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Abstract The aim of this study was to investigate the
effect of electronic word of mouth (eWOM) and conven-
tional media on subjective norms and intention to purchase
Sharia insurance in Indonesian Muslim society. The
research data consisted of 458 Muslim clients who were
members of an online community and also policy holders
of Sharia insurance in the three largest cities in Indonesia:
Jakarta, Semarang, and Surabaya. This study used purpo-
sive sampling and structural equation modeling. The
research showed that eWOM and conventional media can
affect subjective norms. Additionally, subjective norms
have a significant effect on the intention to purchase among
Sharia insurance customers. This study validated the
importance of the variables of eWOM and conventional
media in influencing subjective norms and intention to
purchase. For Sharia insurance company management, this
study can serve as a very useful reference in drafting and
formulating campaign strategies. This study also justifies
the integrated relationship between eWOM and conven-
tional media with subjective norms and intention to pur-
chase Sharia insurance.
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Introduction

Sharia insurance, commonly called Takaful, is a type of
insurance that operates using the Islamic Sharia foundation
and takes Muslims as the main marketing target (Billah
1998; Husin et al. 2016). Ernst and Young (2011) esti-
mated that the contribution of Sharia business in 2015
accounted for US$ 25 bn. Meanwhile, according to Bou-
lanouar and Alqahtani (2016), total Sharia insurance
premiums in the insurance market in Saudi Arabia reached
SR16.4 bn, equivalent to US$ 4.37 bn in 2010. Indeed, the
Sharia industry has been growing rapidly in MENA
(Middle East and North Africa) regions and also in other
parts of the world, including in the countries of Southeast
Asia, one of which is Indonesia (Khan and Bhatti 2008 and
Husin et al. 2016).

Since Sharia insurance has been introduced in Indonesia
in the last 25 years, it has recorded encouraging growth.
Only two Sharia companies operated in 1994. The number
rose to 45 Sharia insurance companies in 2012. The
number later increased again to 51 companies in 2015
(AASI 2015). The total premium income has also
increased. In 2013, the acquisition of premiums was $887
million, and it later increased to $928 million and $1048
million in 2014 and 2015, respectively (AASI 2015).

However, the above-mentioned development of
Indonesia’s Sharia insurance seems rather insignificant
when compared with the premium income of conventional
insurance. This is because the average premium income per
year is still small, accounting for less than 7 percent of that
of the conventional insurance premium revenue (AASI
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2015). For example, in 2015, the total conventional
insurance premium was $16,003 million, while the total
Sharia insurance premium was only $1048 million (6.55
percent). This fact is contradictory considering the main
target markets of Sharia insurance are Muslims, who make
up the majority in Indonesia, reaching more than 200
million people or about 87 percent of the total population
of Indonesia (BPS 2010). Indonesia, with such population
demographics, should show a very large market share, but,
in fact, the intention to purchase Sharia insurance products
in the Indonesian Muslim community is still very low.
Therefore, this research is necessary to investigate the
factors that contribute to customers’ intentions to purchase
Sharia insurance products.

One of the variables with a strong effect on the intention
to purchase is subjective norms (Ajzen 1991; Byon et al.
2014; Husin and Rahman 2013). The relationship between
subjective norms and the intention to purchase in the ser-
vice sector has been studied previously. For example, Byon
et al. (2014) found a strong effect of subjective norms on
the intention to purchase in the field of sport services, while
Husin and Rahman (2013) found no effect of subjective
norms on the intention to purchase of Muslims. On the
other hand, Husin et al. (2016) found that conventional
media predicts the influence of subjective norms on the
intention to purchase insurance services. Furthermore,
Jalilvand and Samiei (2012) also validated the relationship
of eWOM with subjective norms using the theory of
planned behavior. This study analyzes the roles of eWOM
and conventional media as antecedents to subjective norms
in relation to the intention to purchase Sharia insurance
products in Indonesia using the theory of planned behavior.

In practice, the research results will be very useful for
the management of Sharia insurance companies in estab-
lishing effective promotional strategies. For marketers, the
research results of this study can be used as a reference in
maximizing the great market potential of Sharia insurance
products in Indonesia. Marketers can focus on exploiting
the factors that affect the intention to purchase Sharia
insurance products.

Literature review
Sharia insurance

Insurance Law No. 40 of 2014, in force in Indonesia,
defines Sharia insurance as “a collection of agreements;
the agreements between Sharia insurance companies and
Sharia policyholders, and the agreement between policy-
holders, in the management of the contribution based on
Sharia principles in order to help and protect each other.”
The characteristic of Sharia insurance is that Sharia

business is operated using the principles of Islam, which do
not allow any elements of gambling (maisir), uncertainty
(gharar), or interest (riba). Gambling and uncertainty are
not allowed because both can lead to injustice for one or
both parties involved in a transaction (Gustina and Nur-
dianawati 2012; Husin et al. 2016). Sharia insurance uses
the concept of donation (tabarru) to avoid maisir and
gharar. Tabarru is the concept of collecting funds together
from insurance participants in the form of sincere charity
by insurance participants if it is at any time used to pay
claims or other insurance benefits (Salman 2013).

Riba (interest) is defined as a measure to add, exag-
gerate, or grow (Billah 1998). In conventional insurance,
riba is performed through an investment in the form of the
inclusion of funds involved in certain financial instruments
in order to earn interest income. In Sharia insurance, the
element of riba is not allowed because it affects transaction
quality (Olson and Zoubi 2008; Amron and Mursid 2018).
Sharia insurance replaces riba with the concept of profit
sharing (mudharobah). The concept of mudharobah allows
participants to make profits from an investment with a
predetermined percentage of profit sharing, and the type of
investment must be agreed upon in advance. Moreover, the
type of investment must be in accordance with Sharia
principles (Billah 1998; Amron and Mursid 2018).

Consumers’ intentions to purchase and subjective
norms

The concept of consumers’ intentions to purchase is often
associated with the theory of planned behavior derived
from the theory of reasoned action (Fishbein and Ajzen
1975; Ajzen 1991). The planned behavior theory is often
used in the field of marketing to explain the formation of
intention to purchase by a consumer (Ajzen 1991). The
theory is in the category of well-established social and
psychological theories widely used to study how con-
sumers determine their perceptions of confidence (Byon
et al. 2014; Amron and Usman 2016). The theory was
formed by behavioral intention, which consists of: atti-
tudes, behavior control, and subjective norms. Evalua-
tional-related attitudes are performed individually, either
positively or negatively, in relation to behavior (Ajzen
1988). Behavioral control is the level of one’s confidence
toward an individual behavior in a particular environment,
and subjective norms are a form of social pressure felt by
others which are able to significantly influence behavior
(Ajzen 1991).

Many previous studies have used the theory of planned
behavior to test consumers’ intentions to purchase in the
service sector (Harrison et al. 2014; Byon et al. 2014;
Husin et al. 2016; and Weisberg et al. 2011). For example,
Harrison et al. (2014) explored the theory of planned
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behavior to examine adoption of Internet banking. Byon
et al. (2014) explored the theory of planned behavior to
determine the factors that affect consumers’ intention to
purchase in the organization of the FIFA World Cup event.
The results showed that attitude and subjective norms had
an effect on consumers’ intention to purchase. In addition,
Husin et al. (2016) explored the factors that influence
consumers’ decisions to buy services of takaful in Malaysia
using the theory of planned behavior. The results indicated
that subjective norms were associated with intention to
purchase.

Subjective norms

According to Fishbein and Ajzen (1975), a subjective norm
is a form of social pressure on an individual which compels
the person to want to do something. The pressure received
by each individual may vary in level, in accordance with
the existing social level of society where the individual
lives (Taylor and Todd 1995). Husin and Rahman (2013)
reported that subjective norms have a significant effect on
people, especially when associated with intention to pur-
chase. Subjective norms play a very substantial role in
influencing consumer behavior, for example, in the influ-
ence of important people, age and religious groups, and
members of organizations that contribute to consumers’
purchase intentions. In line with this issue, Taylor and
Todd (1995) defined a subjective norm as an antecedent
with the ability to influence consumers’ purchasing
intentions.

There have been many studies with results proving a
significant relationship between subjective norms and
intention to purchase in the service field (Riquelme et al.
2012; Byon et al. 2014; Weisberg et al. 2011; Husin et al.
2016). For example, Riquelme et al. (2012) investigated the
effect of subjective norms on the purchasing behavior of
people in Kuwait. They found that subjective norms had a
significant effect on intention to purchase. Byon et al.
(2014) examined the effect of subjective norms on inten-
tion to purchase among consumers of sport services. They
reported that subjective norms have a significant impact on
intention to purchase virtual online service. As for the
relationship with the intention to purchase Sharia insurance
products, the consumers who receive positive social pres-
sure from external parties are expected to perceive positive
subjective norms, thus increasing the intention to purchase
Sharia insurance. Therefore, the hypothesis formulated in
this study is:

H1 There is a positive association between subjective
norms and intention to purchase Sharia insurance service.

¥

Electronic word of mouth (eWOM)

Word of mouth (WOM) first refers to communication
among consumers assessing a product or service (Silver-
man 2001 and Sen and Lerman 2007). With the develop-
ment of Internet technology that connects each individual
online, word of mouth (WOM) has taken on a new role
with electronic word of mouth, commonly referred to as
eWOM (Chatterjee 2001; Davis and Khazanchi 2008).
Hennig-Thurau et al. (2004) defined eWOM as a positive
or negative statement about a product or company made by
customers using Internet media. Meanwhile, Chatterjee
(2001) and Fong and Burton (2008) discussed more details
in terms of the differences between eWOM and WOM.
They argued that eWOM is more effective than WOM due
to the ease of use and the width of range.

In the field of service, the effect of eWOM on subjective
norms cannot be ignored. The research conducted by
Jalilvand and Samiei (2012), Viglia et al. (2016), Ross-
mann et al. (2016) proved that eWOM has a positive effect
on subjective norms. For example, Jalilvand and Samiei
(2012) tested the effect of eWOM on 296 respondents from
an online community. According to the results, eWOM had
a positive and significant effect on subjective norms. Viglia
et al. (2016) also examined eWOM in hotel booking ser-
vices. The result showed that eWOM has a positive and
significant effect on subjective norms. Based on the above
findings, we suspect that there is a positive relationship
between subjective norms and eWOM in the purchasing of
Sharia insurance.

H2 There is a positive relationship between eWOM and
subjective norms in the purchasing of Sharia insurance
service.

Conventional media

Conventional media is media that existed before the
Internet era (Palmer and Koenig-Lewis 2009; Mortazavi
et al. 2014). Furthermore, Palmer and Koenig-Lewis
(2009) argued that despite the decline in conventional
media such as TV, radio, magazines, and newspapers, their
percentage is still quite high. The above study revealed
there is a decline in conventional media among citizens of
Europe, where online use is still below 50 percent. Husin
and Rahman (2013) confirmed that conventional media still
plays a strong role in the formation of subjective norms in
the service sector.

Many previous studies have tested the effects of con-
ventional media on subjective norms (Mafé et al. 2010;
Husin et al. 2016; and Feiz et al. 2013). For example, Mafé
et al. (2010) examined the effectiveness of TV programs
among citizens of Spain and Colombia. The result showed
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that TV programs have an effect on subjective norms. In
another study, Husin et al. (2016) investigated family life
insurance services in Malaysia. The result proved that
conventional media (TV, magazines, and newspapers) have
a positive and significant impact on subjective norms.

This study measured the impact of conventional media
on subjective norms to show whether conventional media
puts social pressure on consumers, which in turn affects the
intention to purchase. As such, we propose the following
hypothesis:

H3 There is a positive relationship between conventional
media and subjective norms among Sharia insurance
customers.

Methodology
Sample

The research sample consisted of Muslims aged
25-55 years’ old who are Sharia insurance policy holders
and belong to online communities. A total of 600 ques-
tionnaires were distributed to the respondents in the three
largest cities in Indonesia: Jakarta, Semarang, and Sur-
abaya. A total of 555 questionnaires were returned, but
only 458 of them could be used for the analysis, so the
response rate obtained was 76.3 percent. This is considered
an excellent response rate according to the standard of
Babbie (2007).

Questionnaire development

We developed the questionnaires in two parts; the first
section comprised questions to gather demographic infor-
mation about the respondents, such as: gender, age, and
occupation. The second part consisted of a number of
statements to measure the characteristics of respondents for
each variable of the study. We used a 9-point scale for this
purpose, starting from the responses of strongly disagree
(1) to strongly agree (9). Furthermore, we used structural
equation modeling (SEM) for the analysis of the research
data.

The measurement items for the constructs of eWOM and
conventional media, respectively, referred to the research
results of Jalilvand and Samiei (2012) and Husin et al.
(2016). Meanwhile, for the constructs of subjective norms
and intention to purchase, we referred to Byon et al. (2014)
and Husin and Rahman (2013). We made the necessary
modifications to the measurement items to better corre-
spond to the study of the intention to purchase Sharia
insurance. We also conducted a pre-test in advance to
avoid any misinterpretation of statements on each

measurement item and to ensure the fulfillment of face
validity. Minor adjustments were carried out based on the
feedback we received so that the questionnaires were easy
to complete.

Validity and reliability

We used confirmatory factor analysis (CFA) to establish
convergent validity, discriminant validity, and reliability.
Convergent validity indicates the extent to which indicators
of a specific construct converge or share a high proportion
of variance in common. To ensure the fulfillment of con-
vergent validity, the standardized loading estimates should
be 0.5 or higher, and ideally 0.7 or higher. In addition, all
factor loadings should be statistically significant (Hair et al.
2014).

Reliability explains the internal consistency of mea-
surement items in the measure of each latent construct. The
statistics of Cronbach’s alpha, composite reliability (CR),
and the average variance extracted (AVE) can be used to
evaluate the reliability (Cronbach 1951). Each latent con-
struct must have at least Cronbach’s o and CR statistics of
0.7 or higher and an AVE of 0.5 or higher (Hair et al.
2014).

Meanwhile, a construct that fulfills the discriminant
validity is totally different from other constructs when the
indicators do not show high intercorrelations with the other
indicators that measure different constructs. To evaluate
the discriminant validity, we compared the AVE of any
two constructs with the square of the correlation estimate
between these two constructs. The AVE should be greater
than the squared correlation estimate (Hair et al. 2014).

Results

Demographic information and respondent
characteristics

According to the results of the census conducted in
Indonesia in 2010, the demographic information obtained
shows that out of 237,641,326 residents, 87 percent are
Muslims (BPS 2010). Meanwhile, Christianity ranks sec-
ond. Although Christianity is the second largest religion in
Indonesia, Christians are a minority in Indonesia making
up about 10 percent of the Indonesian population with
around 23.7 million people. The remaining Indonesians are
1.69 percent Hindu, 0.72 percent Buddhist, and 0.05 per-
cent Confucian, with rest following other religions. As
many as 70 percent of Indonesians live on Java Island,
spread across cities such as Surabaya, Semarang, and
Jakarta (BPS 2010).
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A total of 53 percent of the respondents were women. Of
the total sample, 29 percent of the respondents were aged
25-30 years old, 24 percent were aged 31-35 years old, 21
percent were aged 36—40 years old, 11 percent were aged
41-45 years old, 9 percent were aged 4650 years old, and
the remaining 6 percent were aged 51-55 years old. By
status, 26 percent of them were single, 67 percent were
married, and the remaining 7 percent were widow/wid-
owers. By occupation, 25 percent worked for the govern-
ment, 58 percent worked in the private sector, and the
remaining 17 percent had their own businesses. Seventy-
eight percent of them had been active in online commu-
nities for more than 3 years and were active for periods
ranging from 1 to 3 years (Fig. 1).

The analysis results have shown that all indicators
measuring each latent construct have a loading factor of
> 0.7, and all of them are significant at the 1 percent level.
This means that convergent validity has been met. From
Table 1, it can be seen that all unobserved variables in this
study are reliable for the three reliability measurements.
Table 1 shows that there are no squares of the correlation
estimate between two constructs which are greater than the
two constructs’ AVE. Thus, discriminant validity has been
met.

To measure the absolute fit of the model, we used
normed ;(2 (NC), goodness fit index (GFI), adjusted
goodness fit index (AGFI), and root mean square error
approximation (RMSEA) in addition to the > value and
the associated degrees of freedom (df). As for the size of
the fit incremental, we used the Tucker-Lewis Index (TLI),
comparative fit index (CFI), and normed fit index (NFI).
NC should be smaller than 3 and ideally smaller than 2.
GFI, AGFI, TLI, CFI, and NFI must be > 0.9, while
RMSEA should be smaller than 0.08. From Fig. 2, it can be
seen that all index values indicate that the models are a
very good fit although the p value of %> resulted in a
moderate level, which is smaller than 0.05 but greater than
0.01. Meanwhile, the Hoelter index is intended to estimate
the sample size that is sufficient to result in an appropriate
fit model for y* test (Hu and Bentler 1999). Because the
sample size of this study was 458 (< 472), the model of
this research is acceptable at the significance level of 0.01.

Intention to
Purchase

Subjective
Norm
Conventiona
Media
Fig. 1 The research model
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The squared multiple correlations (SMC) represent the
value of the proportion of variance that is explained by the
predictors of the variable in question. The SMC for eWOM
predictors and conventional media to subjective norms is
0.62. This means that 62 percent of the variance associated
with subjective norms is accounted for by its two predic-
tors. Figure 2 also shows that 37 percent of the variance of
intention to purchase can be explained when the construct
of subjective norms serves as the predictor.

Hypothesis test results of structural relations are pre-
sented in Table 2. In accordance with the expectations, all
relationships are statistically significant. The test results
indicate that subjective norms have a positive effect on
intention to purchase (ff = 0.53, R? = 0.37, p < 0.001) so
that H1 is accepted. Furthermore, subjective norms were
significantly determined by eWOM (ff = 0:27, p < 0.001)
and conventional media (f = 0:59, p < 0.001) with
R* = 0.67, so H2 and H3 are accepted.

Discussion

This study examined the effects of eWOM and conven-
tional media on subjective norms and the intention to
purchase Sharia insurance products. The results of this
study show that all the hypotheses (H1, H2, and H3) are
accepted. H1 examines the relationship between subjective
norms and interest in buying Sharia insurance. The results
show that the subjective norms had significant positive
effects on the intention to purchase Sharia insurance. This
is in line with the studies conducted by Byon et al. (2014)
and Husin and Rahman (2013), which revealed that sub-
jective norms have a close relationship with intention to
purchase in the field of service. Thus, subjective norms are
a very important variable influencing the intention to pur-
chase Sharia insurance. The more positive the subjective
norm, the stronger the customer’s intention to purchase
Sharia insurance products. This study provides strong
support suggesting that Sharia insurance companies should
pay greater attention to social pressure when they offer
their customers their products.

The research results also show the significant effect of
eWOM and conventional media on subjective norms. This
means that the respondents believed that the references of
online and conventional media have implications toward
the social pressure on consumers when deciding to make
Sharia insurance purchases. On the other hand, these
findings are also consistent with the results of previous
studies conducted by Jalilvand and Samiei (2012) and
Husin et al. (2016). These results provide a practical ref-
erence for insurance companies in developing marketing
strategies for Sharia insurance products.
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;:Erlfmliniletl?zziil(ilgyand Variables  No. of items  Composite reliability =~ Cronbach’s &« eWOM  CM SN ItP
eWOM 5 0.92 0.92 0.70
CM 4 0.90 0.90 0.58 0.69
SN 5 0.92 0.93 0.50 056 0.71
ItP 5 0.88 0.88 0.23 036 035 0.60

The main diagonals (the italicized parts) represent AVE, while the off-diagonals represent the square of the
correlation estimates between two constructs
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Fig. 2 The structural model of intention to purchase Sharia insurance marketing-standardized estimates

Table 2 Hypothesis testing results

Hypothesis Path Estimate Result

H1 SN — ItP 0.53%*%* Supported
H2 eWOM — SN 0.27%*%* Supported
H3 CM — SN 0.597%:%%* Supported
*%p < 0.001

Theoretical implications

This study contributes strongly to the body of knowledge
as it provides insight into the effects of eWOM, conven-
tional media, and subjective norms on customers’ intention
to purchase. No previous studies in the field of service have
investigated the effects of these two factors on subjective
norms and intention to purchase. In addition, by explaining
the effects of these factors in the consumer context, this
study does not only assist insurers in improving their
marketing programs, but it also provides new insights on
how to promote insurance services to specific customers,
such as Sharia insurance.

Practical implications

The practical implications of the study refer to the research
findings that subjective norms were shown to have a pos-
itive and significant effect on intention to purchase. In this
regard, Sharia insurance management should always
improve various aspects that can increase positive social
pressure through either eWOM or conventional media. The
first way is for marketers to concentrate on the things that
can increase positive impressions of customers, such as
providing high-quality online services, especially in the
process of claim handling and payments. Quality service
will form a positive image of Sharia insurance in the minds
of customers. Customers who have a positive experience
with Sharia insurance services will spread the positive
information about the experience of buying Sharia insur-
ance services. This is a means of spreading eWOM posi-
tively online to potential customers and other potential
customers. Online media are not limited by time and space,
making eWOM more effective, so it is very useful for
Sharia insurance companies in reaching potential buyers.
The second way is to reinvigorate advertising strategies in
the media, such as TV, radio, and newspapers because, in
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addition to eWOM, conventional media is one factor that is
also important in affecting customers’ intention to purchase
Sharia insurance services. Through both of these ways, in
the end, management of Sharia insurance companies
should no longer rely solely on the symbols of religion in
their promotional programs.

Limitations and future research

The limitation of this study was that we only considered the
effects of eWOM and conventional media on subjective
norms. Future studies could incorporate other factors that
influence subjective norms, such as electronic media.
Another limitation is that we focused only using samples of
customer who bought Sharia insurance in Indonesia.
Therefore, future research could consider other Muslim
countries, such as Malaysia and Brunei Darussalam.

Conclusions

It is clear that in promoting Islamic financial service
products, it is important to accentuate the aspects of Islam,
such as the product’s compliance with Sharia require-
ments. Moreover, the intended targets are Muslim con-
sumers. Nevertheless, the results of this study lead to the
conclusion that the marketing of Islamic financial service
products, particularly Sharia insurance products, should
not merely put forward the Islamic aspects. The marketing
effectiveness of these products should be supported by
putting social pressure on Muslim consumers, particularly
through eWOM and conventional media, so that the
interest in buying Sharia insurance products increases
significantly.

References

AASI, Indonesia Sharia Insurance Association. 2015. Sharia insur-
ance business data. AASI Report, www.aasi.or.id/main/data-
bisnis-2015. Accessed 21 Oct, 2016.

Ajzen, 1. 1988. Attitude, personality, and behavior. Chicago, IL: The
Dorsey Press.

Ajzen, 1. 1991. The theory of planned behavior. Organizational
Behavior and Human Decision Processes 50 (2): 179-211.
Amron, A., and U. Usman. 2016. Customer satisfaction in the
marketing of inland transit insurance service. International
Journal of Applied Business and Economic Research 14 (12):

8311-8321.

Amron, Usman, and A. Mursid. 2018. Buying decision in the
marketing of Sharia life insurance (evidence from Indonesia).
Journal of Islamic Marketing 9 (2): 370-383.

Babbie, E. 2007. The practice of social research. Belmont, CA:
Wadsworth.

¥

Billah, M.M. 1998. Islamic insurance: Its origin and development.
Arab Law Quarterly 13 (4): 386-422.

Boulanouar, Z., and F. Alqahtani. 2016. IPO underpricing in the
insurance industry and the effect of Sharia compliance. Inter-
national Journal of Islamic and Middle Eastern Finance and
Management 9 (3): 314-332.

BPS, Indonesia Central Bureau of Statistics. 2010. Nationality, etnis,
religion, and local language of Indonesian people. BPS Report,
www.bps.go.id/index.php/publikasi/719. Accessed 04 Oct 2016.

Byon, K.K., S. Lee, and T.A. Baker. 2014. A cross-cultural study of
purchase intention of sponsored products based on American and
Korean spectators of the 2010 FIFA World Cup South Africa.
Sport, Business and Management: An International Journal 4
(2): 158-1717.

Chatterjee, P. 2001. Online reviews: do consumers use them?
Advances in Consumer Research 28 (1): 129-133.

Cronbach, L.J. 1951. Coefficient alpha and the internal structure of
tests. Psychometrika 16 (3): 297-335.

Davis, A., and D. Khazanchi. 2008. An empirical study of online
word of mouth as a predictor for multi-product category
e-commerce sales. Electronic Markets 18 (2): 130-141.

Ernst & Young. 2011. The World Takaful Report 2011. Dubai: Ernst
& Young.

Feiz, D., M. Fakharyan, M.R. Jalilvand, and M. Hashemi. 2013.
Examining the effect of TV advertising appeals on brand
attitudes and advertising efforts in Iran. Journal of Islamic
Marketing 4 (1): 101-125.

Fishbein, M., and 1. Ajzen. 1975. Belief, attitude, intention and
behaviour: An introduction to theory and research. Reading,
MA: Addison-Wesley.

Fong, J., and S. Burton. 2008. A cross-cultural comparison of
electronic word-of-mouth and country-of-origin effects. Journal
of Business Research 61 (3): 233-242.

Abdullah, N.I. 2012. Analysis of demand for family takaful and life
insurance: A comparative study in Malaysia. Journal of Islamic
Economics, Banking and Finance 8 (4): 67-86.

Harrison, T.S., O.P. Onyia, and S.K. Tagg. 2014. Towards a universal
model of internet banking adoption: Initial conceptualization.
International Journal of Bank Marketing 32 (7): 647-687.

Hair Jr., J.F., W.C. Black, B.J. Babin, R.E. Anderson, and R. Tatham.
2014. Multivariate data analysis, 7th ed. Essex: Pearson
Education Ltd.

Hennig-Thurau, T., K.P. Gwinner, G. Walsh, and D.D. Gremler.
2004. Electronic word-of-mouth via consumer-opinion plat-
forms: what motivates consumers to articulate themselves on the
Internet? Journal of Interactive Marketing 18 (1): 38-52.

Hu, L.T., and P.M. Bentler. 1999. Cutoff criteria for fit indexes in
covariance structure analysis: Conventional criteria versus new
alternatives. Structural Equation Modeling: A Multidisciplinary
Journal 6 (1): 1-55.

Husin, M.M., N. Ismail, and A.A. Rahman. 2016. The roles of mass
media, word of mouth and subjective norm in family takaful
purchase intention. Journal of Islamic Marketing 7 (1): 59-73.

Husin, M.M., and A.A. Rahman. 2013. What drives consumers to
participate into family takaful schemes? A literature review.
Journal of Islamic Marketing 4 (3): 264-280.

Jalilvand, M.R., and N. Samiei. 2012. The impact of electronic word
of mouth on a tourism destination choice: Testing the theory of
planned behavior (TPB). Internet Research 22 (5): 591-612.

Khan, M.M.M., and M.I. Bhatti. 2008. Islamic banking and finance:
on its way to globalization. Managerial Finance 34 (10):
708-725.

Mafé, C.R., S.S. Blas, and J.F. Tavera-Mesias. 2010. A comparative
study of mobile messaging services acceptance to participate in
television programmes. Journal of Service Management 21 (1):
69-102.


http://www.aasi.or.id/main/data-bisnis-2015
http://www.aasi.or.id/main/data-bisnis-2015
http://www.bps.go.id/index.php/publikasi/719

The role of electronic word of mouth, conventional media, and subjective norms on the... 225

Mortazavi, M., M.R. Esfidani, and A.S. Barzoki. 2014. Influencing
VSN users’ purchase intentions. Journal of Research in Inter-
active Marketing 8 (2): 102-123.

Olson, D., and T.A. Zoubi. 2008. Using accounting ratios to
distinguish between Islamic and conventional banks in the
GCC region. The International Journal of Accounting 43 (1):
45-65.

Palmer, A., and N. Koenig-Lewis. 2009. An experiential, social
network-based approach to direct marketing. Direct Marketing:
An International Journal 3 (3): 162-176.

Riquelme, H.E., EIM.S. Abbas, and R.E. Rios. 2012. Intention to
purchase fake products in an Islamic country. Education,
Business and Society: Contemporary Middle Eastern Issues 5
(1): 6-22.

Rossmann, A., K.R. Ranjan, and P. Sugathan. 2016. Drivers of user
engagement in eWoM communication. Journal of Services
Marketing 30 (5): 541-553.

Salman, L. 2013. Shariah juristical effect of gharar in predetermining
takaful contribution. International Journal of Education and
Research 1 (2): 1-12.

Sen, S., and D. Lerman. 2007. Why are you telling me this? An
examination into negative consumer reviews on the web. Journal
of Interactive Marketing 21 (4): 76-94.

Silverman, G. 2001. The secrets of word-of-mouth marketing: How to
trigger exponential sales through runaway word-of-mouth. New
York, NY: Amacom Books.

Taylor, S., and P. Todd. 1995. Decomposition and crossover effects in
the theory of planned behaviour: A study of consumer adoption
intentions. International Journal of Research in Marketing 12
(2): 137-155.

Viglia, G., R. Minazzi, and D. Buhalis. 2016. The influence of
e-word-of-mouth on hotel occupancy rate. International Journal
of Contemporary Hospitality Management 28 (9): 2035-2051.

Weisberg, J., D. Te’eni, and L. Arman. 2011. Past purchase and
intention to purchase in e-commerce: The mediation of social
presence and trust. Internet Research 21 (1): 82-96.

Amron Amron is an Associate Professor at Dian Nuswantoro
University, Indonesia. His focus of research is in the field of
marketing Management, including consumer behavior, service, and
insurance. His journals have been published in international journals
such as the Journal of Islamic Marketing (Scopus Indexed), and
Advance Science Letters (Scopus Indexed).

Usman Usman has a Master’s Degree in Industrial Management at
ITB. He is a lecturer in Management Department of Dian Nuswantoro
University, Semarang. He expertises in Islamic Industrial Manage-
ment. His journals have been published in international journals such
as the International Journal of Applied Business and Economic
Research (Scopus Indexed).

Ali Mursid is a PhD Candidate in Department of Business
Administration majoring in service marketing, National Dong Hwa
University, Taiwan. He has participated in international conference
and published some articles in reputable journals. Currently, his
research interest focuses on service marketing, tourism, Islamic
marketing, and halal tourism.



	The role of electronic word of mouth, conventional media, and subjective norms on the intention to purchase Sharia insurance services
	Abstract
	Introduction
	Literature review
	Sharia insurance
	Consumers’ intentions to purchase and subjective norms
	Subjective norms
	Electronic word of mouth (eWOM)
	Conventional media

	Methodology
	Sample
	Questionnaire development
	Validity and reliability

	Results
	Demographic information and respondent characteristics

	Discussion
	Theoretical implications
	Practical implications
	Limitations and future research

	Conclusions
	References


