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Abstract 
 

A life insurance company is a non-banking financial service company which customers must hold the life insurance 
policy. It is necessary for the company running the business in service such as life insurance company to take into account 
the corporate’s image, product quality, service, trust and loyalty factors. The problem encountered in Indonesian life 
insurance world is among others high lapse rate during the insurance contract term, the sale of the policy during the 
insurance contract term. The hypothesis in this research are (1) How the corporate’s image, service and loyalty of the life 
insurance policy holders in Indonesia are, (2) How the influence of corporate’s image and service is to loyalty both partially 
and simultaneously. 

 
The research is conducted through the questionnaire disseminated to 400 respondents from 5 (five) life insurance 

companies in DKI Jakarta territory. This research testing applies Structural Equation Model (SEM), therefore it can be 
described based on full model structural modification (standardized) and full model structural modification (T Value). 

 
The findings of this research indicate that the corporate’s image is considered high and the service is considered 

averagely satisfying. However, this research also informs that partially the corporate’s image does not significantly affect 
the loyalty, while the service has significant influence to loyalty. Meanwhile it is proven that simultaneously the corporate’s 
image, and service significantly affect the loyalty.    

 
The conclusion of this research is that the corporate’s image does not has influence to the loyalty. And it is proven 

that the simultaneous research result namely the variables of corporate’s image and service influence significantly the 
loyalty. 
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Introduction 

 
The development of insurance in Indonesia cannot be separated from the national economic growth supported by the 

growth of investment sector periodically escalating positively in some recent years. Meanwhile on the other side the growing 
investment climate will enhance the business world requiring the life insurance protection especially for the employees. 

 Based on the Insurance Affairs Statistic Data of 2013 issued by Financial Service Authority (OJK) that the 
number of life insurance companies holding the operation license in Indonesia are 51. The prospect of life insurance industry and 
general insurance in Indonesia is relatively stable. It is supported by the Indonesian economy which grows and develops from 
time to time. Indonesia is the fourth most populous country in the world, therefore the insurance industry in Indonesia particularly 
individual life insurance is very potential to be developed in the future. 

Insurance industry sector business progress has not indeed yet contributed to Indonesian economy. The premium income 
from life insurance sector in the last 5 years (2010-2014) is presented in the following table: 

 
Table 1 

Life Insurance Premium Income of 2010-2014 
(In Trillion Rupiah) 

Description  2014 2013 2012 2011 2010 
Premium 
Income  

167.76 113.93 107.73 94.43 75.98 
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Total life insurance policy holders can be categorized into 2 (two) groups namely individual and group life insurances. 

The number of life insurance policy holders of 2010-2014 is presented in the table as follows: 
 

Table 2 
Number of Life Insurance Policy Holders of 2010-2014 

(In Million) 
Policy Holders 2014 2013 2012 2011 2010 

Individual Insurance   15.50 13.62 10.99 8.90 9.30 

Group Insurance  38.24 74.50 34.70 40.80 23.90 

Total 53.74 88.12 45.69 49.70 33.20 

 

 The number of the life insurance policy holders in Indonesia is graphically indicated in the graph below: 
 

 

 
 

Graph 1. 

Number of Life Insurance Policy Holders 2010 - 2014 

It is proven that in period 2010-2014 not all policies were in force actively it being understood the lapsed policies were 
the new, inforce and lapsed ones. 

 
Table 3 

Total Lapsed Policies and Policy Redemption 
Individual Life Insurance Policy (Asper) of 2010 – 2014 

(In million) 
Policy Holders 2014 2013 2012 2011 2010 

1. New Policy   15,50 13,62 10,99 8,90 9,30 

2. Lapsed Policy   3,98 3,41 2,58 2,20 1,95 

2014 2013 2012 2011 2010 
Individual Insurance 15.50 13.62 10.99 8.90 9.30 
Group Insurance 38.24 74.50 34.70 40.80 23.90 
Total 53.74 88.12 45.69 49.70 33.20 
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3. Policy Redemption  2,36 1,97 1,51 1,15 1,16 

Total  9,16 8,24 6,90 5,75 6,19 

Source: Processed Life Insurance Association (AAJI)  

 

Based on the information the researcher gathered, from both some insurance companies, Indonesian Life Insurance Association 

(AAIJ) and data from Financial Service Authority (OJK), not all policy holders are willing to pay the premium until the expiration 

of insurance contract. 

There is an interesting phenomenon namely the preliminary research resulted in the general description on the 
corporate’s image, product quality, service, trust and loyalty of the life insurance policy holders in the territory of Jakarta and its 
surroundings, as indicated in table 5 below. 

 
Table 5 

Perception of Policy Holders To The Corporate’s Image, Product Quality, Service, Trust and Loyalty of the life 
insurance policy holders in the territory of DKI Jakarta of 2015 

(Preliminary Survey on 100 Respondents) 
 

Variable Very 

Satisfied 

Satisfied Quite 

Satisfied 

Not Satisfied Highly Not 

Satisfied 

Corporate’s Image 3% 7% 25% 55% 10% 

Service 3% 7% 15% 65% 10% 

Loyalty 0% 3% 7% 75% 15% 

Source: Processed Life Insurance Association (AAJI) 

The description of the preliminary survey result indicates that the corporate’s image, service and loyalty had not been 
taken into account by the life insurance companies in the territory of DKI Jakarta in particular and Indonesia in general because it 
was still dominated by the not satisfying and very unsatisfying factors which averagely reached 65%. The research problem here 
is namely 1) How the corporate’s image, service and loyalty of the life insurance policy holders in Indonesia are, 2) How the 
influence of the corporate’s image and service is to loyalty both partially and simultaneously.  

 
Based on the phenomenon of this preliminary research results, the researcher intends to conduct a deeper research and 

more thoroughly on the influence of the corporate’s image and service to loyalty of the life insurance policy holders in Indonesia. 
 
Research Method 

 
Based on the identification, formula, objective of research as well as frame of reference, the research method applied is 

descriptive one namely preparing a description, image or illustration systematically, factually and accurately on the facts, 
characters as well as the relation between the phenomenon investigated. The data is collected using the questioner technique from 
the life insurance policy holders as the respondents, and analysis technique using Structural Equation Modelling (SEM) to the 
investigated variables. 

 
 
 
The application of SEM as the analysis instrument is based on two main reasons namely: 
a) SEM is able to test the complex and complicated research model partially and simultaneously  
b) SEM is able to analyze the unobserved variables and considers the measurement level error. 

 
The data obtained and the respondents made as the research samples through the questioners disseminated will be 

analyzed using SEM based on LISREL 9.10 program. This program showed the structural problem measurement, and used to test 
the hypothesis model. The Structural Equation Modeling (SEM) has the main characteristic differing it from other multivariant 
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analysis technique. There is multiple dependence relationship estimation in SEM. It is also possible for SEM to represent the 
unobserved concept in the existing relationship and consider the measurement error.  

 
The operational variables in this research are: 
a) Free (independent) variable namely corporate’s image (X1), (X2) and Service  
b) Intervening (dependent) variable namely loyalty (Z). 
 

The source of data is primary one obtained from the respondents of 5 (five) life insurance companies considered being 
able to represent the large, medium and small scales life insurance companies. 
 

Table 6 

Sample of Life Insurance Policy Holders in Territory of  

DKI Jakarta of 2011-2014 

No Life Insurance Company Remarks Total Sample 

1 AJB Bumiputera 1912 3.608.171/7.040.044 x 400 205 

2 PT. As Jiwa Sraya (Persero) 1.312.725/7.040.044 x 400 75 

3 PT. Prudential Life Assurance 1.207.729/7.040.044 x 400 69 

4 PT. BNI Life Insurance    480.132/7.040.044 x 400 27 

5 PT. Zurich Topas Life   431.287/7.040.044 x 400 24 

 Total  400 

Source: OJK Insurance Affairs Statistic of 2014 (processed) 

 

Result and Discussion 

Based on the research analysis and study, it is concluded some results of research and discussion as follows: 
 

1. Variables of Corporate’s Image 
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Figure 1   

Confirmation Testing of variable of Corporate’s Image (Standardized) 
 
 

The loading factor result indicates that all dimensions of the corporate’s image consisting of the company performance, 
company reputation and social responsibility have the loading factor above 0.5 therefore it can be concluded that each dimension 
of the corporate’s image is already valid as the measuring devices of the variable of the corporate’s image. 
 

2. Variable of Service 
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Figure 2 

Confirmation Testing of variable of Service (Standardized) 

 

The loading factor result indicates that variable of Service (X2) has the sincere intention, responsiveness and empathy, 
all of them have the loading factor above 0.5 therefore it can be concluded that each indicator is already valid as the measuring 
devices of the variable of Service. 
 

 

 

 

 

3. Variable of Loyalty  
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Figure 3 
Confirmation Testing of variable of Loyalty (Standardized) 

 
loading factor result having the taking new product dimension is not affected, recommending and defending, all of such 

dimensions have the loading factor above 0.5 therefore it can be concluded that each indicator is already valid as the measuring 

devices of the variable of Loyalty.   

 

The influence of the variable of the corporate’s image and service to loyalty on line coefficient can be indicated as 
follows: 

 
Table 7 

Summary of estimated result of the Line Coefficient and Statistic Testing 

Substructure Relation 
Line 

Coefficient   
T-value R-square 

Variable 
X1 → Y 0,092 1,621 

0.485 
X2 → Y 0,201 2,979 

       Source: Primary Data Processing Result (2017)   

 

1. The research result indicates that the corporate’s image does not partially affect significantly the loyalty. 
That from the line coefficient calculation it can be known that the line coefficient value of Corporate’s Image (X1) to 
Loyalty (Y) is 0.092 with positive direction, it being understood that the higher or the better the Corporate’s Image (X1), the 
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Loyalty (Y) will increase. From the tcalculate value, the variable of Corporate’s Image (X1) is 1.621, lower than ttable (1.96) 
because tcalculate value (1.621) is lower than ttable (1.96). It indicates that the corporate’s image variable affects insignificantly 
the loyalty. It is proven that this research result is not in line with the previous research. The previous one conducted by 
Cengiz and Ayidin in Turkey in 2007 titled: Effect and Image and Advertising Efficiency on Customer Loyalty and 
Antecedents of Loyalty, Turkies Bank Sample, indicates that the image of bank customers affects significantly the bank 
customer’s loyalty. Likewise, the result of the research of Thomas A. Brunner, Markus Sochklin & Klaus Opwis titled 
Satisfaction, Image and Loyalty: New Versus Experienced Customers in 2008 to the railway passengers in Switzerland 
indicates that the image of railway passengers partially affects significantly the loyalty. 
 

2. Based on the test result it can be concluded that partially there is significant influence of Service to Loyalty. 
 The line coefficient calculation indicates that the line coefficient value between the Service (X2) and Loyalty (Y) is 0.201 

with positive direction. It means that the higher or the better the Service (X3) is, the Loyalty (Y) will increase. It indicates 
that the tcalculate value of Service (X2) is 2.979, higher than ttable (1.96) because tcalculate value (2.979) is higher than ttable (1.96). 
It is in line with the value of the research conducted by Serkan Aydin and Gokhan Ozer in Turkey in 2005 titled: The 
Analysis of Antecedents of Customer Loyalty and The Turkies Mobile Telecommunication Market, that the research result 
indicates that the service influences the loyalty of HP users in Turkey. The research conducted by Macaulay and Sarah Cook 
in 2007 titled How to improve your customer in Department Store results in the study that the service affects the loyalty. 

 
3. Based on the testing result it can be concluded that simultaneously the Corporate’s Image (X1) and Service (X2) 

significantly influence the Loyalty (Y). The research calculation indicates that simultaneously the influence of the 
Corporate’s Image and service to loyalty is 0.485 or 48.5%, it being understood that this influence is significant to loyalty 
variable. Meanwhile the remaining is 51.5% affected by other factor for example product type, trust and so forth.     

 

Conclusion and Suggestion 
 

A. Conclusion 
Based on the analysis and study as well as discussion already described, it can be concluded in this research result as 
follows : 
  
1. From the preliminary survey most of the policy holders are not satisfied to the Corporate’s Image, service and the 

loyalty.  
2. The summary of estimated result of the line coefficient and statistic test it indicates that partially the variable of 

corporate’s image has insignificant influence to loyalty.   
3. The influence of Service (X2) variable partially gives significant influence to loyalty (Y). 
4. The research result indicates that the Corporate’s Image (X1) and Service (X2) simultaneously give significant 

influence to loyalty (Y).  
  

B. Suggestion 

 Based on the analysis and study as well as the discussion as mentioned above, it is suggested as follows: 
1. The academic societies who will conduct the research to the life insurance policy holders should add and or substitute 

the research variable to give better meaning and definition both for the knowledge in particular and for the life 
insurance science in general. 
 

2. It is necessary for the practitioners in life insurance to really understand that the life insurance companies are those 
running the business in non-banking financial service therefore the matters related to the primary service speed is 
complete, it being understood that the best service must be provided for the customers before they become the policy 
holders, and after becoming the policy holders scale of priority should be given in handling them. 

 
3. The practitioners in life insurance must give the policy holders the rights and obligations as contained in the general 

and special policy requirements. 
 

4. Create the policy holders’ loyalty by improving the corporate’s image, service and trust for them on the life insurance 
products, because it is their loyalty which will make the life insurance company bigger and more advanced in the 
future. 

 
5. Exercise the rights of the policy holders faster, appropriately and properly for example the timely payment of claim to 

the policy holders and no deduction whatsoever thereby the policy holders will receive their whole intact rights. 
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6. It is necessary for the practitioners of life insurances to design the anti-lapsed life insurance product therefore the 
insurance policy will always be in force throughout the insurance contract. 
 

7. It is necessary for the practitioners of life insurances to design the multi-purpose product having the elements of risk-
transferable, investment, hospital expenses and happy pension period. 

 

 

Special gratitude:  

In this occasion, special gratitude goes to the honorable ones as follows: 
 
1. Mr. and Mrs. Parto Rejo, my parents. 
2. Rector of University of Padjajaran, Bandung. 
3. Dean of Faculty of Economy and Business of University of Padjajaran, Bandung. 
4. Chairman and Secretary of Management Science Magister Study Program of Faculty of Economy and Business of 

University of Padjajaran, Bandung. 
5. Chairman of Promotor and members of Promotor of Thesis. 
6. Board of Directors of AJB Bumiputera 1912, and Statutory Management of AJB Bumiputera. 
7. Administrator of Dharma Bumiputera Foundation. 
8. Chairman and Deputy Chairman I of STIE Dharma Bumiputera. 
9. All parties I cannot mention one by one, especially in giving their assistance for the smooth completion of this Thesis. 
 

Bibliography 

Barney, J.B (2007) “Gaining and Sustaining Competitive Advantage”. Pearson Education- International Edition, Third Edition 
Barney, J.B. (2010), Strategic Management and Competitive Advantage, Prentice Hall, One Lake Street, Upper Saddle River, 

New Jersey. 
David, L. Goetsch, (2006), Effective Strategic Planning For Competitive Advantage, Pearson Prentice Hall, is a trademark of 

Pearson Education, New Jersey. 
Dess, G.G.; G.T. Lumpkin; A.B. Eisner (2007). “Strategic Management Text and Cases”, Mcgraw-Hill Irwin, Boston. 
Fuad, Noor, Prof. Dr. FLMI, AAIJ, (2011), Standarisasi dan Sertifikasi Profesi Perasuransian di Indonesia (Standardization and 

Certification of Profession in Insurance Affairs in Indonesia), AAMAI Journal, 31st edition, November 2011: 6 – 15 
Harriet, E Jones (2005), Principles of Insurance: Life, Health and Annuities, LOMA, Printed in the USA. 
Hartono, Sri Rejeki (2002), Hukum Asuransi dan Perusahaan Asuransi (Law in Insurance and Insurance Company), Sinar 

Grafika, Jakarta. 
Kaplan, R. S., & Norton, D. P. (2004). Strategy maps: Converting intangible assets into tangible outcomes. Boston: Harvard 

Business School Press. 
Kartonegoro, Sentanoe, (2006) Manajemen Risiko dan Asuransi (Risk Management and Insurance), Gunung Agung Publisher, 

Jakarta. 
Kotler, Philip, and Gary Armstrong, Marketing Management, International Edition, New Jersey Prentice Hall, 2010 
Regulation of Minister of Finance of the Republic of Indonesia No. 53/PMK.010/2012, dated April 3, 2013, regarding Financial 

Soundness of Insurance Company and Reinsurance Company.   
Porter, Michael E (1985), Competitive Advantage: Creating and Sustaining Superior Performance, The Free Press, NY 
Prihantoro, Dr., SE., MM, The Role of Microinsurance as a Social Protection, AAMAI Journal 33rd Edition/January 2012: 16 – 

24. 
Rufaidah, Popy, SE., MBA., Ph.D, (2013), Manajemen Strategik (Strategic Management), Humaniora Publisher, Bandung. 
Riduwan, Rumus dan Data dalam Analisa Statistika (Formula and Data in Statistical Analysis), Alfabeta Publisher, Bandung, 

2007. 
Indonesian Insurance Affairs Statistic, Finansial Service Authority (OJK), 2013, Jakarta 
Sucherly, (2003), Peranan Manajemen Pemasaran Stratejik dalam Penciptaan Keunggulan Posisional Serta Implikasinya 

Terhadap Kinerja Organisasi Bisnis dan Non Bisnis. Pidato Pengukuhan Jabatan Guru Besar: UNPAD (Role of 
Strategic Marketing Management in Creating the Superiority of Positional and Its Implication to Business and Non-
Business Organization Performance. The Inauguration Speech of Professor Title: University of Padjajaran, Bandung). 

Sugiyono, Metode Penlitian Pendidikan, Pendekatan Kuantitatif dan Kualitatif & RD (Educational Research Method, 
Quantitative and Qualitative Approaches), Penerbit Alfabeta Publisher), Bandung, 2008 

Zeithaml, Valarie A, A Parasuraman & Leonard L, Berry, “ Delivering Quality service : Balancing customer perceptions and 
expectation, New York, The Free Press, 2001 

Zikmund, W. (2003). Business Research Methods. Mason, Ohio: Thomson-Southwestern Press (Chapter 5). 
 
 

http://dx.doi.org/10.29322/IJSRP.8.11.2018.p8331
http://ijsrp.org/


International Journal of Scientific and Research Publications, Volume 8, Issue 11, November 2018             259 
ISSN 2250-3153   

http://dx.doi.org/10.29322/IJSRP.8.11.2018.p8331    www.ijsrp.org 

Journal and Thesis  
 
Akbar, Mohammad Muzahid & Noorjahan Parves, ”Impact Service quality. Trust and customer satisfaction engender customer 

loyalty“ ABAC Journal, Vol 29 No. 1, 2009, 24-38 
Ayidin, Serkan and Gokhan Ozer, T of antecedant of customer loyalty in the Turkish mobile telecommunication market” 

European Journal of Marketing, 2005 Vol 39 No. 7/8.  
Ball, Dwayne, Pedro S Coelho & Masnuel J. Vilares: “Service personalization and loyalty“ Journal of Service Marketing, 20/6. 

2006, 391-393. 
Brunner, Thomas A. Markus Stocklin & Klaus Opwis: “Satisfaction Image and Loyalty: new versus experienced customers” 

European Journal of Marketing, 2008, Vol. 42 No. 9/10, 1095-1105. 
Casalo, Luis, Carlos Flavian and Miguel Guinaliu “The Impact of participation in virtual brand communities on consumer trust 

and loyalty. The case of free software. Online Information Review Vol. 31 No. 6 2007, 775-792. 
Cengiz, Cekrem, Hasan Ayyidiz and Bunyamin Er “Effect of image and advertising efficiency on customer loyalty and 

antecedants of trust; Turkies Bank Sample “Banks and Systems, Volume 2 Issue 1, 2007 
Flavian, Carlos, Miguel Guinaliu, Eduardo Torres. “The influence of corporate image on consumer trust: A Comparative analysis 

in traditional versus internet banking, International Research, Vol 15 Iss: 4: 2005, 447-470 
Govindarajan, V.; & P.K. Kopalle (2006). “Research Notes and Commentaries Disruptiveness of Innovations: Measurement and 

Assessment of Reliability and Validity”, Strategic Management Journal, Vol. 27, pp. 189-199 
Mawarto, Pengaruh Citra Peguruan Tinggi, Kualitas Layanan, Biaya Pendidikan dan Kepercayaan Terhadap Loyalitas 

Mahasiswa (Survey pada Sekolah Tinggi Ilmu Ekonomi di Propinsi DKI Jakarta) Program Pascasarjana Universitas 
Negeri, Jakarta 2014 (Influence of Image of University, Service Quality, Education Tuition and Trust to Students’ 
Loyalty (Survey in Economic College in Province of DKI Jakarta), Post Graduate Program of State University, Jakarta 
2014). 

Suciati, Mega Wardani, (2012), Peran Asuransi Mikro Dalam Mengurangi Risiko Yang Dihadapi Masyarakat Miskin (Role of 
Micro Insurance in Reducing Risks Encountered By Poor Community), AAMAI, Journal, 33rd Edition, January 2012: 41 
– 44. 

Sutama, I. Putu FSAI, AAIJ (2013), Faktor yang mempengaruhi pertumbuhan Aset dan RBC Perusahaan Asuransi Jiwa Non 
Syariah di Indonesia (Factors influencing Assets growth and RBC of Non-Sharia Life Insurance Company), AAMAI 
Journal, 38th Edition/November 2013: 6- 21. 

Yu, Yi-Ting & Alison Dean, “The contribution of emotional satisfaction to costumer loyalty” International Journal of Service 
Industry Management, 2001, Vol 12 No. 3, 234 – 250. 

  

http://dx.doi.org/10.29322/IJSRP.8.11.2018.p8331
http://ijsrp.org/

	Influence of Corporate’s Image and Service to Loyalty of Life Insurance Policy Holders in Indonesia
	Paidi ,Sucherly, Umi Kaltum , and Arief Helmi


