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ABSTRAK

Penelitian ini bertujuan menganalisis determinasi keputusan pembelian ulang polis asuransi
kendaraan bermotor melalui integrasi customer experience, customer emotion, service quality,
dan trust, dengan kepuasan pelanggan sebagai variabel mediasi serta brand love sebagai
variabel moderasi. Penelitian ini dilatarbelakangi oleh inkonsistensi temuan penelitian
terdahulu mengenai faktor-faktor yang memengaruhi keputusan pembelian ulang. Pendekatan
penelitian menggunakan metode kuantitatif dengan desain kausal. Data diperoleh dari 148
pelanggan PT Tugu Insurance Brokers dan dianalisis menggunakan Partial Least Squares
Structural Equation Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa customer
experience, customer emotion, service quality, dan trust berpengaruh positif dan signifikan
terhadap kepuasan pelanggan. Keempat variabel tersebut juga terbukti berpengaruh positif dan
signifikan terhadap keputusan pembelian ulang. Kepuasan pelanggan berpengaruh positif dan
signifikan terhadap keputusan pembelian ulang serta memediasi pengaruh customer
experience, customer emotion, service quality, dan trust terhadap keputusan pembelian ulang.
Selain itu, brand love terbukti memperkuat pengaruh kepuasan pelanggan terhadap keputusan
pembelian ulang. Hasil pengujian koefisien determinasi menunjukkan bahwa model mampu
menjelaskan 40,2% variabilitas kepuasan pelanggan dan 67,7% variabilitas keputusan
pembelian ulang, yang menunjukkan kemampuan prediktif model pada kategori moderat
hingga kuat. Temuan ini menegaskan bahwa keputusan pembelian ulang tidak ditentukan oleh
faktor tunggal, melainkan oleh integrasi dimensi kognitif, afektif, dan relasional yang
membentuk kepuasan pelanggan serta komitmen perilaku jangka panjang. Penelitian ini
menawarkan model determinasi terintegrasi yang memperkaya literatur relationship marketing
pada industri pialang asuransi.

Kata kunci: keputusan pembelian ulang, customer experience, customer emotion, service
quality, trust, kepuasan pelanggan, brand love.



ABSTRACT

This study aims to analyze the determinants of motor vehicle insurance renewal policy through
the integration of customer experience, customer emotion, service quality, and trust, with
customer satisfaction serving as a mediating variable and brand love as a moderating variable.
The study is motivated by inconsistent findings in prior research regarding the factors
influencing renewal policy. A quantitative approach with a causal research design was
employed. Data were collected from 148 customers of PT Tugu Insurance Brokers and
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings
reveal that customer experience, customer emotion, service quality, and trust have positive and
significant effects on customer satisfaction. These antecedent variables also exert positive and
significant direct effects on renewal policy. Furthermore, customer satisfaction has a positive
and significant effect on repurchase decisions and mediates the relationships between
customer experience, customer emotion, service quality, trust, and renewal policy. In addition,
brand love significantly strengthens the effect of customer satisfaction on repurchase decisions.
The coefficient of determination indicates that the proposed model explains 40.2% of the
variance in customer satisfaction and 67.7% of the variance in renewal policy, demonstrating
moderate-to-strong predictive power. The results suggest that renewal policy are not driven by
a single determinant but rather by the integration of cognitive, affective, and relational
dimensions that collectively shape customer satisfaction and long-term behavioral
commitment. This study contributes to the relationship marketing literature by proposing an
integrated determinant model that provides a more comprehensive explanation of repurchase
decisions within insurance broker industry.

Keywords: renewal policy, customer experience, customer emotion, service quality, trust,
customer satisfaction, brand love.
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