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This study aims to test and analyze the marketing strategy of Islamic 

insurance services in increasing customer loyalty at the Pru Barokah 

Agency office of PT. Makassar Prudential. The population in this study 

were agents (marketers) and customers in the city of Makassar with a 

total of 1204 agents and 4987 customers. The sampling technique 

used non-probability sampling. The number of samples used were 98 

samples obtained from the slovin formulation. The type of data used is 

primary data collected by distributing questionnaires to all 

respondents. All hypotheses proposed in this study will be proven 

through the coefficient of determination test, partial test (t test) and 

simultaneous test (f test). The results of this study indicate that the 

marketing strategy which includes product, price, distribution and 

promotion is very influential on increasing sharia insurance customer 

loyalty at the Pru Barokah Agency office of PT Prudential Makassar. 

And the variable that has the most dominant influence is the product 

variable with the questionnaire count data that is distributed to 

determine the percentage of significant and dominant variable 

influence among other variables. 
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1. Introduction 

PT. Prudential Life Assurance (Prudential Indonesia) was founded in 1995 which is a 

leading financial services group in the UK, engaged in the life insurance industry. According to 

the provisions of Article 1 number (1) Law Number 2 of 1992 concerning Insurance Business, 

namely an agreement between two or more parties whereby the insurer binds himself to the 

insured by accepting insurance premiums, to provide reimbursement to the insured due to loss, 

damage or loss expected benefits or legal responsibility to third parties that may be suffered by 

the insured arising from an uncertain event, or to provide a payment based on the death or life 

of an insured person (Esau, 2015). 

Many companies engaged in the insurance industry provide a variety of insurance 

products to minimize the risks faced by someone that may occur in the future (Zulkarnain et al., 

2020). One of the financial institutions engaged in insurance, namely PT. Prudential Life 

Assurance is a service company with more than 165 years of experience in the life industry. So 

that Prudential Indonesia is committed to developing the business it operates in Indonesia by 

launching investment-linked insurance products which are commonly called unit-linked. This 

insurance product was launched in 1999, in addition to that Prudential Indonesia also provides 

various insurance or protection products designed to meet, complement and provide flexibility 

to meet the needs of its customers (Kurniawan et al., 2014). 

One of the investment-linked insurance products is the PRUlink assurance account 

(Sadiyah et al., 2019). PRUlink assurance account is an investment-linked life insurance 
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product that provides life insurance protection as well as investment benefits and is also 

designed to provide flexibility that can meet the needs at every stage of a customer's life. 

Because it is designed with flexibility, the customer's life stages can choose the proportion of 

protection and investment they want (Kurniawan et al., 2014). This insurance product also 

provides additional insurance benefits which are commonly called riders. The choice of this 

additional insurance benefit will also affect the nominal premium and the funds to be invested. 

Riders are offered 16 additional insurance benefits. But there are only a few that are often taken 

by customers according to their needs, while the investment funds offered are six kinds of 

choices and investments (Esau, 2015). 

Insurance customers who have this unit link product will pay premiums every certain 

period of time depending on the choice of payment from the customer. Unit linked customers 

pay premiums in two portions, namely insurance premiums and investment premiums. The 

larger the portion taken for insurance or investment, the greater the premium that will be paid. 

Or conversely, customers can determine which proportion has a larger funding in insurance or 

investment, according to the specified premium (Puspita et al., 2014). Therefore, in general, 

insurance salespeople generally rely on references from old customers. Such conditions reveal 

that the marketing strategy used is oriented towards creating and increasing consumer loyalty. 

Literally loyal means loyal, while loyalty can be interpreted as loyalty. This loyalty arises without 

coercion, but arises on its own based on past experience (Hidayah, 2019; Wu & Li, 2018). 

Customer loyalty is a customer's commitment to a brand, store, or supplier. Based on 

a very positive attitude and important reasons a company needs to form and develop loyalty 

because it can reduce marketing costs, gains in the form of trade leverage, can attract new 

consumers, and can provide an advantage in responding to competitors (Maulana & 

Arkanuddin, 2021; B. A. Othman et al., 2020). Service quality is one of the factors that influence 

the level of customer loyalty to products or services (Handayani, 2017). 

In increasing sales targets for a product, a marketing strategy is needed (Ameur et al., 

2015; Setiawan et al., 2016). A product will not be purchased or even unknown if consumers 

do not know the uses and advantages of where the product can be obtained and the price of 

the product. For this reason, consumers who are the target of company products need to be 

given clear and complete information (Ramadhani, 2018). If the marketing strategy is executed 

well, the sales target will be seen to increase, according to the company's ability to carry out its 

marketing strategy (Putra & Sulistyawati, 2013). The marketing concept emphasizes that the 

key to achieving organizational goals is that the company must be more effective than 

competitors in creating, delivering and communicating customer value to selected target 

markets (Nurbani et al., 2019; Tjan, 2015). 

Marketing strategy has an important role for the success of the company's business in 

general and in the marketing field in particular (B. Othman et al., 2019; Reynaldi & Suprapti, 

2017). In looking at the conditions and situation regarding the development of the insurance 

world, is it optimal or vice versa that has been done by the insurance company in attracting the 

interest of customers. Prudential insurance company has been running for approximately 20 

years and was founded in 1995. To improve the quality of services provided, Prudential 

Indonesia has a head office in Jakarta and marketing offices in Medan, Surabaya, Bandung, 

Denpasar, Batam and Semarang. 

Seeing these conditions how important the role of marketing strategy is in Prudential 

Indonesia's activities, but the problem is what strategies are used by agents in marketing 

Prulink products, maintaining customer loyalty, and the performance of insurance agents, this 

is what makes researchers interested in studying more deeply the marketing strategy of 
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insurance services. sharia in increasing customer loyalty at the Pru Barokah Agency office of 

PT. Prudential Makassar. 

 

2. Literature Review 

Marketing is the process of managing profitable customer relationships. Two marketing 

goals are to attract new customers by promising superior value and to maintain and grow 

existing customers by providing satisfaction (Zulkarnain et al., 2020). Solid marketing is 

essential to success in any organization. Today, marketing must be understood not in the old 

sense of making a sale “tell and sell” but in the modern sense of satisfying customer needs. If 

marketers understand customer needs, set prices, distribute and promote these products and 

services effectively, these products and services will be easy to sell (Burhanudin, 2018; 

Romdonny et al., 2018). 

The definition of marketing according to the sharia perspective is all activities carried 

out in business activities in the form of value creation activities that enable anyone who does it 

to grow by utilizing its benefits based on honesty, fairness, openness, and sincerity in 

accordance with the principled process of Islamic muamalah contracts or business transaction 

agreements in Islam. The principle of marketing in Islam must contain the values of faith which 

are shorthand and endeavor, benefits, trust, and favors (Hidayah, 2019). 

The definition of marketing strategy according to (Assauri, 2005; Handayani, 2017) is 

"a marketing strategy is a comprehensive, integrated and unified plan in the field of marketing 

that provides guidance on the activities to be carried out in order to achieve the marketing 

objectives of a company". Another definition that was also put forward by Tjiptono (2019) is "A 

fundamental tool that is planned to achieve company goals by describing a sustainable 

competitive advantage through the market entered and the marketing program used to serve 

the target market". This definition shows how important it is to maintain a balance between 

company capabilities and marketing opportunities. 

The marketing mix strategy according to (Setiawan et al., 2016), consists of: 1) Product: 

every effort in maintaining and increasing sales and market share, needs to make efforts to 

improve and change the resulting product in a better direction , so as to provide usability and 

satisfaction as well as greater attractiveness. The strategy is to determine how and provide the 

right product for the target market. 2) Price: is the only element of the marketing mix that 

generates sales revenue. In determining either the selling price or the buying price, the bank 

must be careful. This is because an error in determining the price will cause trouble for the 

bank. In determining the price, various things must be considered, for example the purpose of 

determining the price, this is due to knowing the purpose of determining the price becomes 

easy. 3) Promotion: the definition of promotion is various activities carried out by producers to 

communicate the benefits of their products, persuade, and remind target consumers to buy 

these products (Kotler & Keller, 2009). While the process of promotion itself is communicating 

the company's program to the consumer community through several ways or variables, several 

ways are taken, namely: Advertising, personal selling, publicity, and sales promotion. 4) The 

place in the marketing mix is usually called the distribution channel, the channel where the 

product reaches the consumer. 

Customer loyalty is a commitment to hold deeply to repurchase or re-patronize selected 

products and services consistently in the future, even though situational influences and 

marketing efforts have the potential to cause behavior changes. In a business context, loyalty 

is used to describe customer loyalty to continue to subscribe to a company in the long term, by 

buying and using its goods and services repeatedly, exclusively, and voluntarily recommending 
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users of the company's products and services to others (Rahmawati, 2016). Customer loyalty 

is a manifestation and continuation of customer satisfaction in using the facilities and services 

provided by the company and to remain a customer of the company. The characteristics of a 

loyal customer are having a policy from one and the policy is not closed (not lapse), making 

repayment regularly and providing references to others (H. A. Putra & Ngatno, 2017; Yuen & 

Chan, 2010). 

There are several advantages that a company will get if it has loyal customers (Harsono, 

2016), including: 1) It can reduce marketing costs, because attracting new customers will cost 

more. 2) Can reduce transaction costs. 3) Can reduce consumer turnover costs due to fewer 

consumer turnover. 4) Can increase cross sales, so that it will enlarge the company's market 

share. 5) Push the more positive until it is assumed that loyal customers are satisfied 

customers. 6) Can reduce failure costs such as replacement costs. Thus loyal customers are 

synonymous with obtaining the certainty of achieving income in the future, because loyal 

customers are expected to continue to make transactions in the future. 

Customer satisfaction is key in creating customer loyalty (Bahrudin & Zuhro, 2016; 

Joudeh & Dandis, 2018). Marketers cannot stand alone in generating superior value for 

customers. Although marketers assume a primary role, they can only be partners in attracting, 

retaining, and growing customers. In addition to complementing customer relationship 

management, marketers must also practice partnership relationship management. Many 

benefits are received by companies by achieving a high level of customer satisfaction, namely 

in addition to increasing customer loyalty, reducing customer sensitivity to price, reducing 

operating costs caused by increasing the number of customers, increasing advertising 

effectiveness, and improving business reputation. Without customer loyalty, the company will 

not develop properly, and can even experience a decline or decline in business that can 

threaten the company's existence to attract customers and maintain loyalty, so that it can 

continue to survive and develop. The concepts of service quality, satisfaction and loyalty are 

interconnected with one another (Nugroho & and Sunarti, 2015). 

The definition of sharia unit link in the context of insurance according to sharia in general 

is actually not much different from conventional unit link, namely egalitarian risk sharing through 

efforts to protect and help each other among a number of people or parties. Which is a 

combination of insurance and investment, it provides a return pattern for dealing with certain 

risks through a contract (agreement) that is in accordance with Shari'ah. Sharia unit link is an 

insurance and investment program with Islamic principles that has been widely socialized by 

insurance agents recently (Sadiyah et al., 2019). The definition of a unit link is a combination 

of investment and protection, in a financial plan these two things are mandatory. In addition to 

protecting themselves with insurance, customers can also invest for the future. Considering 

that public awareness of insurance is still relatively weak, if a unit link product is offered by an 

agent, the public will be more interested. This is an added value from unit linked products which 

also continue to dominate in the insurance business. 

Unit link products provide an element of production that is present when providing 

protection for life, meanwhile, investment comes with a proportion of the allocated funds 

invested and managed by a reliable investment manager. The insurance products offered can 

be in the form of health insurance or life insurance, but are usually marketed in packages that 

are more attractive to the public, for example future savings or education insurance. The 

growing need for protection and investment which continues to increase encourages the rapid 

issuance of new products as well as the preparation of infrastructure for marketers. Unit linked 

insurance customers pay premiums every certain period of time, usually monthly. The 
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difference is, unit link customers pay a premium in two portions, the protection premium portion 

and the investment portion (Sadiyah et al., 2019). 

Protection premiums function the same as premiums on regular insurance. Meanwhile, 

the investment portion will be deposited by the insurance company to the investment manager 

to be managed. For certain products, if later the return on investment can cover the cost of the 

premium, then the customer has the option not to pay the premium. In addition, unit links are 

considered more practical for those who do not want to deal with different parties to take care 

of investment and insurance (Esau, 2015). In sharia unit link, the insurance side uses the 

principle of shared risk. While the contract used is a representative contract (wakalah bil ujrah) 

because the company is the trustee (mudharib) while the customer is the shareholder/owner 

(shahibul mal). This wakalah bil ujrah contract or using a profit sharing contract (mudharabah) 

for the insurance premium. In terms of investment, sharia unit links may only be placed in 

sharia-compliant financial products, such as savings at sharia banks, deposits at sharia banks, 

sharia bonds (sukuk) and sharia stocks which are listed on the Sharia Securities List (DES). 

In general, insurance marketing is carried out through company representatives known 

as agents. According to Insurance Law Number 40 of 2014, an insurance agent is a person 

who works alone or works for a business entity, who acts for and on behalf of an insurance 

company or Islamic insurance company and fulfills the requirements to represent an insurance 

company or Islamic insurance company marketing insurance products or insurance products. 

sharia. Agent companies are companies that stand alone and represent the interests of 

employers and can represent more than one company, but may not harm the interests of the 

companies they are agents for (Kurniawan et al., 2014). In the world of insurance, the term 

insurance agent is also known as an intermediary between the insurance company and the 

insured, both in closing coverage and settling claims. Moreover, if you compare this agency 

company with brokers and commissioners, the agency company is closer to the characteristics 

of the company to the commissioners. A commissioner is a person whose company consists 

of making agreements on his own or the firm's behalf, on orders and for other people's 

dependents, by receiving a certain wage or provision (Puspita et al., 2014). 

The role of agents in the insurance industry is very important. The agent profession is 

a profession that requires people with high integrity and have the ability and willingness to serve 

society effectively. An insurance agent is an individual seller (personal selling). Personal selling 

is an oral presentation by a company to one or several prospective buyers with the aim that the 

goods and services offered can be sold. So, in the personal selling process there is direct 

personal contact between the seller and the buyer, so as to create two-way communication 

between the seller and the buyer, besides explaining or informing about the product and 

arousing potential buyers, personal selling also accommodates complaints and suggestions 

from buyers, so that feedback for the company. Personal selling is the most effective 

promotional tool if the product being marketed is complex, requires large costs or capital, is 

rarely purchased, must be tailored to the needs of the buyer, and requires after-sales service. 

Agent staff and how to carry out personal selling efforts are very dependent on and truly 

represent the insurance company. Therefore, agents must be optimally trained so they can 

understand company products, philosophy, and coverage contracts (Sadiyah et al., 2019). 

There are insurance agents who work as permanent agents and freelance agents. The 

insurance agent still has a working relationship with the company so that all insurance 

obligations are given to the insurer who has appointed him as an agent. The appointment of 

this agent is usually confirmed in the granting of the agent's power of attorney. Permanent 

agents like this are usually referred to as handling agents, while freelance agents do not have 

any ties with the principal. According to Ketut Sendra (Kurniawan et al., 2014), the development 
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of insurance companies is largely determined by insurance agents. This means that there is no 

agent, so there is no insurance policy (no solocitor no insurance policy). Insurance agents can 

be called the spearhead of insurance marketing. In deciding the sale of insurance to 

prospective customers or customers they represent an insurance company. They are the ones 

who know, serve and control the customer portfolio. Thus the dominance of the insurance agent 

position, the agent can cause changes or problems in the insurance business. 

Agents teach to always put the interests of the buyer first. The placement of art in selling 

activities is a way of winning goals by means of violence will only get bad results. In the 

insurance service business, the term for a seller of insurance products is generally an Executive 

Agent, Representative Agent, Consultant Agent. Meanwhile, the term that is already popular in 

the community is an agent, so that in every institution such as an insurance marketing office or 

at the insurance association level there is an Agency Division or Agency Commission (Esau, 

2015). 

3. Research Method and Materials 

This type of research is quantitative research with a survey approach. The population 

in this study were agents (marketers) and customers in the city of Makassar with a total of 1204 

agents and 4987 customers. The sampling technique used non-probability sampling 

(accidental sampling), which is a technique of determining a sample based on chance, whoever 

meets by chance. with researchers can be used as a sample. The sample in this study was 

calculated using the Slovin approach formula so that a total sample of 98 was obtained. The 

data in this study used primary data collected by distributing questionnaires to all respondents 

filled in with several statements with five answer options which would be weighted with a score 

such as answers (Strongly Agree=5, Agree=4, Simply Agree=3, Disagree=2 , Strongly 

Disagree = 1). All hypotheses proposed in this study will be proven through the coefficient of 

determination test, partial test (t test) and simultaneous test (f test). 

4. Results and Discussion 

In conducting this research, it was determined that there were 98 respondents, of which 

98 questionnaires were distributed to respondents, all questionnaires had been returned and 

all of them could be processed further. Therefore, a description of the characteristics of the 

respondents will be presented in table 2. 

Based on table 2, namely the proportion of grouping of respondents which shows that 

the level of proportion of the largest percentage of grouping is dominated by women, namely 

50 people. It can be said that most of the customers of PT Prudential's barokah office in 

Makassar are more dominated by women when compared to customers who are male. The 

proportion of respondents according to age indicates that most of the respondents who were 

sampled in this study were respondents aged 30-39, namely 54 people. This shows that most 

of the customers of PT Prudential's pru barokah agency office in Makassar are aged 30-39. 

Based on the work shows that most of the respondents have jobs as entrepreneurs, namely 45 

people. This shows that most of the customers of PT Prudential's pru barokah agency in 

Makassar are dominated by entrepreneurs. Based on education, respondents with 

undergraduate education were 38 people. This shows that most of the education levels of the 

customers of the barokah agency PT. Prudentuals in Makassar are graduates. And the 

respondents who joined < 5 years were 89 people. This shows that most of the old level of 

joining the customers of the barokah pru agency PT. Prudentual in Makassar is < 5 years. 
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Then a simultaneous test (F test) was carried out which aimed to test the significant 

effect of the marketing mix variables consisting of product, price, distribution, and promotion on 

the loyalty variable. The test results can be seen in table 3. 

Based on the regression results from table 3 shows Fcount of 32,198 with a significance 

of 0.000 <0.05. These calculations show that the marketing mix which consists of product, 

price, distribution, promotion and loyalty together has a positive and significant influence on 

customer loyalty variables. The significant level used is 0.05 (α = 5%) and in table 12 the 

significant level is 0.000 or 0%. This means that the independent variable with a significance 

level of 0%. 

Partial test (T test) was conducted to test the significance of the regression model for 

each variable partially which can be obtained using the t test. Based on the research data 

collected for both the dependent variable (Y) and independent variables (X1, X2, X3, X4) which 

were processed using the help of the SPSS version 16.0 for windows program, the calculation 

results are presented in table 4. 

  

From these data the linear regression equation can be obtained as follows: 

  

Y = 0.372 + 0.511 X1 + 0.028 X2 +0.231 X3 + 0.172 X4 

  

The regression equation can be interpreted that the value of b0 = 0.372, this can be 

interpreted that if the variables X1, X2, X3, X4 do not change or are constant then customer 

loyalty is 0.372. The value of b1 = 0.511, the magnitude of the product variable coefficient is 

0.511, meaning that each product will result in an increase in customer loyalty by 0.511 if other 

variables are constant. The value of b2 = 0.028, the magnitude of the price variable coefficient 

is 0.028 meaning that any increase in the price variable results in an increase in customer 

loyalty when other variables are constant. The value of b3 = 0.231, the magnitude of the 

distribution variable coefficient is 0.231 meaning that any increase in the distribution variable 

actually results in an increase in customer loyalty when other variables are constant. And the 

value of b4 = 0.172, the magnitude of the promotion variable coefficient is 0.172 meaning that 

any increase in the promotion variable will result in an increase in customer loyalty when other 

variables are constant. 

The results of the multiple regression indicate that the independent variables namely 

product, price, distribution and promotion have a positive effect on customer loyalty. In addition, 

from these results it can be seen that the dominant independent variable is the product variable 

(0.511). 

  

Analysis of the Coefficient of Determination (R2) is carried out to determine and predict 

how big or important the contribution of the influence given by the independent variables jointly 

to the dependent variable. The results of calculating the value of the coefficient of determination 

(R2) can be seen in table 5. 

  

From the regression analysis it can be seen that the value of R is also called the 

correlation coefficient indicating the value of the correlation coefficient between the four 

variables on loyalty of 0.762. It means that the relationship between product, price, distribution 

and promotion variables with loyalty is 76.2%. R Square is also called the coefficient of 

determination, from the table it can be read that R Square is 0.581, meaning that 58.1% of the 

loyalty variable is influenced by marketing mix variables and the remaining 41.9% is caused by 

variables outside the study. 
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Discussion 

Effect of product (X1) on customer loyalty (Y) 

The results of hypothesis testing indicate that the product has a positive and significant 

effect on customer loyalty. It can be stated that the more optimally organized the product and 

accompanied by satisfying service will have an impact on increasing sharia insurance customer 

satisfaction at the PT Prudential Makassar agency office. The marketing mix used in this 

research is the product shows that consumers (customers) who are very satisfied will usually 

remain loyal for a long period of time, and buy again when the company introduces new 

products and updates old products, besides that he will talk about good things about the 

company and its products to others, they pay less attention to competing brands and pay less 

attention to price, they also offer product and service ideas to companies, and their service 

costs are lower than new customers because transactions become a routine matter (Kotler & 

Keller , 2009). The product is an offer to satisfy the needs of the company. This offer can be in 

the form of goods, services, or a mixture of both. Product describes how the company creates 

the right product for the target market. Related to products are brand purchasing, packaging, 

warranties, development, new products, product quality and existing product lines. Product 

quality is important in the company because attention to product quality has increased over the 

past few years. The results of this study support research (Handayani, 2017; Zulkarnain et al., 

2020) which shows product quality has a positive and significant effect on customer loyalty. 

The implication of the results of this study is that if product quality is further improved, then 

customer loyalty will increase. One of the important factors that can make loyal customers is 

product quality because a low quality product will bear the risk of disloyal customers. On the 

other hand, customers will become loyal because some of the products offered are of high 

quality. 

  

Effect of price (X2) on customer loyalty (Y) 

The results of hypothesis testing show that price has a positive effect on customer 

loyalty. It can be stated that the more precise the estimated value of the collateral provided and 

the amount of interest on the loan and administration charged according to the expectations 

and capabilities of the customer, the higher the achievement of the level of satisfaction of sharia 

insurance customers at the PT Prudential Makassar Agency office. The marketing mix used in 

this study is price which is very important for customers (customers) because it will become a 

guideline for measuring the suitability between the benefits of the product received and the 

sacrifice that makes price one of the standards for the level of satisfaction felt. Price is the 

amount of money that needs to be paid by the customer to get the company's offer. If the 

company sees prices as income, then customers see prices as costs. What needs to be 

considered is the purpose of setting prices, the pricing policies used and how to set prices in 

the company. A product that has quality is a product that can meet the needs and desires 

according to consumer expectations, can even exceed what is expected by consumers so that 

consumers are satisfied and make repeat purchases. If the price that has been purchased 

meets the expectations that consumers want, this will lead to satisfaction for consumers. And 

build a level of customer loyalty. Pricing decisions are thus important in discovering how far a 

service is valued by consumers and also in the process of building consumer loyalty levels 

(Moon, 2016). The results of research conducted by (Burhanudin, 2018), also prove that price 

fairness affects customer loyalty. 

  

Effect of distribution (X3) on customer loyalty (Y) 
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The results of hypothesis testing indicate that distribution has a positive and significant 

effect on customer loyalty. It can be stated that the more strategic the company's location and 

the easier it is for customers to reach, the more customer satisfaction will increase. The 

marketing mix used in this study is distribution which plays an important role in everyday life in 

society. With a good distribution channel, it can guarantee the availability of the products 

needed by the community (Reynaldi & Suprapti, 2017). Distribution is how companies make 

their products/services available in the right quantities and locations when consumers need 

these products/services. For simplicity, the place here can be understood as the distribution 

channel used by the company in distributing its products/services. The results of this study are 

in line with research (Nurwulandari & Maharani, 2021) which found that distribution has a 

positive effect on customer loyalty. 

  

Effect of promotion (X4) on customer loyalty 

The results of hypothesis testing show that promotion has a positive and significant 

effect on customer loyalty. It can be stated that the more active and diverse the promotional 

activities that PT Prudential Makassar is able to implement, the higher the level of customer 

satisfaction it can achieve. The marketing mix used in this research is promotional activities 

carried out by companies with the main objective of informing, persuading, influencing and 

reminding consumers (customers) to buy the products they produce (Hidayah, 2019). 

Promotion is a company communicating its products/services to its distribution channels and 

target markets to influence their attitudes and behavior. Promotion has three differences, 

namely personal, sales, and sales promotion. Theoretically, the marketing mix has a significant 

influence on customer loyalty, as stated by the definition of marketing according to the 

prospective sharia is all activities carried out in business activities in the form of value creation 

activities that enable anyone who does it to grow by utilizing its benefits based on honesty, 

fairness, openness , and sincerity in accordance with the principled process of Islamic 

muamalah contracts or business transaction agreements in Islam. The results of this study are 

in line with research (Nurbani et al., 2019; Ramadhani, 2018) which found that promotions have 

a positive effect on customer loyalty. However, the results of this study are not in line with 

research conducted by (Sya'idah, 2018; Hidayah, 2019) which states that promotions have no 

significant effect on customer loyalty. 

 

5. Conclusion 

Based on the results of the research and discussion that has been presented, it can be 

concluded that the marketing strategy variables which include product, price, distribution and 

promotion are very influential in increasing sharia insurance customer loyalty at the Pru 

Barokah Agency office of PT Prudential Makassar. The variable that has the most dominant 

influence is the product variable with the questionnaire data that is distributed to determine the 

percentage of significant and dominant variable influence among other variables. 

As for suggestions that researchers can give regarding the results of this study, namely: 

first, prudential must maintain and maintain an increase in existing strategic patterns 

considering the many awards that have been achieved and the brand image that is embedded 

in the community and remains loyal. Second, Prudential should remain passive in conducting 

marketing/sales with agents and those who are competent and have Islamic passion, of course 

all of this can support increased customer loyalty as one of the companies in the field of life 

insurance that prioritizes maximum commitment and service. Third, agents who have just 

joined Prudential are expected to be able to attend training properly and comply with all 
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applicable codes of ethics and regulations. Fourth, considering that Prulink Syariah products 

were born from life insurance, serious and directed information is needed to further introduce 

and remain loyal to the public about the advantages, benefits and performance of PruLink 

Syariah. 
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