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Analisis Pengaruh Kualitas Produk dan Persepsi Harga 

Terhadap Keputusan Pembelian Asuransi Kesehatan di 

Masa Covid 19 Dengan Mediasi Brand Image/Citra Merek  

(Studi Kasus Nasabah dan Calon Nasabah Vision Allianz 

Cabang Jakarta Barat, Jakarta Selatan dan Bekasi) 

Theodorus Caniggia Trisnaputra 
 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis kualitas produk dan 

persepsi harga terhadap keputusan pembelian produk asuransi 

kesehatan di masa covid 19 dengan mediasi citra merek. Data 

primer dan data sekunder dikumpulkan. Data sekunder 

dikumpulkan dari berbagai sumber seperti jurnal, buku dan 

publikasi lain yang terkait. Data primer dikumpulkan dengan 

menggunakan kuesioner yang dibagikan kepada responden 

dengan sasaran di Jakarta Barat, Jakarta Selatan dan Bekasi. 

Penelitian ini menggunakan teknik probability sampling, 180 

tanggapan diperoleh. Metode yang digunakan dalam penelitian 

ini adalah metode Partial Least Square (PLS) dengan 

menggunakan aplikasi SmartPLS3. Hasil penelitian ini 

menunjukkan bahwa kualitas produk dan persepsi harga 

memiliki pengaruh signifikan terhadap keputusan pembelian 

asuransi, begitu pula citra merek memiliki pengaruh signifikan 

terhadap keputusan pembelian asuransi kesehatan. Disarankan 

Allianz harus membuat lebih banyak variasi produk sesuai 

dengan kebutuhan nasabah dan calon nasabahnya agar 

memiliki pilihan alternatif produk, dan dari logo bisa dilakukan 

refreshment tanpa menghilangkan karakteristik dari merek itu 

sendiri. Untuk penelitian selanjutnya disarankan melihat dari 

variabel lainnya, seperti promosi dan saluran distribusi. 

 

Kata Kunci: kualitas produk, persepsi harga, citra merek, keputusan pembelian. 
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Analysis of the Product Quality and Price 

Perception towards Health Insurance Purchase 

Decisions during the Covid 19 Period with the 

Brand Image as Mediation  

(Case Study of Customers and Prospective 

Customers of Vision Allianz West Jakarta, South 

Jakarta and Bekasi Branches) 

Theodorus Caniggia Trisnaputra 
 

ABSTRACT 

This research focused to analyze product quality and price 

perceptions towards purchasing decisions of health insurance 

during the covid 19 period by mediating the brand image. 

Primary data and secondary data were collected. Secondary 

data is collected from various sources such as journals, books 

and other related publications. Primary data was collected 

using a questionnaire distributed to respondents with targets in 

West Jakarta, South Jakarta and Bekasi. This study uses 

probability sampling technique, 180 responses were obtained. 

The method used in this study is the Partial Least Square (PLS) 

method using the SmartPLS3 application. The results of this 

research indicated that product quality and price perceptions 

have a significant influence on insurance purchasing decisions, 

as well as brand image has a significant influence on health 

insurance purchasing decision. Suggested that Allianz should 

make more product variations according to the needs of 

customers and prospective customers in order to have 

alternative of product choices, and refreshment from the logo 

without losing the characteristics of the brand itself. For 

further research, it is recommended to look at other variables, 

such as promotion and distribution channels. 

 

Keywords: Product Quality, Price Perceptions, Brand Image, Purchasing 

Decisions 

 

 

 

 

 

FreeText
vii



Universitas Bakrie 

1 
 

 

Daftar Isi 
BAB I .................................................................................................................................... 1 

PENDAHULUAN ................................................................................................................... 1 

1.1. Latar Belakang .................................................................................................. 1 

1.2. Perumusan Masalah ......................................................................................... 8 

1.3. Tujuan Penelitian .............................................................................................. 8 

1.4. Manfaat Penelitian ............................................................................................ 9 

BAB II ................................................................................................................................. 10 

TINJAUAN PUSTAKA .......................................................................................................... 10 

2.1. Kualitas Produk .............................................................................................. 10 

2.2. Persepsi Harga ................................................................................................ 11 

2.3. Brand Image/Citra Merek.............................................................................. 14 

2.4. Keputusan Pembelian ..................................................................................... 17 

2.5. Penelitian Terdahulu ...................................................................................... 21 

2.6. Kerangka Berpikir .......................................................................................... 22 

2.7. Hipotesis ........................................................................................................... 23 

BAB III ................................................................................................................................ 24 

METODE PENELITIAN ........................................................................................................ 24 

3.1. Jenis Penelitian ..................................................................................................... 24 

3.2. Ruang Lingkup..................................................................................................... 24 

3.3. Batasan Penelitian ................................................................................................ 24 

3.4. Operasionalisasi Variabel.................................................................................... 24 

3.5. Populasi dan Sampel ............................................................................................ 26 

3.6. Metode Pengambilan Data .................................................................................. 27 

3.7. Jenis dan Sumber Data ........................................................................................ 28 

3.7.1. Data Primer ................................................................................................... 28 

3.7.2. Data Sekunder ............................................................................................... 28 

3.8. Metode Analisis .................................................................................................... 28 

3.8.1. Analisis Deskriptif ......................................................................................... 29 

3.8.2. Analisis Structural Equation Modelling (SEM) ......................................... 29 

3.8.3. Partial Least Square (PLS) .......................................................................... 29 

Tabel 3.2 Kriteria Penilaian PLS ......................................................................................... 31 

Bab IV ................................................................................................................................ 34 

Rectangle

FreeText
viii



Universitas Bakrie 

2 
 

ANALISIS DAN PEMBAHASAN ........................................................................................... 34 

4.1. Tentang Allianz .................................................................................................... 34 

4.2. Sumber Daya Manusia ........................................................................................ 34 

4.3. Lingkup Usaha ..................................................................................................... 35 

4.4. Tantangan Bisnis .................................................................................................. 35 

4.5. Karakteristik Responden .................................................................................... 36 

4.6. Analisis Deskriptif ................................................................................................ 37 

4.7. Analisis SEM PLS ................................................................................................ 38 

4.7.1. Evaluasi Measurement Model (Outer Model) ............................................. 40 

4.7.2. Evaluasi Model Struktural (Inner Model) .................................................. 44 

4.8. Pengujian Hipotesis ............................................................................................. 47 

4.9. Pembahasan Hasil Penelitian .............................................................................. 51 

4.9.1. Kualitas produk berpengaruh signifikan terhadap keputusan pembelian 

asuransi kesehatan dimasa covid 19 ...................................................................... 51 

4.9.2. Persepsi harga berpengaruh signifikan terhadap keputusan pembelian 

asuransi kesehatan dimasa covid 19. ..................................................................... 51 

4.9.3. Citra Merek berpengaruh signifikan terhadap keputusan pembelian 

asuransi kesehatan dimasa covid 19 ...................................................................... 52 

4.9.4. Kualitas produk berpengaruh signifikan terhadap citra merek asuransi 

kesehatan dimasa covid 19. .................................................................................... 52 

4.9.5. Persepsi harga berpengaruh secara signifikan terhadap citra merek 

asuransi kesehatan dimasa covid 19. ..................................................................... 53 

4.9.6. Kualitas produk berpengaruh signifikan terhadap keputusan pembelian 

asuransi kesehatan dimasa covid 19 melalui citra merek. .................................. 53 

4.9.7.  Persepsi harga berpengaruh signifikan terhadap keputusan pembelian 

asuransi kesehatan dimasa covid 19 melalui citra merek. .................................. 54 

BAB V ................................................................................................................................. 55 

KESIMPULAN DAN SARAN ................................................................................................. 55 

5.1. Kesimpulan ...................................................................................................... 55 

5.2. Saran ................................................................................................................ 56 

DAFTAR PUSTAKA ............................................................................................................. 57 

LAMPIRAN ......................................................................................................................... 61 

 

 

 

 

FreeText
ix

Rectangle


