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Abstract. This paper examines the ethical behaviour of Malaysian tākāful agents 

through extensive exploration of several studies on ethical practices in the tākāful 

industry. The ethical behaviour of the tākāful agent contributes to inevitable 

consequences in the agent's efforts to attract participants to join tākāful schemes. 

These positive or negative consequences affect both participants and tākāful 

businesses. Despite the abundance of research on tākāful agents, research that 

applies the systematic literature review (SLR) method on the ethical behaviour of 

the tākāfultākāful agent is rarely available; therefore, this gap needs to be filled. 

The purpose of this study is to examine the ethical behaviour at work of the 

tākāful agent. Journal articles related to the ethical behaviour of tākāful agents 

were analyzed by applying the systematic literature review (SLR) method, which 

was guided by PRISMA (Preferred Reporting Items for Systematic Review). Five 

themes were identified based on the results of the SLR, namely Islamic 

Relationship Marketing (IRM), sales ethics, tākāful participants' trust, agent role, 

and agent performance. The results of this study indicate that the ethical behaviour 

of tākāful agents can be further identified by involving the tākāful company and 

tākāful participants. The results suggest that tākāful agents should educate 

themselves by improving their tākāful product knowledge and communication 

skills, as Muslim customers considering tākāful policies are strongly influenced 

by how tākāful agents promote tākāful policies or products. It is recommended 

that future research highlight the bidirectional relationship between tākāful agents' 

ethical behaviour toward tākāful businesses and participants. To achieve this, 

tākāful companies or the Malaysia tākāful Association (MTA) should play an 

important role by conducting in-depth interview sessions or obtaining feedback 

from tākāful agents. 
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1. Introduction 

Over the past 30 years, Malaysia has created 

a resilient and resolute Islamic finance 

industry (IFI) with a stable foundation based 

on rules and regulations. Malaysia's Islamic 

financial industry is among the best in the 

world in terms of the number of Islamic 

financial institutions (IFIs), profitability, 

resilience and regulatory system. Even during 

the recent financial crisis, Islamic equity 

indices (specifically Takaful) had 

outperformed conventional insurance 

companies due to their different structural 

configurations and mechanisms (Hassan and 

Marimuthu, 2018). Despite the competitive 

challenges, Malaysian Takaful companies 

have experienced an admirable financial 

performance by recording a compounded 

annual growth rate of 6% from 2012 to 2017 

(Eldaia, Hanefah & Marzuki, 2022). 

     Malaysian takaful companies tend to 

appoint certified agents as their 

representatives for handling matters with 

takaful participants. Therefore, the 

responsibility to promote takaful products has 

shifted entirely to takaful agents (Salleh et al., 

2012). Besides possessing sufficient 

knowledge on takaful products, these agents 

also act as a conduit between takaful 

companies and takaful participants, which is 

crucial since they must be committed, 

trustworthy and honest when executing their 

tasks. The interaction between takaful agents 

and their participants will determine the 

agent‘s behaviour. By observing these 

interactions, the ethical behaviour of agents 

can be evaluated. It is important to observe 

their ethical behaviour as work ethics play a 

crucial role, especially in sales. Good 

company performance depends on the ethical 

behaviour of takaful agents when they are 

dealing with takaful participants (Aziz et al., 

2018). In addition, these agents are also 

responsible to their principal company in 

conducting the risk selection process (Segar, 

2009). Takaful agents must be honest, 

prudent and thorough in carrying out their 

tasks. When communicating with takaful 

participants, they must act with utmost 

professional decorum as they represent the 

takaful companies. Takaful agents should 

have a very good attitude in order to maintain 

a good relationship with their participants, 

who are the takaful company‘s most 

profitable asset. The pressure of competition 

between takaful companies in attracting 

consumers or takaful participants has created 

the motivation for takaful companies to 

compete, especially in the context of building 

strong relationships with takaful participants 

(Salleh, 2014). Takaful companies will have 

greater advantage in terms of a stable 

competition if the agents are able to create 

long-term relationships with the participants. 

Hence, takaful companies will be able to 

increase their sales performance, as well as 

boost takaful participants‘ trust and 

commitment, while simultaneously retaining 

them (Salleh, 2014).   

     Ethics is an important issue in an 

organisation. This is especially crucial for 

organisations that deal with financial services 

(Dunfee and Gunther, 1999). ‗Ethics‘ 

originated from the Greek word "ethos'', 

which refers to values and attitudes. It also 

indicates a person's character or social stature 

(Garner, 1984). The word ethics refers to 

customs, manners, social justice and moral 

values practised by a society. According to 

Velasques (2014), ethics refers to a discipline 

that examines the moral standards of an 

individual or society in order to evaluate their 

propriety and its implication on a person‘s 

life. From an Islamic perspective, the word 

ethics refers to behaviour that leads to 

manners, traits and actions performed by 

certain individuals to achieve a high quality 

of life (Aldulaimi, 2016). Suahib (2009) 

argued that Islamic ethics includes doing the 

right thing and avoiding what is wrong and 

therefore, it is not only limited to business 

transactions but covers every aspect of human 

life. Accordingly, work ethics is the 

application of moral principles to an 

individual‘s behaviour within an organisation 

(Alhyasat, 2012). Thus, Islamic work ethics 
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refers to the collection of moral principles 

that governs and directs the employee‘s 

behaviour and attitude in the work place 

based on the teachings of the Qur‘an and 

Prophet Muhammad‘s message and lifestyle 

(Mohammad, Quoquab and Omar, 2016).  

     As the company‘s representative, agents 

are the most accessible entity to consumers 

(Crosby et al., 1990). Takaful agents in the 

takaful industry will always deal with 

consumers as the representative of the takaful 

companies. Takaful agents are not only 

assigned to sell takaful products but also offer 

takaful services (Daud, Ahmad & Junoh, 

2021). Agents are responsible for assisting 

their customers in all situations related to 

their financial well-being and to propagate 

knowledge about takaful products to Muslims 

and non-Muslims (Shukor, 2020). According 

to a systematic review conducted between 

2011 and 2021, 33% of studies on ethical 

behaviour were related to the Takaful 

environment (Wan Mohd Zawawi, Fauzillah 

Salleh & Md Fadzil, 2022). Thus, if takaful 

agents commit any unethical behaviour, they 

may certainly lose their consumers‘ trust. As 

a result, consumers will be dissatisfied with 

the services provided by them. Although 

takaful companies have laid down guidelines 

and a code of ethics for agents, there are 

circumstances that can cause agents to act 

unethically (Lagace, 1991).  

1.1 Research gap - existing studies 

related to takaful agents’ work ethics 

behaviour  

Takaful agents‘ behaviour have been studied 

by previous researchers. Makki and Faleel 

(2021) found that there is a significant 

positive correlation between takaful agents‘ 

ethical behaviour and customers‘ satisfaction 

with takaful. In other words, if takaful agents 

exhibit good ethical behaviour, the takaful 

customers will be satisfied. Aziz et al., (2018) 

had examined the factors that influenced 

ethical behaviour among agents and found 

two influential factors, namely the ethical 

sales climate and competitors‘ intensity, that 

strongly influence ethical problems among 

takaful agents.  Meanwhile, Cheng et al., 

(2014) said that age, work experience and 

organisation‘s location (rural area) do 

significantly encourage unethical behaviour 

among salespeople. Although these two 

studies found that different factors affect the 

work ethics of takaful agents, the unethical 

behaviour also negatively affected the takaful 

company‘s performance. This is because 

takaful operators greatly depend on agents to 

develop customers' confidence in takaful 

products (Hamid et al., 2012). Meanwhile, 

Aziza, Abdullah and Hasnizam (2016) found 

that takaful agents‘ ethical behaviour is very 

focused on the takaful company‘s 

performance because it reflects the 

motivation, productivity and commitment of 

the takaful salesperson. Conversely, Hamid et 

al., (2012) found that initiating structure, 

consideration, representation and 

persuasiveness have a positive effect on the 

performance of the Takaful industry.  

     Some previous studies had included 

takaful participants‘ level of satisfaction 

when dealing with takaful agents, and takaful 

agents‘ work satisfaction as factors that 

influence takaful agents‘  ethical behaviour. 

Although numerous studies have focused on 

the behaviour of takaful agents, there is still a 

lack of studies that have specifically focused 

or systematically reviewed existing studies. 

Findings of previous studies are diverse and 

this makes it difficult to comprehend them. 

Hence, due to this diverse nature, it is 

difficult to conduct a SLR. SLR-based 

research on studies pertaining to takaful 

agents‘ behaviours are scarce accessible and 

hence, the gap should be filled. 

     This study is convinced that there is a 

need for SLR-based studies related to takaful 

agents‘ work ethics behaviour. SLR is a 

process of discussing and reporting a review 

on articles using techniques and steps, such as 

formulating the research problem, developing 

and validating the review protocol, searching 

the literature, screening for inclusions, 
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assessing quality, extracting data, analysing 

and synthesising data as well as reporting the 

findings (Xiao and Watson, 2017). In 

addition, SLR also aims to critically identify, 

evaluate and analyse previous research. Apart 

from that, this method also allows researchers 

to identify and evaluate themes that they need 

in their studies. Moreover, SLRs have been 

developed to synthesise research findings in a 

systematic, transparent and reproducible way 

and it has been referred to as the gold 

standard among reviews (Davis et al., 2014). 

     The review in this study is guided by the 

central research question, what is the work 

ethics behaviour among takaful agents? This 

study aimed to fill the gap by systematically 

reviewing previous related studies to gain a 

better understanding of ethical behaviour 

among takaful agents in Malaysia . 

1. Methodology 

2.1 Publication standard 

The SLR developed in this study was guided 

by Preferred Reporting Items for Systematic 

Reviews (PRISMA) Standards. According to 

Sierra-Correa and Kintz (2015), the adopted 

of PRISMA has three main advantages, 

namely it enables researchers to clearly 

define research questions, determine the 

inclusion or exclusion of required criteria and 

aid in searching for larger and better 

databases in a given time. Moreover, 

PRISMA can summarise article reports from 

SLR and recapitulate them in PRISMA 

diagrams. Researchers often use PRISMA as 

a guide to precisely justify SLR reports. In 

addition, PRISMA centralises the techniques 

to ensure that the SLR can be written clearly 

and comprehensively (Liberati et al., 2009). 

PRISMA is also able to examine large 

databases in a given time when conducting a 

SLR. The given time is set to enable the 

search for concise concepts, especially 

concepts that are related to the work ethics 

behaviour of takaful agents in this study. 

     This study started the SLR process by 

identifying the study‘s objectives. Research 

questions were developed and techniques 

from PRISMA were applied in the search for 

articles, which were then identified, refined 

and certified. The three processes are 

described in detail in the subtopic on 

systematic search systems . 

     Evaluation of an article‘s quality is the 

next stage in PRISMA, where the chosen 

articles were evaluated by a group of authors. 

The quality assessment process was intended 

to ensure that the chosen articles are truly 

distinctive, worthy and can be well analysed. 

Lastly, this process will explain how data 

were obtained, extracted and analysed.  

2.2 Developing research questions 

Developing research questions for the SLR 

was based on PICo (Population OR Problem; 

Interest; Context) (Lockwood et al., 2015). 

PICo is a tool for developing research 

questions based on three keywords, which are 

Population, phenomenon of Interest and 

Context. Based on these three keywords, its 

relevance to this study is Takaful Agents 

(Population), knowledge about work ethics 

behaviour (phenomena of Interest) and the 

Malaysian context (Context). Based on these 

three important points, the research question 

developed was, what is the work ethics 

behaviour exhibited by takaful agents in 

Malaysia? 

2.3 Systematic searching strategies 

Systematic searching requires three main 

processes, as in identification, screening and 

eligibility. These processes are clearly 

explained in Figure 1 below. 
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Figure 1 Prisma Diagram  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Adapted from Moher et al., (2009) 

     A total of 112 articles related to work 

ethic behaviour of Malaysian takaful agents 

were identified. After discarding duplicate 

articles, 108 articles were screened, and 80 

were excluded. After all the exclusions, 14 

articles met the included criteria for this 

systematic literature review (SLR). 

2.3.1 Identification 

The identification process diversifies or 

multiplies the keywords in a study. As for 

this study, the identification process was used 

to search for keywords related to the desired 

ethical behaviour of takaful agents. The 

search process employing Google Scholar 

and Dimensions databases relied on phrase 

searching and the Boolean operator (OR, 

AND) functions as well as, whenever 

appropriate, the combination of keywords 

such as ―ethics‖, ―behaviour‖, ―takaful agent‖ 

and ―takaful industry‖. At this stage, this 

study searched for the synonyms and related 

terms of the main keywords through 

thesaurus online, encyclopaedias, keywords 

used by previous research and keywords 

suggested by the databases. Google Scholar 
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was chosen as the main database for several 

reasons namely because it provides more than 

389 million documents for reviewing, more 

documents related to the social sciences arts 

and humanities, as well as diverse types of 

publications, such as conference proceedings, 

books, theses, chapters in a book and 

unpublished materials (Gusenbauer & 

Haddaway, 2020; Martin-Martin et al., 2018; 

Halevi et al., 2017). Whereas the Dimensions 

database was used as a supporting database 

because of its wide coverage and for 

discovering an appropriate or most relevant 

articles based on indexing, which is similar to 

the approach by Google Scholar (Bode et al., 

2018). This database has records of more than 

89 million publication and more than 50,000 

journals. 

     Next, the study formed a search string 

based on improved keywords and repeating 

the search functions, such as the Boolean 

Operator and phrase search, in the two 

selected databases (Google Scholar and 

Dimensions). The study chose these two 

databases as they contain articles related to 

takaful agents published within a 10-year 

period. These databases also have a large 

number of articles related to the research 

topic (Halevi et al., 2017), which prompted 

the study to use them. Searching for articles 

in these databases was carried out in August 

2020. The full search string involving the 

databases is shown in Table I below. 

Table (1) Search string 

 

Databases Search string 

Total number of 

Publications 

Date of 

Acquisition 
Google 

Scholar 

((ethic OR ethos OR standard OR honesty OR 

integrity) (behaviour OR action OR ethics OR 

attitude OR conduct) ("takaful agent" OR 

"takaful broker" OR "takaful salesperson" 

OR "takaful promoter" OR "takaful 

representative") ("takaful" OR "islamic 

coverage" OR "takaful industry")) 

68 20/8/2020 

Dimensions  ((ethic OR ethos OR standard OR honesty OR 

integrity) (behaviour OR action OR ethics OR 

attitude OR conduct) ("takaful agent" OR 

"takaful broker" OR "takaful salesperson" 

OR "takaful promoter" OR "takaful 

representative") ("takaful" OR "islamic 

coverage" OR "takaful industry")) 

44 20/8/2020 

Source: Authors‘ Own 

The search process resulted in 112 articles, 

but four redundant articles were discarded, 

leaving 108 articles for the next screening 

process. 

2.3.2 Screening 

The study next carried out the screening 

process involving the 108 articles via the 

identification process. The screening process 

helps to establish criteria for selecting 

suitable articles to be used in the systematic 

literature review (SLR). Okoli (2015) stated 

that it is almost impossible for researchers to 

evaluate all the articles in the entire timeline 

and suggested that a time range should to be 

set. This study had selected a publication 

timeline of 10 years (2010-2020) for the 

review. The reason for limiting the timeline 

from 2010 to 2020 was because more articles 

related to the ethical behaviour of takaful 

agents were published after 2010. Besides, 

this study was also confident that the articles 

published within the 10-year period were 

more relevant. Furthermore, based on the 
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recommendations by Kitchenham and 

Charters (2007), this study had reviewed 

article journals that were published either in 

English or Bahasa Malaysia. Drawing on 

these criteria, articles beyond the 10-year 

period, those not written in English Language 

or Bahasa Malaysia, books, chapters in books 

and articles that were not a thesis or 

dissertation were excluded from the 

evaluation. Besides that, only studies related 

to the work ethics behaviour of takaful agents 

conducted in Malaysia were selected because 

this criterion was in line with the objective of 

the review. Malaysia was chosen because of 

its continuous development in Islamic 

financial services and it aims to become the 

leading global Islamic financial hub (Hassan 

& Salman, 2017). The Malaysian takaful 

industry has also been expanding in the last 

few decades (Abu Hussin et al., 2014) with 

fifteen takaful companies, both general and 

family takaful, currently operating in the 

Malaysian market (Arshad and Irijanto; 

Mohamed et al., 2020). 

     Out of the 108 articles that were selected 

through the screening process, 80 articles 

were discarded as they did not fit the 

inclusion criteria, leaving 28 articles for the 

next process, namely the eligibility process. 

The screening process is summarised in Table 

II below.  

 
 

Table (2) The inclusion and exclusion criteria 

Criterion Eligibility Exclusion 
Literature type   Indexed Journal (research articles), 

proceeding 

Non indexed journals, Systematic 

literature review journals, chapter in book, 

thesis or dissertation, cannot be accessed. 

Language English, Bahasa Malaysia  Non-English  

Timeline  Between 2010-2020  <2010 

Region  Malaysia Non-Malaysian 

Source: Authors‘ Own 

2.3.3 Eligibility 

Eligibility is the third step after the screening 

process. At this stage, the 28 articles from the 

screening process were analysed yet again to 

ensure they fit the criteria established by the 

study. At this stage, the study ensured that the 

title, abstract and details of the article were 

analysed and verified one-by-one so that it fit 

the criteria. During this process, 14 articles 

were discarded as the titles and abstracts were 

inconsistent with the established criteria, not 

belonging to the social science field and the 

details were irrelevant to takaful agents. 

Therefore, only 14 articles remained for the 

quality appraisal process.  

2.4 Quality appraisal 

The quality appraisal process was executed 

antecedent to articles being fully analysed. 

This process is crucial as the study must 

thoroughly evaluate the quality of each article 

by applying a qualitative analysis, which uses 

assessment tools, scales and checklists, such 

as the Mixed Method Appraisal Tool 

(MMAT). MMAT appraises the most 

common types of research methodologies and 

design (Hong et al., 2018), provides a 

comprehensive and complete understanding 

of a phenomenon as well as the development 

and testing of instruments (Bryman, 2006). 

This method was applied by appointing a 

group of authors in this study to evaluate the 

quality of the articles that were analysed.  

     Quantitative and qualitative data were 

analysed simultaneously according to the 

developed themes based on the findings of 

each article. The process of identifying the 

themes will be explained in detail in the data 

extraction and analysis section. The authors 

also identified the articles‘ findings that were 

based on quantitative and qualitative methods 

and how the methodological phases, 

analytical results and data were integrated. 
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The qualitative method is related to data 

collection methods, including data sources 

(archives, documents, in-depth interviews 

and/or group interviews, observations). 

Meanwhile, the quantitative method is related 

to indicators of appropriate measurements, 

including the clearly defined and accurately 

measured variables.  

     The authors were assigned to assess the 

quality of the selected articles based on the 

clarity surrounding the research questions, 

confidence in assessing the research question, 

sampling and data collection methods, and 

suitability of the statistical analysis for 

achieving the objectives of the study. The 

authors also examined how data in the 

articles were interpreted, as well as the 

presentation of results, discussion and 

conclusion. The quality was determined 

based on the MMAT guidelines with 20% for 

low, 50% for average, 75% for above average 

and 100% for high quality articles. At this 

stage, the main author and co-author must 

achieve a mutual understanding about the 

quality of the articles. The authors focused on 

the methodology of the study to determine 

the article‘s quality (low, average, above 

average or high). Any disagreement was 

discussed between authors before deciding on 

the inclusion or exclusion of the reviewed 

articles. This process had ranked all the 14 

articles as being of high quality because they 

met the methodology quality criteria. 

According to Hong et al., (2018), MMAT 

enables the evaluation of a methodology and 

normal study design. 

2.5 Data extraction and analysis 

A data extraction process involves the 

extraction of data from the selected articles 

based on the research questions developed by 

the researchers. This research applies a 

synthesis of qualitative, quantitative and 

mixed methods. According to Whittemore 

and Knafl (2005), the best methods for 

analysing integrative data are qualitative or 

mixed methods. These two methods enable 

researchers to compare data repetitively. 

     This current study used a thematic 

analysis to construct specific themes based on 

the articles that were eventually analysed. A 

thematic analysis is the most suitable analysis 

for synthesizing studies that adopt diverse 

research designs (Flemming et al., 2019). 

Thematic analysis aims to identify, analyse 

and explain the themes and categories based 

on the collected data (Braun & Clarke, 2006). 

Patterns have to be identified based on the 

extracted data when generating themes. This 

study developed themes by noting any 

similarities or relationships between the 

extracted data. 12 categories were used to 

perform the process, which comprised 

Islamic ethical behaviour, marketing, 

competition, pressure, good relationship, trust, 

services, knowledge, product, target, 

motivation and good skill. The said process 

had generated five themes, namely Islamic 

Relationship Management (IRM), sales ethics, 

takaful participant‘s trust, agent‘s role and 

agent‘s performance. The categories and 

themes were re-examined to ensure its 

accuracy and suitability to the study‘s 

research questions. The study discussed and 

identified the articles that were fit to be 

classified together and then put in the same 

group. After achieving a mutual 

understanding, the themes were then 

developed. The main author and co-author 

had agreed that five themes were acceptable 

for the analysis process in this research. 

2. Findings 

3.1 Background of the selected articles 

According to the systematic analysis, the 

study obtained 14 articles for analysis. Based 

on the thematic analysis, five themes were 

identified, namely marketing relations 

(Islamic Relationship Marketing), sales ethics, 

takaful participant‘s trust, agent‘s role and 

agent‘s performance. All the 14 articles 

analysed involved studies carried out in 

Malaysia, with one each published in 2012, 

2013, and 2019, four in 2014, as well as two 
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each in 2016, 2017, and 2018. However, 

there was one article with a non-specified 

date of publication.  

3.2 Islamic Relationship Management  

(IRM) 

The topic on marketing relations in the 

takaful industry identified four articles. Salleh 

et al., (2013) had listed seven elements 

related to Islamic ethical behaviour. Most 

importantly, takaful agents should grasp and 

practice these seven elements, namely 

honesty and trust, responsibility, keeping 

promises, preserving good rapport and 

relationship with participants, providing 

suitable takaful advice related to participant‘s 

needs, ready to guide takaful participants to 

solve their problems and lastly, convey 

honest and true information regarding takaful 

products. Takaful participants‘ trust towards 

takaful agents will increase when agents 

practice Islamic ethical behaviour (Salleh & 

Abdullah, 2014). This is because the study of 

IRM practices among takaful agents has a 

significant influence on participants‘ 

satisfaction (Yusof et al., 2019). Furthermore, 

Salleh (2016) found that IRM has a positive 

effect on the satisfaction, trust and ongoing 

commitment of takaful participants. Besides, 

external relationship marketing, which 

includes the relationship between agents and 

participants, is crucial to retaining or 

withdrawing of takaful participants (Yusoff, 

2018). In the context of representing external 

relationship marketing, takaful agents are the 

relationship marketer who deal with people 

outside the organisation. Therefore, agents 

are advised to maintain a personal 

relationship with their clients and 

simultaneously provide their clients with 

good facilities, efficient services and 

sufficient financial benefits (Salleh, 2014). 

     Hence, takaful agents should practice 

Islamic relationship marketing that can 

ultimately influence customer satisfaction and 

retention (Salleh, 2014). A better 

understanding of Shariah has a positive 

impact on customer satisfaction in the 

Takaful industry by improving the quality of 

service and relationship. Akhter, Jamil and 

Fam (2021) found that a better understanding 

of Shariah has a positive impact on customer 

satisfaction in the Takaful industry by 

improving the quality of service and 

relationship. In addition, it was also found 

that customer satisfaction partially mediates 

customers‘ switching intentions between 

service quality and relationship quality. 

3.3 Sales ethics 

An ethical sales climate and an intense 

competition have been found to have a 

positive relationship with takaful agents‘ 

ethical behaviour. This positive relationship 

means that the competitive takaful industry 

influences the ethical behaviour of takaful 

agents because agents must maintain a good 

relationship with takaful participants for 

long-term profits. A positive ethical sales 

climate shows that takaful agents are working 

ethically (Aziz et al., 2018). Despite agents 

feeling pressured to promote and sell takaful 

products, participants‘ major needs must not 

be taken lightly (Aziz et al., 2017). 

3.4 Takaful participant’s trust 

To ensure takaful participants are ready to 

receive information regarding takaful plans, 

takaful agents must build the foundation of 

trust in the participants. Kamarubahrin and 

Abdul Shukor (2016) found two factors that 

contribute to a feeling of trust in takaful 

participants, namely the agent and the takaful 

operator. Takaful agents must establish and 

continue to nurture good and strong 

relationships with their prospective 

participants. Besides that, Yusof et al., (2019) 

found that takaful participants‘ trust depends 

on the behaviour of takaful agents. Agents 

should be able to practice Syariah compliant 

behaviour when dealing with takaful 

participants. Clearly, it is compulsory for the 

element of trust to be present in the 

relationship between an agent and the 

participant, ensuring a longer and better 

relationship with each other.  
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3.5 Takaful Agent’s role 

Three qualitative studies had shifted their 

focus towards examining the role and 

responsibility of takaful agents. Samsuri and 

Jamal (2017) emphasised that takaful agents 

must foster the public‘s understanding of 

takaful products. Prior to that, the agents 

themselves must fully comprehend the 

product‘s details and takaful protection plans. 

Salleh et al., (2012) also stated that takaful 

agents play a pivotal role as the takaful 

company‘s representative responsible for 

promoting takaful products. The role of 

takaful agents in the Islamic context is not 

only confined to selling takaful products but 

also disseminating and promoting takaful 

objectives to the public. Therefore, it is clear 

that takaful agents play an important role in 

catering for public understanding and 

curiosity regarding takaful products. In order 

to attract prospective participants, takaful 

agents must apply various techniques to 

approach their targets. For example, agents 

can use the internet and social media to 

advertise their services despite certain issues 

present in the bits of disseminated 

information (Amin and Hamid, 2014).  

3.6 Takaful Agent’s performance 

Hamid et al., (2012) studied leadership 

behaviour among takaful agents and its effect 

on the performance of the Malaysian takaful 

industry, while Muhamat et al., (2018) 

studied the influence of elements, such as 

agent recruitment, performance of takaful 

agencies, as well as branding and sales 

activity on takaful agents‘ performance. The 

four factors that have a positive influence on 

a takaful agent‘s leadership behaviour are 

initiating structure, consideration, 

representation and persuasiveness. These four 

factors influence the performance of takaful 

agents (Hamid et al., 2012). However, 

Muhamat et al., (2018) summarised that the 

retention of agents and sales activities are 

factors that have significant influence. Good 

teamwork produces good sales. Therefore, 

agents must promote their products to at least 

10 participants every day (Muhamat et al., 

2018). 

     The summary of findings is listed in Table 

III and discussed in detail in Section 4. 

Table (3) Summary of findings 

 

Title of Article Authors Results 
Determinants of 

agents’ performance: 

A Case Study of 

AmMetlife Malaysia 

Berhad. 

Muhamat et al., 

(2018) 
● Sales activities and the retention of agents determine the 

performance of takaful companies. 

● Good teamwork will result in good sales. 

● Agents must be able to promote the products to at least 10 

participants per day. 

● Most agents are afraid and worried if participants reject 

them. Despite this predicament, there are many agents who 

have succeeded in convincing participants to join takaful 

schemes. 

 

Developing a model 

for measuring 

Islamic Relationship 

Marketing (IRM) 

practices among 

Takaful agents 

Salleh and 

Abdullah (2014) 
● There are four elements that could be a guide in Islamic 

marketing relationships and can be applied in the Malaysian 

takaful industry. The four elements are Islamic ethical 

behaviour, social relationship, structural relationship and 

financial relationship with takaful participants. 

● Takaful agents are advised to safeguard the welfare and 

maintain the relationship with takaful participants. At the 

same time, they must also provide good facilities and services 

to participants. 
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● The IRM practices significantly influence the satisfaction level 

of takaful participants. The practice too impacts takaful 

participants’ continuous commitment to pursue takaful 

protection plans. 

 

Ethical sales climate 

and intense 

competitiveness as 

antecedents of ethical 

sales behaviour 

amongst Takaful 

agents  

Aziz et al., (2018) ● Ethical sales climate and competitive intensity is proven to 

have a positive relationship with a takaful agent’s ethical 

behaviour. 

● Such a positive relationship means that the a competitive 

takaful industry influences the takaful agent’s ethical 

behaviour. This is because agents must maintain a good 

relationship with takaful participants for long-term benefits 

and profits. 

 

 

Retaining customers 

through Islamic 

Relationship 

Marketing practices: 

Findings of the MTA 

(Malaysia Takaful 

Association) 

Salleh (2014) ● The competitive pressure is faced by takaful companies in 

efforts to attract consumers or takaful participants. This 

situation has created the motivation for takaful companies to 

compete, especially in the context of building strong 

relationships with takaful participants. 

● It is crucial for takaful companies to be aware about 

participants’ needs. They must also maintain a good 

relationship with participants as they are the most profitable 

assets of the company.  

● When takaful agents or companies succeed in building a good 

reputation with their customers, takaful companies are at an 

advantage in terms of a stable competition. Hence, takaful 

agents and companies are able to build long-term 

relationships with takaful participants. As a result, takaful 

companies will be able to increase their sales performance, 

strengthen takaful participants’ trust and commitment as well 

as maintain participants’ status.   

● Takaful agents must practice Islamic marketing relationships 

to strengthen the retention of takaful participants.  

 

Review on Trust in 

Takaful Agent-Client 

relationship 

Kamarubahrin 

and Abdul 

Shukor (2016) 

● Takaful agents are responsible for aiding their customers in 

any circumstance in relation to finance and information on 

takaful.  

● Agents must be prepared and provide sufficient information 

on takaful products. They must equip themselves with good 

skills and strategies in order to carry out their responsibilities 

well.  

 

● Takaful agents must not only sell takaful products but they 

must also provide good service to takaful participants in 

efforts to build long-term relationships with participants. 

 

Sales pressure and 

ethical sales climate 

as antecedents of 

ethical sales 

behaviour amongst 

agent Takaful 

Aziz et al., (2017) ● The ethical sales climate affects the perception of pressure on 

ethical issues and the decision to be ethical. 

● Effects from sales pressure and ethics are the main factors 

that motivate takaful agents to act ethically or unethically 

when dealing with customers. 

● Sales pressure and ethics provide a positive relationship that 

is significant to ethical behaviour.  



150                                                    Nor Arini Abdullah and Shahir Akram Hassan                       

 

● Sales pressure focuses on maintaining the relationship with 

customers. This includes various activities that meet company 

objectives and agents’ concern about customers’ needs. 

● By implementing proper systems and procedures, takaful 

agents can increase their ethical and personal behaviour in 

compliance with the law and guidelines when dealing with 

customers. 

 

 

Takaful agents must 

foster public 

understanding of 

Takaful 

Samsuri and 

Jamal (2017) 
● Takaful agents must have clear intentions and be honest when 

helping their customers. Agents must not ruin the objective of 

the takaful system for their personal interest. When helping 

participants, takaful agents must disclose all product details 

to their customers. In doing so, they must advise customers on 

the best and most suitable product in accordance with their 

customers’ future needs.  

● Takaful agents are not only responsible for selling takaful 

products, but also offer takaful services to customers. Agents 

must acquire a thorough understanding of takaful and the 

benefits of takaful products. Lack of knowledge and 

understanding of the takaful system and products will result 

in the public’s lack of interest in choosing takaful.  

 

The significant 

contribution of 

Islamic Relationship 

Marketing Practices 

in the Malaysian 

takaful Industry in 

determining 

customer gratitude, 

trust and 

commitment. 

Salleh (2016) ● Effects of Islamic Relationship Marketing on satisfaction, 

trust and long-term commitment in takaful participants.  

● IRM has a significant influence on the satisfaction, trust and 

commitment of participants. This shows that Islamic 

Relationship Marketing can increase the relationship quality 

between an agent and a participant. 

● Takaful agents must clearly and thoroughly explain the 

Shariy’ah aspect of Takaful as opposed to conventional 

insurance.  

● Takaful agents must maintain a professional attitude when 

dealing with participants. 

 

Implementation of 

relationship 

marketing in Takaful 

through the Wakalah 

Business Model 

Yusoff (2018) ● There are two types of marketing relationships in the takaful 

industry, such as internal marketing and external marketing 

relationships. The former refers to the relationship between 

takaful operators and takaful agents, while the latter refers to 

the relationship between takaful agents and takaful 

participants. 

● Takaful operators will not allow takaful agents to disclose 

takaful products to other takaful operators. This is especially 

true of the family takaful.   

 

The effect of Islamic 

relationship 

marketing on the 

customer’s trust in 

takaful agents.  

Yusof et al., 

(2019) 
● Takaful agents are not only responsible for attracting 

participants to join takaful schemes, but they are also 

expected to behave according to Islamic norms. This is 

especially true when they are dealing with takaful 

participants. 

● Islamic ethical behaviour, structural relationship and 

financial relationship between takaful agents and participants 

are three factors that significantly affect participants’ trust. 

● Islamic ethical behaviour has the strongest influence.  
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● Takaful participants’ trust depends on the behaviour of 

takaful agents. Therefore, agents must practice Islamic-

compliant behaviour when dealing with takaful participants.  

 

Leadership 

behaviour and 

performance: A case 

study of takaful 

representatives in 

Malaysia 

Hamid et al., 

(2012) 
● There are four factors that influence a positive relationship 

and leadership behaviour among takaful agents, namely 

initiating structure, consideration, representation and 

persuasiveness.  

 

 

 

 

 

Legal and Shariah 

issues concerning 

takaful agents in 

Malaysia: An 

overview 

Keong and 

Jamal (2014) 
● Takaful agents must understand the participant’s needs and 

aid participants in choosing the most suitable takaful product.  

● Takaful agents must thoroughly explain the information 

mentioned in the application form and the importance of 

understanding the facts related to the prerequisites of 

protection.  

 

Shariah compliance 

of wakalah concept in 

takaful operations: A 

case study of a 

takaful operation 

Malaysia 

Amin and Hamid 

(2014) 
● Takaful operations in Etiqa Takaful Berhad solely depend on 

the role of agents to market and promote their products. 

● Takaful agents should practice good ethical behaviour. This is 

in line with the agreement made by both parties, namely 

takaful operators and takaful agents. 

● In efforts to attract prospective participants, takaful agents 

apply various techniques to meet their targets, such as 

advertising their services on the internet and social media. 

However, the issue lies in the bits of information that are 

released. 

● Agents provide information on various takaful services. They 

also explain the proposal and protection offered by takaful 

operators and schemes. 

Customers’ 

Perception towards 

Relationship 

Marketing Practices 

in the Takaful 

Industry 

Salleh et al., 

(2013) 
● Islamic ethical behaviour, knowledge on takaful products, and 

communicating information to takaful participants was used 

to gauge the customer’s perception of relationship marketing 

practices in the takaful industry. 

● Some takaful agents do not practice Islamic ethics, lack the 

knowledge of their own products, and do not communicate 

takaful-related information to participants. 

 

Source: Authors‘ Own 

 

4. Discussion 

The success or failure of a business heavily 

depends on one determining factor, which is 

ethics. According to Burks (2006), ethical 

issues arise when a person has to make a 

decision from the various alternatives 

available and the decision must be consistent 

with contemporary moral principles. 

Conversely, Delaney (2005) thought that 

ethics emphasises on good values and rules in 

life that can control behaviour and interaction 

between people. From an Islamic perspective, 

ethics has a connection with the Arabic 

language (Al-Hasan, Faridahwati & Kamil, 

2013). Arabic words similar in meaning to 

ethics are ma'ruf (good deeds), khayr 

(goodness), haqq (truth), birr (virtue/doing 

good), qist (justice), 'adl (balance and justice), 

and taqwa. Nevertheless, the word ethics has 

its own meaning in Islam and it refers to 
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morals (Muhammad Mustakim, Siti Arni & 

Wan Norhasniah, 2014). Meanwhile, Wijaya, 

Nasuka and Hidayat (2021) stated that the 

philosophical foundation of ethics in Islam is 

usually referred to two reference sources, 

namely the Al-Qur‘an and Sunnah Rasul or 

the Prophet SAW‘s teachings. The study also 

said that Maqasid Syariah is a relevant 

corridor for the development of systems, 

practices and even takaful products in a 

multidimensional era based on goodwill or 

welfare. According to Islamic principles, the 

characteristics of ethical behaviour 

(akhlaqiyyah) are based by virtuous qualities, 

such as siddiq (truth, honesty), amanah 

(responsibility, trustworthiness and 

credibility), fathanah (intelligence, wisdom 

and intellectual) and tabligh (communication 

and openness) (Mas‘ud, 1995).  

     Hence, work ethic plays an important role 

in shaping a person's personality. One with a 

good work ethic always wishes to do good 

deeds (Hanif, Mukri, Susanto, 2022). 

According to previous scholars, employee 

behaviour based on work ethics may change 

on assessment, which reflects the extent of an 

individual‘s work involvement in the 

organisation (Farid et al., 2019). In addition, 

passion is an important predictor of the 

believe in forming good ethical practices in 

organisations, especially when it could 

influence an individual to influence another 

(Azman, Shahruddin & Ariffin, 2022). Ferine, 

Aditia and Rahmadana (2021) found that 

work ethics positively and significantly 

affected employee work performance. In 

addition, these results also support the 

argument that work ethics affects 

performance directly and indirectly through 

innovative work behaviour (Javed et al., 

2017). This is because work ethics includes 

the ethical behaviour of individuals, therefore, 

they tend to work wholeheartedly (Khan et al., 

2013). Individuals who have a strong ethical 

behaviour will work with a high level of 

devotion and commitment to meet the needs 

and fulfil tasks requested by their 

organisation (Schneider, 1990). Work ethics 

also plays an intermediary role in influencing 

the work performance of employees in an 

organisation. A supervisor's attention to 

employees‘ work ethics in the organisation is 

important. The decline in work ethics in 

employees should be curtailed because the 

decline will have a significant impact on 

performance (Ferine, Aditia and Rahmadana, 

2021).  

     Islamic work ethics positively and 

significantly influences employees‘ 

heightened performance (Udin, Dananjoyo, 

Shaikh & Linarta, 2020). Employees 

embracing these ethics exhibit more 

productive work behaviour than those with 

low ethical values (Ali & Al-Owaihan, 2008; 

Mutaza et al., 2016). According to Ahmad 

(2011), work ethics from an Islamic 

perspective is defined as the radiance of faith 

that comes from the Islamic creed system, 

namely a basic life attitude at work that helps 

build an Islamic work ethic paradigm. 

Meanwhile, Surjanti and Kistyanto (2022) 

stated that the characteristics of Islamic work 

ethics are explored and formulated based on 

the three concepts of working, namely that 

working is a translation of aqidah, working is 

based on knowledge and lastly, working is 

based on imitating Allah SWT's attributes and 

follow His instructions. The concept of 

Islamic work ethics includes competition, 

transparency and morally responsible 

behaviour (Ali & Al-Owaihan, 2008). 

Therefore, it can be said that Islamic work 

ethics is an activity carried out by someone 

who is influenced by the teachings of Islam, 

which can be interpreted as personality, 

character, attitude that fosters a belief about 

work in addition to glorifying oneself, 

showing humanity as well as a manifestation 

of good deeds (Kirom, 2018).  

     Takaful agents serve as a transmitter of 

information about takaful products to 

customers, especially to those that have little 

interest or information about the product 

(Abdullah, 2018).  Takaful agents play an 

important role in conducting their duties 
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effectively and communicate useful 

information to consumers, which includes the 

vital role of product information (Sangtani & 

Murshed, 2017). Takaful agents who have 

knowledge and expertly describe takaful 

products are able to recommend the takaful 

protection products based on their customer‘s 

needs (Abdullah & Hassan, 2021). Hence, 

takaful agents play a crucial role that 

positively affects their work ethics, especially 

when dealing with their customers. Based on 

the 14 articles chosen for this study, the 

majority agreed that takaful companies must 

monitor their agent‘s work ethics when 

dealing with their customers because these 

agents are tasked to promote takaful products 

righteously. Therefore, takaful agents play an 

important role in ensuring maximum post 

purchase customer satisfaction (Shaladdin et 

al., 2018). They also carry out constructive 

negotiations with customers so that customers 

wholeheartedly purchase takaful products 

despite their less religious orientation towards 

purchasing Islamic products (Daud, Ahmad 

& Junoh, 2021).  

     Referring to all the articles discussed by 

previous studies, four of them had applied the 

IRM model to measure the relationship 

between takaful agents and participants. The 

elements discussed in the model were Islamic 

ethical behaviour, social relationship, 

financial relationship and structural 

relationship. The structural relationship 

includes inquiries from takaful participants 

regarding takaful schemes, payment methods, 

providing prompt responses and information 

regarding takaful products. Majority of the 

research related to takaful agents found that 

agents must have a high level of 

understanding and knowledge when dealing 

with takaful participants. These two elements 

can encourage takaful participants to choose 

long-term deals with their respective agents.  

     Many studies have examined Islamic 

ethical behaviour and found it had a 

significant effect on the Islamic financial 

industry, especially on takaful schemes. Suki 

et al., (2018) and Hassan et al., (2008) 

succeeded in showing that Islamic ethical 

behaviour is capable of increasing the 

relationship between marketing practice and 

creating satisfied takaful participants (Salleh 

et al., 2013). The marketing practice applied 

by agents is seen as the ‗key‘ to the level of 

participants‘ satisfaction (Bejou et al., (1998). 

Ethical behaviour has been found to increase 

a participant‘s level of satisfaction (Hansen 

and Sand, 2008). 

     When dealing with clients, takaful agents 

must comply with ethical codes that have 

been outlined by companies. Hence, if a 

takaful agent acts unethically, it is highly 

likely that they will lose their consumers‘ 

trust. Salleh et al., (2013) found that some 

takaful agents did not practise Islamic ethics, 

lacked knowledge of their own products and 

failed to communicate well with their 

customers. As a result, the level of 

satisfaction among takaful participants tended 

to deteriorate. Although takaful companies 

have laid down guidelines and code of ethics 

for agents to adhere to, there are situations 

and opportunities that can instigate agents to 

act unethically (Lagace et al., 1991). 

Therefore, takaful agents must be prepared, 

provide sufficient information on takaful 

products and act responsibly when aiding 

their customers in any circumstance related to 

finance and knowledge on takaful 

(Kamarubahrin & Shukor, 2016).  

     Studies found that organisational 

leadership is also one of the crucial aspects 

required for combating ethical issues among 

takaful agents. Leaders in takaful companies 

must adhere to principles in their workload as 

takaful agents. McNamara (2002) listed four 

principles that are compulsory for 

organisations to practice, namely employers 

should feel comfortable when dealing with 

internal and external stakeholders, leaders 

must be highly concerned about justice, 

personal responsibility is not a collective 

effort and leaders should view all business 

activities as achievable goals. A leader in an 
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organisation or company must be open to 

criticisms, failures and recommendation. 

Leaders who practice ethical behaviour as 

well as pay attention and accept other 

people‘s views are the best example for 

takaful agents. Consequently, these leaders 

will be a role model to all employees, 

especially takaful agents in takaful companies. 

     Based on the 14 studies highlighted in this 

study, nine applied quantitative research 

methods, while the remaining five applied 

qualitative research methods. Based on the 

nine quantitative studies, five used the survey 

method (questionnaires), while the remaining 

four used questionnaires involving takaful 

agents and four studies applied Islamic 

Relationship Marketing (IRM) to review 

IRM‘s effectiveness in influencing takaful 

participants‘ trust, commitment and gratitude. 

Salleh et al., (2013) studied takaful 

participants‘ perception towards takaful 

agents‘ marketing relationship practice. This 

includes the Islamic ethical behaviour of 

takaful agents, knowledge about takaful 

products and communicating pertinent 

information. Based on the questionnaire 

completed by takaful participants, some 

agents failed to practice Islamic ethics when 

working. Apart from that, these agents were 

also less knowledgeable about takaful 

products and they did not communicate with 

takaful participants, especially in efforts to 

provide takaful information.  

     Three studies made takaful agents the 

subject of their research and adopted the 

survey method (questionnaires) for collecting 

data concerning the sales ethics practiced by 

agents. However, one study had examined the 

determinants of takaful agents‘ performance. 

Stress in confronting ethical issues and 

making ethical decision are influenced by a 

phenomenon called ethical sales climate 

(McClaren, 2012). Schwepkrt et al., (1997) 

stated that the ethical sales climate can be a 

factor that affects agents‘ ethical behaviour. 

Aziz et al., (2017) analysed the effect of sales 

pressure and ethical sales climate. Both are 

crucial factors that motivate takaful agents to 

act according to ethical values when dealing 

with participants. Their study found that sales 

pressure and ethical sales climate have a 

positive significant relationship with takaful 

agents‘ ethical behaviour. On the contrary, Yi 

et al., (2012) found that sales pressure and 

competition are two factors that affect takaful 

agents‘ ethical behaviour. The study also 

found that the higher the sales pressure, the 

higher the chance for takaful agents to behave 

unethically. Moreover, a highly competitive 

atmosphere among takaful agents was shown 

to have led to greater acts of unethical 

behaviour. Yi et al., (2012) also explained 

that takaful agents‘ perception towards 

competition in the financial industry can 

affect their ethical behaviour. Moreover, 

Haron et al., (2011) listed a supervisor‘s 

influence and role ambiguity as factors that 

affect takaful agents‘ behaviour. 

     The takaful agent‘s role in creating trust in 

takaful participants is considered a crucial 

issue. In this context, trust includes the 

satisfaction level of takaful participants 

regarding takaful agents‘ credibility in 

managing participants‘ needs. Takaful agents 

must have clear intentions and act honestly 

when helping their customers (Samsuri & 

Jamal, 2017). In other words, takaful agents 

must not ruin the objective of the takaful 

scheme for their personal interest. Takaful 

agents must disclose all the product details to 

their customers in their effort to help 

customers. Agents must advise customers on 

the best and most suitable product that can 

fulfil customers‘ needs. With that being said, 

takaful agents who understand the needs of 

takaful participants and help them to make 

wise choices related to takaful products that 

strongly indicates that they have good work 

ethics. 

     According to Ngah et al., (2016), takaful 

agents must shift their focus to fulfilling a 

participant‘s wants and needs. They must 

ensure that the participant‘s needs, such as 

achieving satisfaction and instilling trust, are 
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fulfilled. Suki et al., (2018) recommended 

that takaful operators are rightfully those who 

optimise takaful participants‘ satisfaction. As 

an example, prompt response or replies from 

agents or operators can increase participants‘ 

satisfaction. Suki et al., (2018) also stated that 

the increase in takaful participants‘ 

satisfaction level will encourage their loyalty 

towards takaful agencies of their choice.  

5. Recommendation 

Previous studies had only focused on the 

ethical behaviour of takaful agents towards 

takaful participants. This study adduced 

several recommendations for the 

consideration of future scholars. First, more 

studies are needed to review the ethical 

behaviour of takaful agents towards takaful 

companies and participants. The studies are 

important due to several reasons. First, the 

work ethic behaviour of takaful agents can be 

better scrutinised when involving two parties, 

such as the takaful company and takaful 

participants. Second, takaful companies can 

provide more systematic training, especially 

pertaining to the appointment of takaful 

agents because the quality of work is more 

important than the number of takaful agents 

appointed. Therefore, future studies should 

consider these gaps. Studies should also 

investigate the negative impacts of takaful 

agents' behaviour on the takaful company‘s 

performance, retention of takaful participants, 

relationship marketing by takaful agents, 

sales activities, and brand loyalty (takaful). 

For example, if the takaful agent is not 

entirely practising ethical values, it might 

create a negative response from takaful 

participants towards brand loyalty (takaful). 

     Lastly, it is clear that this research only 

includes the relationship between takaful 

agents and participants. Hence, it is hoped 

that in the future, scholars would take into 

account the relationship between agents‘ 

ethical behaviours, takaful companies and 

participants. Besides, Google Scholar and 

Dimensions were the only databases used in 

this study. This study suggests that the 

Scopus database can be used in the future. It 

was used in this current study because it 

contained limited articles related to the 

behaviour of takaful agents. This situation 

might change for future studies if there is a 

lot of research related to the work ethic 

behaviour of takaful agents. 

     Out of the 14 articles highlighted, nine of 

them involved quantitative studies, while the 

remaining 5 were qualitative. Therefore, this 

study suggested that future researchers add 

qualitative studies in the search efforts as 

these studies have deeper and pronounced 

views. Most importantly, qualitative studies 

can be analysed more comprehensively. 

6. Conclusion 

Ethical behaviour among takaful agents is a 

critical element that needs to be monitored by 

takaful agents. This study found that ethical 

behaviour related to sales target pressure as 

well as knowledge and information on takaful 

products are the two main elements that need 

improvement. This study has produced 

several significant contributions to the 

existing corpus of knowledge relevant to the 

field of study. Findings indicate that the role 

of a takaful agent is crucial when making a 

good connection and interacting with their 

clients. This study added knowledge to prior 

literature by conducting a SLR on takaful 

agents‘ ethical behaviour as they are rarely 

available and hence, should be investigated. 

Furthermore, the results indicate that Islam 

considers ethical behaviour as an important 

requirement for building human relationships 

as Allah's trustees in this world. It is 

important for takaful agents to ensure that 

they are practising the right and appropriate 

behaviour when acting as an intermediary in 

the takaful industry. Generally, the aim of 

Islamic ethics is to encourage the practice of 

good behaviour and eliminate misconduct in 

all aspects of human life (Shamsudin et al., 

2010). 

     This study recommends that training and 

workshops on ethics must be carried out at 

least once a month, which is crucial for 
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improving awareness of proper working 

ethics practiced by takaful agents. One way 

of maintaining good work ethics is to create a 

safe work environment and impose 

punishment on unethical takaful agents. This 

penalty or fine can be carried out by the 

takaful company, for example by suspending 

their licence as a takaful agent. Indirectly, the 

penalty imposed can create awareness in the 

agent and set an example for other takaful 

agents as well. Future research should focus 

on the relationship between takaful agents, 

the company as well as participants, which 

will see an increased and varied number of 

studies on a takaful agent‘s behaviour.  
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لقي السلوك 
ُ

ظمية مراجعة منهجية ماليزيا:التكافل في  لاءلوكالمهني الخ
َ
 للأدبيات ن

  عبدالله عريني نور 

 الإسلامية التنمية لإدارة البحوث مركز دلخىزاة، طالبة

 ماليزيا بينانج، الماليزية، العلوم جامعة 

 حسن أكرم شهير

 الإسلامية التنمية لإدارة البحوث مركز مشارك، أستاذ 

 ماليزيا بينانج، الماليزية، العلوم جامعة

لقي اسخعسضت هره الدزاست السلىك المستخلص.
ُ
من خلاى الاسخنشاف  الماليزيينالخهافل لىللاء  الخ

 فمن المعلىم أن  في ماليزيا. الممازساث الأخلاقيت في صناعت الخهافللعديد من الدزاساث حىى لالمنثف 

جؤجس  إلى بسامج الخهافل للاهضمامعملاء جدد يساهم في هخائج حخميت لجرب  السلىك الأخلاقي لىليل الخهافل

 وجىد. على السغم من الخهافل لرلو خهافلين وشسماثسىاء ماهت إيجابيت أو سلبيت على الم العىاقب،هره 

 ساجعت الأدبياثميت لمالمنهجيت النظ  الأبحاث المبنيت على الخهافل إلا أن وللاء حىى  العديد من الأبحاث

عدُّ هادزة جدًا.  حىى السلىك الأخلاقي لىليل الخهافل
ُ
بناءً عليه يخمثل . زدمها مما جسك فجىة بحثيت وجب ح

سلىك أخلاقياث العمل  فحصفي الإسهام في زدم  هره الفجىة من خلاى  الدزاستالسئيس لهره  الهدف

بالسلىك الأخلاقي لىللاء الخهافل من خلاى جطبيق  علميت المخعلقتالللىليل الخهافلي. لقد جم جحليل المقالاث 

 . نهجيتلأدبياث، التي جم جىجيهها بىاسطت عناصس الخقازيس المفضلت للمساجعت المل ظميتالن ساجعتالمطسيقت 

حسىيق العلاقاث  :وهي، لأدبياثل ظميتالن ساجعتمنهجيت المهخائج جم جحديد خمست مىاضيع بناءً على 

 . أشازث هخائج الدزاست إلى أهه يمنن جحديدئهوأدا ،خهافلين، ودوز الىليلالإسلاميت، وأخلاقياث وجقت الم

لقي ل السلىكجحسين 
ُ
لما شسلت الخهافل والمخهافلين.  لخهافل بمزيد من الخفصيل من خلاى إشساكالخ

 إلى أهه يجب على وللاء الخهافل جثقيف أهفسهم من خلاى جحسين معسفتهم حىى النخائج لرلو أشازث 

ومهازاث الاجصاى لأن العملاء المسلمين الرين يفنسون في سياساث الخهافل يخأجسون بشدة  منخجاث الخهافل،

ىص ي الدزاستث أو منخجاث الخهافل. ساىللاء بخعزيز سياالبنيفيت قيام 
ُ
  في الخخام ج

ُ
سلط الأبحاث بأن ح

لقي  وسلىلهم المهنيالمسخقبليت الضىء على العلاقت جنائيت الاججاه بين وللاء الخهافل 
ُ
ججاه شسماث الخ

م مهبدوز  -الخهافل الماليزيت لجمعيت-الخهافل والمشازلين. وحتى يخحقق ذلو ينبغي أن جقىم شسماث الخهافل 

 من وللاء الخهافل. الخغريت الساجعتأو الحصىى على  ،معمقتخلاى إجساء مقابلاث من 

الةال الكلمات  ماليزيا ،للأدبيات منهجية مراجعة التكافل، وكيل السلوك، العمل، أخلاقيات :دَّ

   JELG22, G00: ثصنيف

  KAUJIEI65: ثصنيف


