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PENGARUH DIGITAL MARKETING DAN PERSOAL SELLING TERHADAP KEPUTUSAN
PEMBELIAN PRODUK ASURANSI KESEHATAN DAN LOYALITAS KONSUMEN DI
ALLIANZ

MUFTI KUSUMA FIRDAUS

ABSTRAK

Penelitian ini diarahkan untuk mengkaji pengaruh Digital Marketing dan Personal selling terhadap
keputusan pembelian serta loyalitas konsumen produk asuransi kesehatan Allianz. Dinamika
teknologi digital dan pergeseran pola perilaku konsumen menuntut integrasi strategi pemasaran
berbasis digital dengan interaksi personal. Penelitian ini menerapkan pendekatan kuantitatif
berjenis asosiatif. Data diperoleh melalui kuesioner daring skala semantic differential tujuh poin
kepada 100 nasabah Allianz di wilayah Jabodetabek yang dipilih menggunakan purposive
sampling. Pengolahan data dilakukan dengan Structural Equation Modeling-Partial Least Squares
(SEM-PLS). Hasil analisis mengafirmasi bahwa Digital Marketing dan Personal selling secara
simultan berdampak signifikan pada keputusan pembelian dan loyalitas konsumen. Pada pengujian
parsial, masing-masing variabel independen juga menunjukkan pengaruh signifikan terhadap
variabel dependen terkait. Temuan ini mengindikasikan bahwa Digital Marketing berperan
penting dalam menyediakan informasi, meningkatkan keterlibatan konsumen, serta memperkuat
kepercayaan terhadap produk asuransi kesehatan. Sementara itu, Personal selling berfungsi
sebagai sarana untuk membangun hubungan interpersonal, memberikan pemahaman produk yang
lebih mendalam, dan meningkatkan keyakinan konsumen dalam pengambilan keputusan.
Penelitian ini memberikan implikasi bahwa perusahaan asuransi perlu mengelola strategi
pemasaran secara terintegrasi antara Digital Marketing dan Personal selling guna meningkatkan
keputusan pembelian dan loyalitas konsumen secara berkelanjutan.

Kata kunci: Digital Marketing, Personal selling, keputusan pembelian, loyalitas konsumen,
asuransi kesehatan.

Vii



THE INFLUENCE OF DIGITAL MARKETING AND PERSONAL SELLING ON HEALTH
INSURANCE PRODUCT PURCHACE DECISIONS AND CONSUMER LOYALTY AT ALLIANZ

MUFTI KUSUMA FIRDAUS
ABSTRACT

This research examines the influence of Digital Marketing and Personal selling on purchasing
decisions and Customer Loyalty in Allianz health insurance products. Accelerated digitalization
and behavioral shifts among consumers have necessitated the alignment of technology-driven
promotion with direct interpersonal engagement within the insurance sector. A quantitative
associative design was applied. Data were obtained via an online seven-point semantic differential
questionnaire administered to 100 Allianz customers in the Jabodetabek region, selected through
purposive sampling. Data estimation was conducted using Structural Equation Modeling-Partial
Least Squares (SEM-PLS). The results demonstrate that Digital Marketing and Personal selling
jointly exert a statistically significant effect on purchasing decisions and Customer Loyalty.
Individually, each independent variable also exhibits a significant effect on both dependent
constructs. These results suggest that Digital Marketing plays a crucial role in providing
information, enhancing customer engagement, and building trust in health insurance products.
Meanwhile, Personal selling strengthens interpersonal relationships, delivers deeper product
understanding, and increases customer confidence during the decision-making process. This study
implies that insurance companies should implement an integrated marketing strategy that aligns
Digital Marketing initiatives with Personal selling efforts to effectively enhance purchasing
decisions and sustain long-term Customer Loyalty.

Keywords: Digital Marketing, Personal selling, purchasing decision, Customer Loyalty, health
insurance.
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