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Abstract. The level of competition in the insurance world that is getting 
tougher makes the insurance business do a lot of strategies, both 
promotion, service, and others. Consumer decisions in buying insurance 
policies themselves are influenced by several things. This study 
emphasizes the presence of the influence between company reputation and 
product knowledge on purchase decisions as well as the influence of both 
variables through consumer trust of insurance policies from insurance 
companies in Surabaya. The data collection is carried out on 130 
consumers who have bought an insurance policy. From 130 questionnaires 
returned, there are only 100 questionnaires which can then be further 
processed using Partial Least Square 2.0 analysis. The results of data 
processing show that company reputation, product knowledge, and 
consumer trust influence the purchase decisions respectively of 0.204, 
0.203, and 0.494. While the influence of company reputation and product 
knowledge on customer trust are 0.452 and 0.471, respectively. Customer 
trust itself is proven to be an intervening variable between company 
reputation and product knowledge and on purchase decision making. 
 
Keywords: Company reputation, consumer trust, insurance buying 
decision, product knowledge. 

1 Introduction 

One way to overcome the complicated expenses due to risk or uncertainty of an illness is to 
buy an insurance policy from a reputable insurance company. Coverage provided by a 
private insurance company can transfer risk, or what is commonly referred to as risk 
transferring, from the insured or the customer to the guarantor or the insurance company. 
Generally, insurance has two types of products namely life insurance and health insurance. 
Indonesia has many individual insurance companies running that focus on life insurance, 
health insurance, education insurance, and other insurance, for example PT Prudential Life 
Assurance, PT Asuransi Jiwa Manulife Indonesia, PT Asuransi Jiwa Sinarmas MSIG,  
PT Asuransi Jiwa sraya, PT AIA Financial, PT Asuransi Allianz Life Indonesia, PT Axa 
Financial Indonesia, and others. 
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Calvin and Semuel say that insurance is a system in which financial protection or 
financial loss for life, property, health, etc. gets reimbursed from unexpected events as 
death, loss, damage, which involves regular premium payments over a period of time as a 
policy guaranteeing the protection [1]. 

The growth of insurance business in Indonesia's market share is driven by the economic 
expansion and liquidity in the financial system, thus the number of people applying for 
insurance policies tends to move along with economic growth. The growth of the insurance 
industry relies on the increasing number of middle-income residents [2]. The decision to 
purchase an insurance policy is influenced by many things. Hasyim and Helmi's research 
shows that the purchase decision depends on the consumer trust which is influenced by 
perceived of usefulness and company reputation [3]. Company reputation becomes a 
benchmark for both companies in the eyes of the public or their consumers. 

Stanislaus and Pratiwi's research shows that there is a positive impact between product 
knowledge and purchase decision [4]. Product knowledge from any insurance marketers 
must show an explanation of everything about what the marketer offers, and must be clear 
and concised as being used as a consideration for consumers in making purchasing 
decisions. Consumer trust is an important key in making consumer purchasing decisions 
because the higher the level of trust, the more confident consumers are able in making 
purchases. Insurance policy purchasing decisions often meet with unique things. 
Prospective customers who have been met and prospected by marketers often show positive 
gestures, but in the end they will not be buying for a various of reasons. Selling insurance in 
Surabaya in 2017 reached 2.87 × 106 people with an estimated number of 783 394 
households with an average of around three or four people per household [5]. 

The Indonesian General Insurance Association of East Java noted that insurance growth 
in 2016 in East Java increases by 10 %, compared to 2015 which only increases by  
5% to 6 %. The city of Surabaya as the second largest city in Indonesia makes it interesting 
to study, whether the penetration of insurance companies in the city of Surabaya is already 
maximum or not. 

2  Theoretical review 

2.1  Insurance 

Jessica, Barnett, and Marina define health insurance as managing one's health costs [6]. 
Hartono [in 7] argues that insurance is a risk transfer tool, meaning that it can be used as a 
vehicle for risk transfer. The risk of one party (the insured) is transferred to another party 
(the guarantor). Transition can be by agreement. The only agreement that allows insurance 
agreements or dependency agreements, which can be positioned as insured items can be an 
individual, a group of people, an institution, or even the wider community. Whereas, those 
who can be assumed as the position of the guarantor are insurance companies as 
institutions. 

2.2 Purchase decision  

Kotler and Keller define purchase decisions as how consumers make alternative choices to 
choose, and include decisions about what is bought, whether to buy or not, when to buy, 
where to buy, and how to pay for it, on at this stage the consumer has actually bought a 
product [8]. Alternative choices must be available to someone when making a decision. The 
purchasing decision is an individual's direct involvement in choosing between alternative 
options. Sometimes in taking these purchasing decisions, there are other parties who 
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influence the individual, so it needs to be reconsidered and the decision can change from 
the original decision [8]. 
 
 
2.3 Company reputation  

Company reputation from the insurance company itself is the reason which makes the 
community or prospective customers determine to buy, or even not to buy at all. Fombrun 
and Riel [in 9] fine company reputation as an overall organizational assessment by 
stakeholders while according to Robert and Dowling [in 9] say that company reputation is a 
perceptual representation from the company's past actions and prospects of the company in 
the future, which illustrates the overall appeal of the company to all constituents when 
compared to its main competitors. 

2.4 Product knowledge  

Lin [in 10] said product knowledge is the perception or knowledge consumers have of a 
particular product, including prior experience when using the product. Waluyo and 
Pamungkas [in 11] said that product knowledge is the scope of all accurate information 
stored in consumer memory as well as the perception of product knowledge. Consumer 
product knowledge greatly influences the purchase decision of a product/service, but what 
will be discussed in this research is product knowledge from insurance company marketers. 
Nugroho said product knowledge is an important thing that must be communicated by 
marketers in providing instructions for the products they offer to consumers [12]. 

2.5 Consumer trust  

Schiffman and Joseph define trusting as confidence in the institution's leadership and vision 
[13]. Sangadji and Sopiah conclude that consumer trust is the power of knowledge 
possessed by consumers and all conclusions consumers make that products have objects, 
attributes and benefits [14]. Trust is the foundation of business, a business transaction 
between two or more parties will occur if each trusts each other [15]. Consumer trust is a 
belief from one party regarding the intent and behavior directed to the other party, thus 
consumer trust is defined as a consumer's expectation that the service provider can be 
trusted or relied upon to fulfill its promises [16]. According to Kotler and Keller, trust is the 
willingness of companies to depend on business partners [8]. Trust depends on several 
interpersonal and interorganizational factors such as competence, integrity, honesty and 
kindness. 

2.6 The relationship between concepts and research hypotheses 

2.6.1 The effect of company reputation on purchase decision 

Reputation in marketing science can be interpreted as a link between companies formed 
individually with the name of the company [17]. In a study conducted by Pradipta, Farida 
and Nugraha, it was shown that there is a significant positive influence on company 
reputation with a decision decision [18]. The research is also supported by Tarigan's 
research which shows the reputation of the company having a positive effect on purchasing 
decisions [19]. Explained further by Rosidah, the company reputation in the eyes of 
consumers acts as a perception that illustrates the company's ability to provide the best 
service for its consumers [20]. The best service in this case is oriented as the company's 
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ability to satisfy and meet all the needs and expectations of consumers. Companies with a 
positive reputation in providing services to consumers, consumers will have satisfaction 
that will affect the decision to purchase products or services. 

Well maintained company reputation by focusing on the business it does will make the 
company specialize in business that is more visible to consumers [21]. A good company 
reputation will also increase the company's credibility in the eyes of its customers so that 
consumers will have a high level of trust in the company, and this reputation can be 
associated as a guarantee that consumers will get what they want [17]. Based on the 
description, the research hypothesis can be arranged as follows: 
H1: Company reputation has a positive influence on purchase decision.    
 
2.6.2 The effect of company reputation on consumer trusts 

Rahmawati writes that the good reputation of a company in providing services can be 
influenced by several things, one of which is the experience of consumers in feeling the 
service in the past [22]. In a study conducted by Rahmawati, it proves that there is a 
positive influence on the relationship between company reputation and consumer trust [22]. 
It is further explained that trust can occur due to a process based on consumer experience in 
using a product or service. A company with a good reputation and continously willing to 
develop its services to consumers will gain higher consumer confidence because the 
company has the intention to continue to provide all the needs and expectations of its 
customers. Based on the above description, the research hypothesis can be arranged as 
follows: 
H2: Company reputation has a positive influence on consumer trust. 
 

2.6.3 The effect of product knowledge on purchase decision 

Product knowledge is always related to consumer behavior that is influenced by the activity 
of gathering information related to a product [23]. A purchasing decision consists of several 
stages, starting from the need recognition, information search, alternative evaluations, 
purchasing decisions, to evaluation after purchase. From the related theoretical reviews on 
product knowledge and purchasing decisions, it can be concluded that a product knowledge 
will also influence the purchase decision. Consumers will try to collect information to 
sharpen their knowledge of a product they want to buy so that important information is 
obtained before making a product purchase process. This is in accordance with the theory 
conveyed by [24] hat a purchase decision will be based on the information about the 
advantages of a product that are arranged in such a way to cause a sense of pleasure that 
will drive someone to make a purchase decision. Product knowledge that has an important 
contribution to consumers in making purchasing decisions is influenced by four activities, 
namely advertising, the credibility of marketers, reference groups and the existence of 
public relations activities. 

In a study conducted by Stanislaus and Pratiwi, product knowledge has a positive effect 
on purchase decisions [4]. The product knowledge has an important role in the buying 
behavior of a product. In this condition, the consumer must first know the characteristics of 
a product. The more consumers understand the characteristics of a product, the decision to 
purchase products by consumers will be more rational. Meanwhile, if consumers' 
understanding of the product is getting less then consumers can make the wrong buying 
decision [25]. The existence of psychological product knowledge will show the point of 
view of consumers openly so that consumer knowledge of a product will be able to help 
consumers to make their decisions effectively, including decisions in purchasing. Based on 
the above description, the research hypothesis can be arranged as follows: 
H3: Product knowledge has a positive influence on purchase decision. 
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2.6.4 The effect of product knowledge on consumer trust 

Knowledge possessed by the community has a quite central role in the business world. On 
the side, a knowledgable consumer will give effects to the trust in a product or brand. On 
the marketing side, the trust shown by consumers is very necessary so that the products 
they market are able to be widely accepted by consumers [26]. The results of research 
conducted by Wang, Chen, and Jiang state that there are many factors influencing consumer 
confidence, of which one of the strongest is product knowledge [27]. This can be explained 
that the level of consumer knowledge on a product or service increases, the level of overall 
consumer confidence will also increase. In the long-term, the bonds between product 
knowledge and trust will enable the company to evaluate and provide better services to 
meet all the needs of its consumers. In such cases, it will be very possible for companies to 
continue to encourage consumer knowledge of their products by optimizing the level of 
trust that consumers have based on consumer knowledge about the profile, products and 
services of the company [26]. Based on the description, the research hypothesis can be 
arranged as follows: 
H4: Product knowledge has a positive effect on consumer trust. 
 

2.6.5 The effect of consumer trust on purchase decisions 

In a buying and selling relationship, the buyer and the seller will develop a level of trust 
among each other. On one hand, the seller must trust his customers so that consumers are 
willing to make a purchase. While on the consumer side, the trust is shown to the seller by 
consumers through the confident that the seller is able to provide the goods and services 
needed by consumers [28]. When both parties trust each other, then both will try to keep 
their promises made during the beginning of the relationship. Satrio, Lindawati and 
Kamener (2015) state that the decision making process of consumers will occur after 
consumers search and process information, which is the next step of addressing the 
information they receive [29]. Consumer attitude is an important factor that will influence 
consumers' decisions on information about a product. The concept of attitude is related to 
the concepts of trust and behavior. Consumers usually have confidence in the attributes of a 
product which is an inherent image in the product. Kusumawardani reveals that one of the 
obstacles causing consumers not to make purchases is the level of consumer confidence 
[30]. From this review it can be concluded that there is a relationship between the consumer 
trust with the consumer's decision to buy a product or service. If consumers have a good 
level of trust in producers, the tendency to make purchases will also be higher. While if the 
level of consumer confidence in producers is less, the tendency to make purchases will also 
be lower. Based on the description, the research hypothesis can be arranged as follows: 
H5: Consumer trust has a positive influence on the decision decision. 
 
2.6.6 The effect of company reputation and product knowledge on purchase 
decisions through consumer trust 

Consumer trust as a variable that mediates the influence between company reputation and 
product knowledge on purchase decisions will be discussed in the following research. 
Several previous studies have put consumer trust as an intervening variable. A research 
conducted by Rosidah state that consumer trust has a positive and significant influence in 
mediating the relationship between advertising on fresh product purchasing decisions at 
Carrefour Rungkut Surabaya [31]. A research conducted by Simamora and Celeste also 
states that there is a positive and significant influence between company reputation on 
purchasing decisions through consumer trust [21]. Based on the studies above, that the 
consumer trust is able to interfere its relationship with independent and dependent 
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variables, this study wants to re-examine consumer trust as the intervening variable that 
influences the company reputation and the product knowledge on the purchase decisions of 
buying insurance policies. Based on the description, the research hypothesis can be 
arranged as follows: 
H6:  Consumer trust has a positive effect as a variable intervening company reputation for 

purchase decisions. 
H7:  Consumer trust has a positive effect as a variable intervening product knowledge on 

purchase decisions. 
 

 
Fig. 1. Research framework 

3 Research method 

This research belongs to a quantitative research method. The type of research is a causality 
research to show the direction of the influences that exists among variables. The purpose of 
this study is to determine the influence of company reputation and product knowledge on 
purchase decisions through consumer trust in buying insurance policy in Surabaya. The 
population for this study is Surabaya citizen, age from 15 yr to 65 yr who have bought an 
insurance policy at least once. The sample is drawn as many as 100 respondents. Data 
collection is using a questionnaire, which is constructed with a Likert scale of five levels 
from strongly disagree to strongly agree.  

This study uses a partial regression analysis technique (Partial Least Square/PLS) to test 
all proposed research hypotheses. Each of these hypotheses will be analyzed using the 
SmartPLS 2.0 application to test the effect between variables using the following stages 
[32, 33]. 

4  Result 

4.1  The analysis of partial least square 

Before testing the hypothesis with the PLS software, there are several requirements.  
 
 

6

SHS Web of Conferences 76, 01053 (2020) https://doi.org/10.1051/shsconf/20207601053
ICSH 2019



4.2  Evaluation of the outer model 

In the outer model, the convergent validity and discriment validity tests are performed. To 
test the reliability of the construct, the composite capability is performed. The results of 
each test are explained below. 
 
4.2.1 Convergent validity 

Testing the convergent validity is done by seeing the outer loading value and the average 
variance extracted (AVE) value. An indicator is said to meet convergent validity if it has an 
outer loading value and average variance extracted (AVE) is higher than 0.5. Table 1. 
shows the result of the outer loading value and the AVE. 
 

Table 1. The Outer Loading Value and AVE 

Variable Indicator 
Outer 

Loading 

Average Variance 

Extracted (AVE) 
Remarks 

Company Reputation 

X1.1.1 0.813 

 
 

0.502  

 
 

Valid  

X1.1.2 0.868 
X1.1.3 0.844 
X1.2.1 0.840 
X1.2.2 0.734 
X1.2.3 0.803 
X1.2.4 0.797 
X1.3.1 0.817 
X1.3.2 0.903 
X1.3.3 0.850 
X1.4.1 0.826 
X1.4.2 0.846 
X1.4.3 0.821 
X1.5.1 0.827 
X1.5.2 0.904 
X1.5.3 0.891 
X1.5.4 0.781 
X1.6.1 0.861 
X1.6.2 0.881 
X1.6.3 0.711 

Product Knowledge 
  

X2.1 0.755 

0.570 Valid  
X2.2 0.708 
X2.3 0.690 
X2.4 0.857 

 
 
Consumer Trust 
  
  

Z1.1 0.764 

0.550 Valid  

Z2.1 0.794 
Z2.2 0.807 
Z3.1 0.711 
Z3.2 0.650 
Z3.3 0.711 

Purchase Decision 

Y1 0.794 

0.698 Valid  
Y2 0.854 
Y3 0.843 
Y4 0.885 
Y5 0.797 

Based on Table 1, all of the outer loading value and the value of the average variance 
extracted (AVE) have the value greater than 0.5, so it can be concluded all indicators have 
fulfilled the convergent validity. 
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4.2.2 Discriminant validity 

Discriminant validity testing is done by looking at the value of cross loading, ini which 
each indicator has the largest value compared to the cross loading value on the variables. 
After comparing the cross loading values of every indicator, it can be said that all indicators 
have fullfiled the requirements as the discriminant validity. 
 
4.2.3 Composite reliability  

A variable is said to meet the construct reliability if it has a Cronbach alpha value higher 
than 0.6, and the composite reliability of higher than 0.7. Table 2 summarizes the value of 
Cronbach Alpha and the composite reliability.  
 

Table 2. The value of Cronbach Alpha and the Composite Reliability 

Variables 
Cronbach 

Alpha 

Composite 

Reliability 

Company Reputation 0.947 0.952 
Product Knowledge 0.746 0.841 
Consumer Trust 0.836 0.879 
Purchase Decision 0.891 0.920 

4.3  Evaluation of the inner model  

The inner model will explain the R-Square results and test the hypothesis. 
 
4.3.1 R-Square  

Based on data processing with PLS, the resulting R-Square values are as follows: 
Table 3. The Value of R-Square 

Endogen variable R-Square 

ConsumerTrust 0.706 
Purchase Decision 0.688 

 
Table 3. shows the values of R-Square for the variable of consumer trust of 0.706, 

which means the percentage of respondent perception on customer traust can be explained 
with the variables of company reputation and product knowledge as high as 70.6 %. 
Meanwhile, the value of R-Square for the variable of purchase decision is 0.688, which 
means the percentage of respondent on purchase decision can be explained with the 
variables of company reputation and product knowledge as high as 68.8 %.  

4.4 Hypothesis testing 

Hypothesis testing is done by looking at the value of the coefficient of influence and p-
values generated from the inner model on PLS. The hypothesis can be accepted if the effect 
coefficient is positive and the value of T-Statstics is higher than 1.96.  

Table 4 reveals the coeficient values of the direct effect and the T-Statistics which are 
obtained from the inner model.  
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Table 4. Hypothesis Testing of Direct Effect 

Hypothesis Coefficient T-Statistics 

H1 Company Reputation → Purchase Decision 0.204 2.336 
H2 Company Reputation → Consumer Trust 0.452 5.960 
H3 Product Knowledge→ Purchase Decision 0.203 2.069 
H4 Product Knowledge→ Consumer Trust 0.471 6.302 
H5 Consumer Trust → Purchase Decision 0.494 4.525 

 

From the result of the estimated PLS structural model, this research can calculate the 
value of the indirect effect of the company reputation variable and the product knowledge 
variable to the purchase decision variable through the consumer trust variable. Table 5. 
reveals the coeficient values of the indirect effect which is obtained from the inner model.  

Table 5. Hypothesis Testing of Indirect Effect 

 
Path 

Direct 

Effect 
Indirect Effect 

H6 
Company Reputation → Consumer Trust → Purchase 
Decision 0.204 0.452 x 0.494 = 0.223 

H7 
Product Knowledge → Consumer Trust → Purchase 
Decision 0.203 0.471 x 0.494 = 0.233 

 
4.4.1 Hypothesis 1 

Based on Table 2, it is shown that the direct effect coefficient between the company 
reputation and the purchase decision is 0.204 with the T-Statistics value of 2.336. The result 
of the T-Statistics value of 2.336 indicates a value greater than 1.96, so it can be concluded 
that there is a positive influence between the company reputation and the purchase decision 
for insurance customers in Surabaya. The result suggests that the H1 is accepted as it is 
statistically proven. 

The result of data analysis for the company reputation and purchase decision shows a 
coefficient of 0.204, which has a positive direction. This also means if the insurance 
company reputation is getting better, the purchase decisions from customers will also be 
higher. 

The influence between company reputation and the purchase decision is concluded 
significant, it is similar to the research of Simamora and Celeste, which concludes the 
company reputation by means of focusing on doing business will make the company's 
expertise and credibility to increasingly visible to consumers and in the end will generate a 
trust [21]. Descriptive results indicate that the customers decided to invest in insurance 
companies because of the information that is relevant for meeting the needs of customers. 
This is reinforced that insurance companies have been seen as being able to meet and 
support the goals and expectations of customers. 
 
4.4.2 Hypothesis 2 

Table 2 shows the coefficient of direct effect between the company reputation and 
consumer trust of 0.452, with the T-statistics of 5.960. As the value of the T-statistics is 
higher than 1.96, it can be concluded that there is a positive influence between the company 
reputation and the consumer trust among the consumer of insurance companies in 
Surabaya. The result suggests that the H2 is accepted as it is statistically proven. 

The result of data analysis for the company reputation and consumer trust shows a 
coefficient of 0.452, which has a positive direction. This also means if the insurance 
company reputation is getting better, the consumer trust from customers will also be higher. 
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The influence between company reputation on consumer trust is concluded as 
significant and in accordance to Rahmawati's research, which suggests there is a positive 
influence on the relationship between company reputation and consumer trust [22]. 
Consumer trust can be realized because of the existence of a process based on consumer 
experience in using a product or service. A company with a good reputation and always 
trying to develop services to consumers will have a higher consumer trust because the 
company has the intention to continue to provide all the needs and expectations of its 
customers. The descriptive results show that customer trust occurs due to the truth of 
information obtained, one of which is due to the responsibility and the customer's 
admiration for the services provided by insurance companies.  
 

4.4.3 Hypothesis 3 

The direct effect coefficient between the product knowledge and purchase decision is 
0.203, with the T-statistics of 2.069. As the T-statistics is higher than 1.96, it can be 
concluded that there is a positive influence between product knowledge and purchase 
decision from all consumer of insurance companies in Surabaya. The result suggests that 
the H3 is accepted as it is statistically proven. 

The result of data analysis for the product knowledge and purchase decision shows a 
coefficient of 0.203, which has a positive direction. This also means if the product 
knowledge given by insurance companies is getting better, the purchase decisions from 
customers will also be higher.  

The influence of product knowledge on purchase decision is concluded to be significant, 
which is in accordance with Stanislaus and Pratiwi's conclusion that product knowledge has 
a positive influence on purchase decisions. Product knowledge plays a role that can be 
utilized by consumers in determining behavior in purchasing [4]. Consumer understanding 
of product attributes provided and explained by the product or service providers will also 
determine consumer behavior. If consumers understand the characteristics of the products, 
the decision to purchase products made will be more rational. In the results of descriptive 
analysis, it is mentioned that the understanding possessed by marketers (agents) on the 
product attributes of insurance is good so that it can be a guideline for customers in making 
purchases because the product information provided to them is already relevant to the 
conditions. 
 

4.4.4 Hypothesis 4  

Based on Table 2, it is shown that the direct effect coefficient between the product 
knowledge and the consumer trust is 0.471 with the T-Statistics value of 6.302. The result 
of the T-Statistics value of 6.302 indicates a value greater than 1.96, so it can be concluded 
that there is a positive influence between the product knowledge and the consumer trust for 
insurance customers in Surabaya. The result suggests that the H4 is accepted as it is 
statistically proven. 

The result of data analysis for the product knowledge and consumer trust shows a 
coefficient of 0.471, which has a positive direction. This also means if the product 
knowledge is getting better, the consumer trust from customers will also be higher. 

The influence of the product knowledge on consumer trust is concluded to be significant 
and in accordance with a research by Wang, Chen, and Jiang [27] which states that one of 
the strongest and influencial consumer confidence in a product or service is knowledge.                         
If the level of consumer knowledge on a product or service is increasing, the level of 
consumer trust as a whole will also increase. The descriptive results show the knowledge of 
the customers on the function of the insurance products is perceived as good, in which this 
will give benefits to the personal self of the customer and also the insurance provider. 
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4.4.5 Hypothesis 5 

The direct effect coefficient between the consumer trust and purchase decision is 0.494, 
with the T-statistics of 4.525. As the T-statistics is higher than 1.96, it can be concluded 
that there is a positive influence between consumer trust and purchase decision from all 
consumer of insurance companies in Surabaya. The result suggests that the H5 is accepted 
as it is statistically proven. 

The result of data analysis for the consumer trust and purchase decision shows a 
coefficient of 0.204, which has a positive direction. This also means if the insurance 
company reputation is getting better, the consumer trust from customers will also be higher. 

The influence of consumer trust on purchase decisions is concluded to have a positive 
impact, which is in accordance with research by Satrio, Lindawati and Kamener explaining 
that purchase decisions will be made by consumers if the consumers carry out information 
searches and processes, and respond to the information provided [29]. The attitude shown 
by consumers can be related to the concept of trust and behavior, so the existing trust in 
consumers will determine the level of product purchase. Consumers usually have 
confidence in the attributes of a product which features the inherent image of the product. 
This reinforces that the insurance company must have an image to always keep promises to 
its consumers so this will increase the level of consumer trust that the consumer makes a 
purchase because the information obtained has been appropriate and the promises are well 
kept by the company. 
 

4.4.6 Hypothesis 6 

The results in Table 5 show that the value of the indirect effect path of the company 
reputation to the purchase decision through the consumer trust as an intervening variable is 
0.223, which the value is greater than the direct effect between the company reputation and 
the purchase decision of 0.204. Thus it can be concluded that the consumer trust can act as 
an intervening variable from the company reputation to the purchase decisions. The result 
suggests that the H6 is accepted as it is statistically proven. 
 
4.4.7 Hypothesis 7 

The results in Table 5 also show that the value of the indirect effect path of the product 
knowledge to the purchase decision through the consumer trust as an intervening variable is 
0.233, which the value is greater than the direct effect between the company reputation and 
the purchase decision of 0.203. Thus it can be concluded that the consumer trust can play as 
an intervening variable from the product knowledge to the purchase decisions. The result 
suggests that the H7 is accepted as it is statistically proven. 

As an intervening variable, consumer trust is concluded to have a positive influence, 
which is in accordance with a research conducted by Rosidah stating consumer trust having 
a positive and significant influence in mediating the influence between advertising and 
purchase decision in buying fresh products [31]. A research conducted by Simamora and 
Celeste also state that there is a positive and significant effect between company reputation 
on purchasing decisions through consumer trust, thus it can be concluded that consumer 
trust can increase the decision-making of the customers [23].  
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5 Conclusion 

The decision to purchase an insurance policy is influenced by the reputation of the 
company and the product knowledge. The good company reputation and product 
knowledge will influence consumer trust in purchasing insurance products in Surabaya. The 
higher level of consumer trust can increase the consumer's decision to make a purchase 
because with a sense of trust, it becomes easier for customers to decide on the purchase. In 
the future, this research can be replicated into a bigger sample sizes from different big cities 
in Indonesia. 
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