful customers offered different
viewpoints; however, they shared a similar pattern. From the analysis of these 10
interviews, six new dimensions of Takaful service quality are discovered. To increase
the support of each new dimension, the second phase of interviews takes place, in which
six questionsrelatedto the six new dimensions are asked of two Takaful customers.

6.1 New Knowledge Contribution

New knowledge is contributed by this research, as captured by the following
propositions:

e Overall, the Takaful customers provide a good description (picture) of
Takaful service quality, except for some weak points
e Six new dimensionsofservice quality of Takaful are indentified, which are

meetings, disclosureissue, reward, technology, flexibility of payment, and
convenience.

This study enhances the existing service quality literature by contributing additional
service quality dimensionsthat are specific to the Takaful industry from the perspectives
of its customers. These findings highlight service quality dimensions that are not fully
captured in the existing theoretical framework.

6.2 Policy Implications

The findings of this research study may be beneficial for the Takaful industry, its
regulators and practitioners. Different weak points highlighted by Takaful customers
may help Takaful management improve the Takaful service quality. Takaful
management may use the six newly discovered dimensions of Takaful service quality
in improving their services quality. In particular, enhancing areas such as meetings with
customers, disclosure practices, policy rewards, technological services, payment
flexibility, and customer convenience may help Takaful management improve customer
satisfactionand strengthen service quality. These six new dimensions of service quality
may also be helpful for policymakers of the Takaful industry in making Takaful policies.
Takaful agents and Takaful operators may use this research study’s finding in promoting
Takaful and its different products.
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7. Recommendations

The sample size of this research study covers only Peshawar. For a greater level of
understanding, the sample size should be extended to the entire Pakistan. Towards this
end, more time as well as budget will be required to cover the whole country to
undertake a future research study. As this study uses a qualitative research approach,
future researchers are encouraged to adopt a quantitative research approach. They are
encouraged toempirically check all the 12 dimensions of Takaful service quality offered
by this study.
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