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Abstract

The objectives of this research were 1) to study the level of opinions about the service
market mix and customer loyalty of life savings policy holders of the Bank for Agriculture and
Agricultural Cooperatives. 2) To study the service marketing mix factors that affect the

customer loyalty of the bank for agriculture and Agricultural Cooperatives life insurance policy
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holders. Quantitative research the sample used is a customer who used to purchase a life
insurance policy Bank for Agriculture and Agricultural Cooperatives at least 1 time, 400 samples.
The data collection tool was an online questionnaire.

The results of the analysis showed that the service marketing mix factors were
personnel price variables. Product marketing promotion and physical characteristics able to
predict customer loyalty of life insurance policy holders of the Bank for Agriculture and
Agricultural Cooperatives on repeat purchases at 61.70 percent. As for the marketing mix, price,
process, personnel. In terms of physical appearance and marketing promotion, they can
predict the loyalty of customers who are life insurance policy holders of the Bank for

Agriculture and Agricultural Cooperatives in terms of word of mouth to others at 58.00%.
Keyword Service marketing mix, Royalty, life insurance policy
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