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Abstract 

Public interest in using insurance products is still relatively low due to several 

influencing factors, particularly trust and promotion. BRI Insurance, as one of the insurance 

companies in Indonesia, needs to understand these factors in order to increase public interest 

in using insurance products. This study aims to analyze the influence of trust and promotion 

on the interest in using insurance products at BRI Insurance. The research method used is a 

literature review of relevant scientific journals published in the last five years. The results of 

the study indicate that trust and promotion have a positive influence on public interest in using 

insurance products. Trust increases consumer confidence in the company, while promotion 

helps enhance public knowledge and awareness of insurance products. 
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A. INTRODUCTION 

The financial services industry has developed rapidly in line with the increasing public 

need for financial protection. One of the sectors growing within the financial services 

industry is the insurance industry. Insurance plays an important role in providing protection 

against financial risks that may occur in the future, such as accidents, illness, property losses, 

and other risks. The existence of insurance has become an important instrument in risk 

management, helping individuals and organizations minimize the impact of unexpected 

losses (Lumempouw, Mananeke, & Tampenawas, 2019). Therefore, insurance companies 

continue to make efforts to increase public interest in using insurance products through 

various marketing strategies and service improvements. 

In Indonesia, the level of insurance penetration remains relatively low compared with 

other countries in Asia. This indicates that many people still lack awareness or interest in 

using insurance products as a form of financial protection. The low level of public interest in 

insurance products is influenced by various factors, such as limited understanding of the 

benefits of insurance, low financial literacy, and a lack of trust in insurance companies 

(Handayani, Zuhri, & Agustiningrum, 2024). This condition presents a challenge for 

insurance companies to strengthen public trust and expand the marketing reach of their 

products. 

Interest in using insurance products is one of the important indicators that reflects 
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consumers’ readiness and willingness to purchase or use a particular insurance product. 

Consumer interest is influenced by various factors, both internal and external (Amrita et al., 

2024; Amrita et al., 2025). Internal factors relate to consumers’ perceptions, attitudes, and 

knowledge of insurance products, whereas external factors relate to company marketing 

strategies, including promotion, service quality, and corporate reputation (Pangestu, Pratomo, 

& Jaya, 2021). Therefore, insurance companies need to understand the factors that influence 

public interest in order to design effective marketing strategies. 

One highly important factor influencing public interest in using insurance products is 

trust. Trust refers to consumers’ belief in a company’s ability and integrity to provide 

services in accordance with the promises made (Amrita & Yasa, 2022; Dewi et al., 2025; 

Widnyana et al., 2025). In the service industry, particularly insurance, trust plays a crucial 

role because insurance products are intangible and their benefits are only experienced in the 

future. A high level of trust in an insurance company can strengthen consumers’ confidence 

in purchasing or using the products offered (Lumempouw et al., 2019). 

In addition to trust, promotion is also an important factor influencing public interest in 

insurance products. Promotion is a marketing communication activity aimed at providing 

information, influencing, and reminding consumers about the products offered by a company 

(Amrita et al., 2024; Amrita et al., 2025). Through effective promotion, companies can 

increase public knowledge about the benefits of insurance products and encourage the 

formation of interest in using those products (Ramdani & Zahrah, 2024). An appropriate 

promotional strategy can help insurance companies expand their market and increase the 

number of customers. 

Promotion can be carried out through various media, such as advertising, personal 

selling, sales promotion, and digital marketing. In the current digital era, the use of social 

media and digital platforms has become one of the effective promotional tools for reaching a 

wider audience (Amrita et al., 2024; Amrita et al., 2025; Putra et al., 2026). Through 

intensive and attractive promotion, companies can increase public awareness of insurance 

products and build a positive corporate image in the eyes of consumers (Pangarso & Sarasi, 

2024). Therefore, promotion has become one of the most important strategies for increasing 

public interest in insurance products. 

Several previous studies have shown that trust has a significant influence on public 

interest in using insurance products. A study conducted by Handayani, Zuhri, and 

Agustiningrum (2024) found that consumers’ perceived trust in insurance companies 

positively influences their interest in purchasing insurance products. This indicates that the 

higher the level of consumer trust in an insurance company, the greater their interest in using 

insurance products. 

In addition, other studies have also shown that promotion has a significant influence on 

consumer interest in using insurance products. A study conducted by Ramdani and Zahrah 

(2024) found that effective promotional strategies can increase consumer interest in choosing 

insurance products. Intensive promotion can increase public knowledge of insurance 

products and provide clear information regarding the benefits and advantages obtained. 

In the context of the banking and insurance industries in Indonesia, cooperation between 

banks and insurance companies has also continued to develop through the concept of 
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bancassurance. One company engaged in the insurance sector and collaborating with banking 

institutions is BRI Insurance. This company offers various insurance products designed to 

provide financial protection to the public. Nevertheless, public interest in using insurance 

products is still influenced by various factors, including trust in the company and the 

effectiveness of promotional strategies. 

Based on the explanation above, it can be concluded that trust and promotion are two 

important factors that can influence public interest in using insurance products. Therefore, 

research on the influence of trust and promotion on interest in using insurance products is 

important to conduct. This study is expected to contribute to understanding the factors that 

influence public interest in using insurance products, particularly at BRI Insurance, and may 

serve as a consideration for the company in formulating more effective marketing strategies. 

 

B. LITERATURE REVIEW 

Trust Theory 

Trust Theory explains that consumer trust is a key relational factor that influences 

willingness to engage in transactions, especially in services characterized by uncertainty and 

risk. In the insurance industry, trust becomes highly important because consumers purchase 

intangible products whose benefits are usually experienced in the future. Trust reflects 

consumers’ belief that a company has credibility, integrity, competence, and benevolence in 

fulfilling its promises. In the context of BRI Insurance, trust can strengthen consumers’ 

confidence that the company is able to provide financial protection, transparent information, 

and reliable claim services. Therefore, Trust Theory is relevant for explaining how customer 

confidence in the company can increase intention to use insurance products (Morgan & Hunt, 

1994). Indicators: 

• Company credibility  

• Service reliability  

• Information transparency  

• Integrity of the company  

• Customer confidence  

• Claim fulfillment assurance  

Promotion Theory 

Promotion Theory explains that promotion is a marketing communication activity used 

by companies to inform, persuade, and remind consumers about the products or services 

offered. In the context of insurance products, promotion plays an important role in increasing 

public awareness, product knowledge, and understanding of insurance benefits. Effective 

promotion can reduce consumer uncertainty by providing clear information about premiums, 

coverage, claim procedures, and product advantages. For BRI Insurance, promotional 

activities through advertising, personal selling, digital marketing, and social media can help 

build product attractiveness and influence public interest in using insurance services. Thus, 

Promotion Theory is relevant for analyzing how communication strategies can shape 

consumer awareness and encourage intention to use insurance products (Kotler & Keller, 

2016). Indicators: 

• Advertising  
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• Personal selling  

• Sales promotion  

• Digital marketing  

• Clarity of promotional messages  

• Frequency of promotion  

• Attractiveness of promotional content  

Theory of Planned Behavior 

The Theory of Planned Behavior explains that individual intention to perform a behavior 

is influenced by attitudes toward the behavior, subjective norms, and perceived behavioral 

control. In consumer behavior, intention reflects a person’s readiness or willingness to use a 

product or service. In the context of insurance products, consumers’ intention to use 

insurance may be shaped by their positive evaluation of insurance benefits, social influence 

from family or peers, and their perceived ability to understand and access insurance services. 

Trust and promotion can strengthen these components by improving positive attitudes, 

increasing information exposure, and reducing perceived barriers to using insurance 

products. Therefore, this theory is relevant for explaining how psychological and social 

factors influence public interest in using insurance products at BRI Insurance (Ajzen, 1991). 

Indicators: 

• Attitude toward using insurance  

• Subjective norms  

• Perceived behavioral control  

• Intention to use  

• Perceived benefit  

• Perceived ease of access  

• Willingness to purchase 

 

C. RESEARCH METHODOLOGY 

This study uses a qualitative approach through a literature review of scientific journals 

relevant to the topic of the influence of trust and promotion on interest in using insurance 

products at BRI Insurance. The journals were selected based on several criteria: published 

within the last five years (2019–2024), sourced from reputable databases such as Scopus, 

Google Scholar, and ScienceDirect, and discussing digital marketing strategies in the context 

of the service industry. Data analysis was conducted using a descriptive qualitative approach 

by grouping key findings from the analyzed literature. 

 

D. RESULT AND DISCUSSION  

The Influence of Trust on Interest in Using Insurance Products at BRI Insurance 

Based on the results of the research data analysis, it is known that the trust variable has a 

positive and significant influence on public interest in using insurance products at BRI 

Insurance. Trust is an important factor in the financial services industry because the products 

offered are intangible and their benefits can only be experienced in the future. Therefore, the 

level of customer trust in the company becomes one of the main considerations in the 

decision-making process to use insurance products. The research findings show that the 
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higher the level of trust held by prospective customers toward BRI Insurance, the higher their 

interest in using the insurance products offered. This finding is in line with various previous 

studies stating that trust is a key determinant influencing consumer behavior in the financial 

services sector (Pangarso & Sarasi, 2025). 

Consumer trust in insurance companies can be formed through several factors, including 

company reputation, information transparency, service quality, and customer experience in 

using insurance services. In the context of this study, respondents perceived that BRI 

Insurance has a fairly good reputation because it is part of a corporate group associated with 

a national banking institution. This condition strengthens public confidence that the company 

has credibility and the ability to fulfill claim obligations submitted by customers. A high 

level of trust in the company increases consumer confidence that the insurance products they 

use can provide financial protection according to their needs (Khairunnisa & Mustikawati, 

2020). 

In addition, the findings of this study also show that trust plays a role in shaping positive 

perceptions of the insurance products offered. Consumers who have a high level of trust in a 

company tend to have a more favorable perception of product benefits, which increases their 

interest in using the service. This indicates that trust not only directly influences purchasing 

decisions but also affects consumers’ attitudes and perceptions toward insurance products. 

Therefore, insurance companies need to continuously maintain integrity, transparency, and 

service quality in order to preserve customer trust and increase public interest in using 

insurance products (Pangarso & Sarasi, 2025). 

The Influence of Promotion on Interest in Using Insurance Products at BRI Insurance 

The research findings show that promotion has a positive and significant influence on 

public interest in using insurance products at BRI Insurance. Promotion is one of the 

marketing strategies used by companies to communicate product information to the public 

and influence consumers’ decisions to use the product. In the financial services industry, 

promotion plays an important role in increasing public awareness of the benefits of insurance 

products and expanding the company’s market reach. The findings of this study show that the 

more intensive and effective the promotional activities carried out by the company, the 

higher the public interest in using the insurance products offered (Wakit & Aji, 2024). 

Promotion carried out by insurance companies can be delivered through various media, 

both conventional and digital. In this study, respondents stated that promotion through social 

media, advertisements, and direct marketing activities can improve public understanding of 

the benefits of insurance products. Clear and easy-to-understand information regarding 

benefits, premiums, and claim procedures can increase public trust and encourage people to 

consider using insurance products. Therefore, an appropriate promotional strategy can serve 

as an effective means of increasing public interest in insurance products (Alfani et al., 2025). 

In addition, promotion also functions as a means of communication between companies 

and consumers. Through promotion, companies can build a positive image and introduce 

product advantages to the public. Consistent and attractive promotion can create a positive 

perception of the company and increase the attractiveness of insurance products in the eyes 

of consumers. This indicates that promotion does not only play a role in providing 

information to the public but also in building long-term relationships between the company 
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and its customers. Therefore, companies need to design creative and effective promotional 

strategies to increase public interest in using insurance products (Pangarso & Sarasi, 2025). 

The Simultaneous Influence of Trust and Promotion on Interest in Using Insurance 

Products 

Based on the simultaneous test conducted in this study, it is known that trust and 

promotion jointly have a significant influence on public interest in using insurance products 

at BRI Insurance. This indicates that the two variables complement each other in influencing 

consumers’ decisions to use insurance products. Trust provides consumers with confidence in 

the company’s credibility, while promotion plays a role in increasing public knowledge and 

awareness of the products offered. The combination of trust and effective promotion can 

increase public interest in using insurance products (Pangarso & Sarasi, 2025). 

The findings of this study indicate that insurance companies not only need to build 

customer trust through service quality and company reputation but also need to implement 

effective promotional strategies to introduce products to the public. Without good promotion, 

the public may not have sufficient information about the benefits of the insurance products 

offered. Conversely, intensive promotion without trust in the company will not be able to 

increase public interest in the long term. Therefore, companies need to integrate these two 

factors into a comprehensive marketing strategy (Wakit & Aji, 2024). 

The findings also show that trust and promotion have strategic roles in increasing the 

competitiveness of insurance companies amid increasingly intense competition in the 

financial services industry. Companies that are able to build customer trust and conduct 

effective promotion will have greater opportunities to attract public interest in using 

insurance products. Therefore, insurance companies need to continuously improve service 

quality, information transparency, and the effectiveness of promotional strategies in order to 

increase public interest in using insurance products (Alfani et al., 2025). 

 

E. CONCLUSION 

Based on the findings of the study on the influence of trust and promotion on interest in 

using insurance products at BRI Insurance, it can be concluded that both variables play an 

important role in influencing public interest in using insurance products. Trust has been 

proven to have a positive influence on consumer interest, meaning that the higher the public’s 

trust in the company’s credibility, reputation, and ability to provide proper protection and 

quality service, the higher their interest in using the insurance products offered. 

In addition, promotion has also been shown to positively influence public interest, as 

effective and informative promotional activities enable the public to gain a better 

understanding of the benefits, advantages, and procedures for using insurance products. The 

findings also indicate that trust and promotion simultaneously have a significant influence on 

interest in using insurance products at BRI Insurance. 

Therefore, the company needs to continue strengthening public trust by improving 

service quality, ensuring information transparency, and maintaining its corporate reputation. 

At the same time, BRI Insurance should strengthen creative and effective promotional 

strategies to increase public awareness and interest in using insurance products. Thus, 

integrated efforts between building trust and implementing appropriate promotional strategies 
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are expected to increase the number of customers and strengthen the company’s position in 

the increasingly competitive insurance industry. 
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