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ABSTRACT
Behavior of consumers is an important factor in the purchase decision. The purpose of
research is to know the influence of bancassurance products, responsiveness and company
image to the consumer behavior. This research, using primary data collected by the method
of explanatory survey and sampling techniques in the form of forcible entry, sampling of 250
respondents in Bank of Metro Madani, Metro City. The results of research: bancassurance
products directly affect the conduct of consumer respondent; company image directly affects
the conduct of consumers; bancassurance products directly affect to company image.
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The development of the business in the era of globalization is currently progressing,
marked with the level of competition between companies that are increasingly stringent
(Chhaochharia et al., 2017; Ling Liao & Chun Lin). The situation caused the company
generally tries to survival, developing company, obtain optimal profit and sought to
strengthen the position of the company in the face of competitors. A marketer is required to
create the appropriate marketing strategy in order to Jakarta fierce competition with other
companies (Kirchner, 2012). The management should be able to create products that are
able to provide the characteristics of the consumer themselves in order to know the products
marketed by the company (Chhaochharia et al., 2017). To deliver company identity for easy
known consumer brands becomes a very important.
In the know consumers, we need to learn about consumer behavior as a manifestation
of all the activities of the human soul itself (Anne M., 2017). The customer has the meaning
of which is very important for a company, a company is highly unlikely to be able to survive
without the support and the existence of consumers. Consumers are the main factor for the
existence of a company (Albrecht et al., 2017). Therefore, the orientation on the customers is
an absolute requirement that must be held by the company.
Knowing the behavior of consumers will help the company in identifying the market
(Fergurson, 2017; Norouzi1, 2013). So the market segment will be more clear, real and
effective. Learn about the behavior of consumers can know how consumers make
purchases. The behavior of consumers in selecting a product is influenced by several factors
among other social factors, a personal and psychological.
Marketing can occur and widespread not only limited in a country, but can only occur
across the region between countries. According to (Balqiah, 2015; Khayul, 2012) mentions
this consumer behavior exploded along with the emergence of the concept of marketing
(marketing concept) in the world of marketing. This concept has the assumption that the
company should be able to know and satisfy the desire, improve responsiveness and the
needs of the target market (target markets) and able to offer with better than their
competitors (Berry et al., 2017; Holweg, 2007). So that this concept has a focus on the
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consumer side is different from other marketing basic philosophy, such as the concept of
sales (selling concept) or other concept.
According to (Jackson & Anderson, 2007; Balqiah 2015) marketing strategy designed
to improve the chances of consumers in order to give the response and positive feelings
toward products and services for a specific brand and will try the products, services or the
brand and buy it repeatedly (it constitutes buying).
Consumers are satisfied with the product or service companies typically will do the
purchasing or recurring consumption (it constitutes buying), then they will become the loyal
consumers (loyal) and even volunteering for company promotional activities (Puranam, 2017;
Bernardes & Hanna, 2009).
Increasing sales, of course, will have an impact on improving the benefits that
implicated to the welfare of the company and stakeholders (owner, top managers,
employees, community customers and state). It constitutes buying allows companies to
receive a more stable revenue flow or even improve with the word of " (news spread from
mouth to mouth) from consumers.
To develop a good marketing strategy, marketer must know the characteristics of its
consumers (Wugayan & Pleshko, 2011; Maja, 2015). To know which customers tend to buy
its products, factors what about cause consumers prefer a product compared with other
products, what criteria is used for consumer buying decisions, and from which consumers get
information about product (Siu et al., 2013). Marketer need to devise a strategy based on the
behavior of consumers namely the behavior before the purchase, purchase, and behavior
after purchase (Soliman, 2011).
Each product has a life cycle limit banking product is no exception. For that banks are
required to produce the products according to the needs of its client (Chhaochharia et al.,
2017; Lung Peng, 2015; Paglia & Phlegar, 2015). In introducing new products to the
stakeholders, banking not only using the resources it possesses only (Boubaker, 2017).
Banks were also able to take advantage of the resources that are outside of the company
name with how to develop cooperation in the form of a strategic alliance. One of the forms of
cooperation that is currently gaining popularity in Indonesia is a form of marketing alliance
between banking company with the insurance company. Cooperation in the market of
banking products and insurance products is then known by the term bancassurance.
Bancassurance as new products produced in cooperation between the bank and
insurance, of course, there are still many people that are ambiguous in interpreting. (Sendra,
2007) says that what is meant by the activities of the marketing cooperation between the
bank and the insurance company hereinafter referred to as Bancassurance is an act of
cooperation between the bank and the insurance company in order to market insurance
products through the bank.
Different from other financial services business insurance business management at a
glance need extra effort especially for visualization of the uniqueness and utility products
offered so that it can be well distributed to the customers (Mukherji & Ananda M., 2017;
Alavudeen, 2015). Bancassurance is one form of the development of the insurance product
distribution channels through the present banking institutions. For the bank itself,
Bancassurance is a new concept to build better business relationships and protected with the
customers (Samaha et al., 2014; Gokalp, 2017).
The awareness of the bank is still a relatively low against the bancassurance is actually
a separate question that requires more tracking. But however, bancassurance phenomenon
thus indicating great opportunities of collaboration between banking and insurance
institutions in meeting the needs of the broader market as well as the practice that occurs in
other countries. (Sharma & Reddy, 2003; Kim et al., 2005; Bergendahl, 1983). Perhaps the
one thing that is now required by the perpetrators of the insurance business is to understand
the demographic profile and psychographics the inhabitants of this land and made as a basic
capital for the development of insurance products.
According to one of the insurance agents in another company (Warsito, 2011;
Karimian, 2017; Prakash, 2017), obstacles that cause bancassurance sales target is not
achieved is the awareness of the bank is still relatively low against the bancassurance, limits
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the amount of income to get each month, and people think that insurance is not too
beneficial.
To know the opinion of bancassurance and corporate value credibility in the eyes of the
public or consumer, each company need the response from consumers in order to be used
as a research material to take the next steps to be taken by the company. The response from
the customers they utilized to measure the level of consumer satisfaction toward the
products or services that they offer and also against the company itself (Reichhart et al.,
2008).
The level of satisfaction that you want to reach each consumers, of course, is different
and varied (Miller et al., 2002). Measuring customer satisfaction is an activity which has an
important role in order to succeed in the current business climate. Measuring customer
satisfaction can also be made to see how employees respond to the customer. As stated by
(Khayul, 2012), that responsiveness as behavior that focuses on consumer, cause
consumers will be satisfied if marketer respond to each question consumers quickly.
Because each customer will want satisfaction toward goods or services consumed (Liljander,
1990).
Responsiveness include the ability to achieve the goal of taking into account the
appropriate time scale with customer requests or changes in markets, to bring or maintain
competitive advantages. Emergency power as the ability of the manufacturing system to
make adjustments quickly and balanced with the changes predicted and unexpected
characterize manufacturing environment today (Albrecht, 2017).
The impression of the experience of the experience that has been received by a person
is the image of the company as stated by (Balqiah, 2015), that the image of the company
based on what associate with companies or all information (perception, the conclusion, and
trust) about what people believe. Trust is very important in building the image of a good
company because the trust will generate a good memory and affect the behavior of
consumers.
Corporate Image is the impression that appears in the mind of the customer when they
hear the name of the product or service company that has been producing products or
services. The Image of this company can affect the behavior of the potential customer and
can form the purchase decision. The Image of the company is the result of the process in
which the subscriber has comparing various companies attribute (El-Salam, 2013). Company
image influenced by four things, namely morality, how companies have moral against social
environment; management, how well the company manages all resources available;
performance, how the performance of the company in its activities; and services (Barbu,
2012; Krakowiak & Malgorzata, 2013).
The Image of the company must be created, kept and reinforced in the mind of the
customer. The Image of a strong company will cause differences from other companies. A
strong company image affect consumers in decision-making the purchase. Better company
image in the mind of the customer, the higher the customer trust in the company, this will
increase the reputation of the company (Meredith et al., 2007; Maden, 2013).
Based on the background and conceptual framework above, this research done to test
this hypothesis directly influence positively bancassurance products to consumer behavior,
direct effect positive responsiveness to consumer behavior, direct effect positive image of the
company to the consumer behavior, direct effect positive bancassurance products to
company image and the direct effect positive responsiveness to company image.
METHODS OF RESEARCH
The approach of research done is the quantitative approach with survey methods.
The study was conducted in January and March 2017 in Bank of Metro Madani, Metro City.
Research constellation specify bancassurance products is an exogenous variable,
responsiveness as exogenous variable, company image exogenous variable for consumer
behavior, but as endogenous variables for bancassurance products, responsiveness and
company image.
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The target population is all customers of Bank of Metro Madani, Metro City in
Lampung Province, the population in the year 2016 as many as 7.654 customers. Samples
used 250 customers and the announcement samples by proportional random sampling.
The instrument used in this study is the multiple choice with 5 alternatives and using
Likert scale model for bancassurance products variable, responsiveness, company image
and consumer behavior. The preparation of the instrument covers the development
dimension and the indicator in the preparation of the instrument, testing the validity and
reliability of the revision of the instrument, finalization, and data collection.
Testing the validity of the instrument using the biserial correlation (Naga, 1992), and
testing the reliability of using the internal consistency reliability coefficient (Steiner, 2003). For
the scale of bancassurance products, responsiveness scale, the scale of the image of the
company and consumer behavior scale, testing the validity of using chromatic "Product
Moment Person" (Bluman, 2008) and testing the reliability of using "Cronbach coefficient's"
(Cronbach Alpha, 1963).
Data Analysis Techniques include analysis of descriptive statistics, statistical
inference, in linearity test, test and regression significance for the statistics multivariate using
path analysis (Structural Equation Modeling). The processing and analysis of the data using
Microsoft Excel, SPSS, and LISREL.
RESULTS OF STUDY
Requirements Analysis Test of Normality. Before doing data analysis, required test
data normality analysis requirements as follows:
Table 1 – The Summary of the Test Requirements of the Normality
No.
1
2
3
4
5

Error Estimated Regression
Y2 on X1
Y2 on X2
Y2 on Y1
Y1 on X1
Y1 on X2

Lvalue
0.051
0.043
0.048
0.054
0.075

Ltable
0,056
0,056
0,056
0,056
0,056

Decision
H0 Acceptable
H0 Acceptable
H0 Acceptable
H0 Acceptable
H0 unacceptable

Conclusion
Normal
Normal
Normal
Normal
Unnormal

Requirements Analysis Test of Homogeneity. The next analysis requirements test
stage is homogeneity occurrence, know that samples from homogeneous distribution.
Table 2 – The Summary of the Test Requirements of the Homogeneity
No.
1
2
3
4
5

Variable
Y1 on X1
Y1 on X2
Y2 on X1
Y2 on X2
Y2 on Y1

2

2

X value
19,334
13,362
32,399
20,998
48,799

X table
149,885
146,567
149,885
146,567
143,246

Homogenous
Homogenous
Homogenous
Homogenous
Homogenous
Homogenous

Requirements Analysis Test of Linearity and the significance of Regression. The
results of this test is used to determine the relationship between the variables with the
requirements that each of the variables must have a linear relationship and regression
significances.
Table 3 – The Summary of the test of Requirements and the significance Linearity Regression
The variables
Y2 on X1
Y2 on X2
Y2 on Y1
Y1 on X1
Y1 on X2

Sig. Regression
Fvalue
Ftable
3.63
2.73
4.37
2.73
6,02
2.73
328,70
2.73
0.04
2.73

Sig. Regression
Significant
Significant
Significant
Significant
Un Significant
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Lin. Regression
Fvalue
Ftable
0.05
2.73
0,045
2.73
0.03
2.73
0.09
2.73
0,079
2.73

Linearity of
Regression
Linearity
Linearity
Linearity
Linearity
Linearity
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The results of the calculation of the path Coefficient, tvalue. After requirement test
analysis is done, next is doing the calculation and testing of each path coefficient as
presented in the following image:

Figure 1 – The Path Model with t-value
Table 4 – Result of the Path Coefficient Calculation (tvalue)
No.

Variable

1
2
3
4
5

Y2 on X1
Y2 on X2
Y2 on Y1
Y1 on X1
Y1 on X2

The Path Coefficients (ρ)
SLF*
Tvalue
0.56
2.08
0.23
2.55
0.73
2.55
0.89
9,83
0,043
0,83

Decision

Conclusion

H0 Unacceptable
H0 Unacceptable
H0 Unacceptable
H0 Unacceptable
H0 Acceptable

Significant
Significant
Significant
Significant
Insignificant

*Standardized Loading Factor.

The Path coefficient Sub-Structure 1. The path coefficient analysis Model sub-structure
1 is stated in the form of common Y1 = β31X1 + β32X2 + ε1. This testing will give decisionmaking hypothesis test 1, and 2.

Figure 2 – The Path coefficient Sub-Structure 1

Based on the testing of the sub-structure of 1 obtained coefficient band (β local
churchmen) of 0.89 and value of tvalue = 9,83 > table(0.05: 250) = 1.97 then H0 rejected and path
coefficient β31 local churchmen is significant, means bancassurance products directly affects
positively to the image of the company. The path coefficient (β32) of 0.04 and value of tvalue =

51

RJOAS, 1(73), January 2018

0,83 < ttable(0.05: 250) = 1.97 then H0 accepted and drag coefficient band (β32) is not
significant, means responsiveness not directly affects positively to the image of the company.
The Path coefficient Sub-Structure 2. The path coefficient analysis Model sub-structure
2 is stated in the form of common Y2 = β41X1 + β42X2 + β43Y2 + ε2. This testing will give
decision-making hypothesis test 3, 4, and 5.

Figure 3 – The Path coefficient Sub-Structure 2

Based on the testing of the sub-structure of 2 obtained coefficient band (β41) of -0,56
and value of tvalue = -2,08 > ttable(0.05: 250) = 1.97 then H0 rejected so path coefficient (ρ41) is
significant. This means that the bancassurance products directly affects the negative against
the behavior of consumers. Chromatic band (β42) of 0.24 and value of tvalue = 2.55 > ttable(0.05:
250) = 1.97 then H0 rejected so path coefficient (β42) is significant. This means that the
responsiveness directly affects positively to the consumer behavior. Coefficient band (β43) of
0.73 and value of tvalue = 2.55 > ttable(0.05: 150) = 1.97 then H0 rejected so path coefficient (β43) is
significant. This means that the company image directly affects positively to the consumer
behavior.
Based on the calculation of the line and the coefficient t-value for the purpose of testing
the hypothesis that specified, shows that the four path coefficient > 0.05 and t-value > 1.97,
so H0 rejected and four channel is significant.
Overall line diagram standardized solution for each of the variables through the
program Lisrel version 8.80 is described as follows:

Figure 4 – Line Diagram Standardized Solution
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Based on the picture 4 (Line diagram Standardized Solution), in addition to the
existence of the influence of direct), there is also the influence of the total and not directly
(indirect) between exogenous variables with the endogenous variable. Based on the lisrel
output about standardized total effect shows that: (1) The total value of the influence of (total
effect) Bancassurance products variable, responsiveness and the image of the company to
the behavior of consumers with the value of the influence of the direct effect of each
variables, because it is not mediated by other variables (intervening variable), (2) The total
value of the influence of the total effect) bancassurance products variable power and
responsive to the image of the company are also the same with the value of the influence of
the direct effect of each variables, because it is not mediated by the intervening variable, (3)
the influence of indirect effect) bancassurance products variable against the company image
of 0.89 x 0.73 = 0,650, due to other variables (intervening variable) The company image of
0.73, while total influence is 0.23 + 0,650 = 0,880, and (4) the influence of indirect effect
variable responsiveness to consumer behavior of 0,043 x 0.73 = 0,031 due to intervening
variables namely company image of 0.73, while total influence is 0.56 + 0,031 = 0,591.
Description of the total influence of exogenous variable against endogenous variable
above shows that this variable bancassurance products and responsiveness directly affects
positively to the consumer behavior because of the intervening (mediation variable product
image has a value greater influence compared with the variables which are not mediated by
other variables. In other words, bancassurance products, responsiveness and company
image with the same effect the behavior of consumers have value greater influence
compared with only one exogenous variable which weighed down the consumer behavior.
This also happened in the variable company image, bancassurance products, and
responsiveness together affect the image of the company has a value greater influence
compared with only one exogenous variable that affects the image of the company.
DISCUSSION OF RESULTS
There is a positive direct influence on Bancassurance Products Consumer Behavior.
Based on the results of the study showed that the influence of bancassurance products
consumer behavior. This shows that if in marketing bancassurance products, helping
customers choose bancassurance products and offers insurance products done with proper
and correct, then the decision-making process, product selection and satisfactory services
will increase. So it can be attracted the interest of consumer toward greater bancassurance
products.
The results of these findings in accordance with the research done by Nasrul (2014)
that consumer behavior have a positive impact on the purchase decision life insurance.
There is a positive direct influence Responsiveness to Consumer Behavior. Based on
the results of the study showed that the responsiveness have positive influence directly to
the consumer behavior. This shows that if the speed in serving, help difficulties faced by the
information and handling complaints very good, then the decision-making process, product
selection, satisfactory services and consumer satisfaction will increase.
The results of these findings in accordance with the research done by Tarigan (2014)
that the dominant response power variables affect customer loyalty.
There is the direct effect positive image of the Company to the consumer Behavior.
Based on the results of the study showed that the image of the company have positive
influence directly to the consumer behavior. This shows that if the services services provided
satisfactory, its subsidiaries can be trusted, and company identity and clear, then the
decision-making process, product selection, satisfactory services and consumer satisfaction
will increase.
The results of these findings in accordance with the research done by Putri (2011) that
consumer behavior had an effect on the consumer satisfaction choose Oriflame Cosmetics
products.
There is a positive direct influence Bancassurance Products to company image. Based
on the results of the study showed that bancassurance products have positive influence
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directly against the company image. This shows that if in marketing Bancassurance
products, helping customers choose bancassurance products and offers insurance products
done with proper and correct, then a satisfactory services, company that can be trusted and
company identity will increase.
The results of these findings in accordance with the research done by Prameswari
(2011) that the value of the customer is able to increase customer loyalty, advertising appeal
is able to increase customer loyalty, and competencies the sellers are able to increase
customer loyalty.
There is no direct influence Responsiveness to company image. Based on the results
of the study showed that did not affect the responsiveness of consumer behavior. This
indicates that the speed in serving, help difficulties faced by the information and deal with
complaints is very good and will not affect the quality of service to satisfy, trust to the
company and company identity. But the company will continue to serve customers in
accordance with the procedures and provide the quality of service to achieve maximum more
customer oriented.
The results are not in accordance with the research done by Tarigan (2014) that there
is the influence of the responsiveness and empathy for customer loyalty.
CONCLUSION AND SUGGESTIONS
Based on the results and the discussion of the research, it can be concluded that:
Bancassurance Products affect consumer behavior. This shows that the marketing
bancassurance products to our customers and assist customers choose right bancassurance
products is the determining factor of the most basic of customer desire. So that it can be said
that the bancassurance products have been in accordance with the perception and hope
consumer behavior.
Influential responsiveness to consumer behavior. This shows that the customer focus
on the speed of the service and help the difficulties experienced by the customers is the
factor that can increase the desire to buy consumers so that arise interaction is good. So that
it can be said that the responsiveness has been in accordance with the perception and hope
consumer behavior.
The Image of the company affect consumer behavior. This shows that a satisfactory
services and trust to the company can increase the level of desire and customer satisfaction.
So that it can be said that the image of the company is in compliance with the perception and
hope consumer behavior.
Bancassurance Products affect the image of the company. This shows that the right
bancassurance products offer is one of the determining factor the quality of service.
Responsiveness did not influence the company image. This shows that the
responsiveness given by employees on the client, speed in serving the consumers, did not
influence directly against the company image, although on the other hand can affect the
purchase decision.
Based on the conclusions and implications of the research on the top, then can be
recommended a few things as follows:
Bancassurance Products must have innovation and quality is better than that
previously so that they can attract customers and potential customers.
The services must be more in increase on when the officers face consumers who have
complaints and get difficulties.
The company must provide a satisfactory services so that the image of the company
will be better and will always be remembered by the client and potential customers.
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