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ABSTRACT

The increasingly competitive insurance industry requires companies to develop
effective strategies for maintaining customer loyalty. This study examines the effects
of Brand Equity, Offering Equity, and Relationship Equity on Customer Loyalty,
both directly and indirectly through Repurchase Intention. A quantitative approach,
employing a survey method, was used. Data were collected by distributing
questionnaires to insurance customers in Indonesia. Eligible responses obtained
after the screening and data-cleaning processes were analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM) with SmartPLS. The results
indicate that Brand Equity, Offering Equity, and Relationship Equity have positive
and significant effects on Repurchase Intention. Repurchase Intention also has a
positive and significant effect on Customer Loyalty. Furthermore, Brand Equity,
Offering Equity, and Relationship Equity have positive and significant direct effects
on Customer Loyalty. Repurchase Intention significantly mediates the effects of
Brand Equity, Offering Equity, and Relationship Equity on Customer Loyalty.
Because both the direct and indirect effects are significant and have the same
direction, Repurchase Intention partially mediates these relationships. These
findings show that customer equity dimensions and Repurchase Intention contribute
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to Customer Loyalty through direct and indirect relationships. Therefore, insurance
companies should strengthen brand credibility, provide relevant customer offerings,
and maintain sustainable customer relationships to encourage repurchase intention
and customer loyalty.

Keywords: Brand Equity, Offering Equity, Relationship Equity, Repurchase
Intention, Customer Loyalty, Insurance Industry, PLS-SEM

ABSTRAK

Industri asuransi yang semakin kompetitif menuntut perusahaan untuk
mengembangkan strategi yang efektif dalam mempertahankan loyalitas pelanggan.
Penelitian ini bertujuan menganalisis pengaruh Ekuitas Merek, Ekuitas Penawaran,
dan Ekuitas Hubungan terhadap Loyalitas Pelanggan, baik secara langsung maupun
tidak langsung melalui Niat Pembelian Kembali. Penelitian menggunakan
pendekatan kuantitatif dengan metode survei. Data dikumpulkan melalui
penyebaran kuesioner kepada pelanggan asuransi di Indonesia. Respons yang
memenuhi kriteria kelayakan setelah melalui proses penyaringan dan pembersihan
data dianalisis menggunakan Partial Least Squares Structural Equation Modeling
(PLS-SEM) dengan perangkat lunak SmartPLS. Hasil penelitian menunjukkan
bahwa Ekuitas Merek, Ekuitas Penawaran, dan Ekuitas Hubungan berpengaruh
positif dan signifikan terhadap Niat Pembelian Kembali. Niat Pembelian Kembali
juga berpengaruh positif dan signifikan terhadap Loyalitas Pelanggan. Selain itu,
Ekuitas Merek, Ekuitas Penawaran, dan Ekuitas Hubungan berpengaruh langsung
secara positif dan signifikan terhadap Loyalitas Pelanggan. Niat Pembelian
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Kembali secara signifikan memediasi pengaruh Ekuitas Merek, Ekuitas Penawaran,
dan Ekuitas Hubungan terhadap Loyalitas Pelanggan. Karena pengaruh langsung
dan tidak langsung sama-sama signifikan serta memiliki arah yang sama, Niat
Pembelian Kembali memediasi secara parsial hubungan tersebut. Temuan
penelitian menunjukkan bahwa dimensi ekuitas pelanggan dan Niat Pembelian
Kembali berkontribusi terhadap Loyalitas Pelanggan melalui hubungan langsung
dan tidak langsung. Oleh karena itu, perusahaan asuransi perlu memperkuat
kredibilitas merek, menyediakan penawaran yang relevan bagi pelanggan, serta
memelihara hubungan pelanggan secara berkelanjutan untuk mendorong niat
pembelian kembali dan loyalitas pelanggan.

Kata kunci: Ekuitas Merek, Penawaran Ekuitas, Ekuitas Hubungan, Niat Pembelian
Kembali, Loyalitas Pelanggan, Industri Asuransi, PLS-SEM
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