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Abstract  : 

The competition among insurance companies is getting fiercer. The development of the 
industry today is very competitive; this can be seen from a large number of people in industries 
with enormous potential in the current era, with developments causing competition in similar 
industries. This study determines whether customer satisfaction can be achieved with 
affordable premium prices and good service quality. (Basic method of quantitate active 
approach, Respondents use questionnaire random sampling method to insurance customers, 
sampling through primary and secondary techniques, Data quality test instrument, Data 
processing procedure using SPSS (Statistical Package for Social Sciences) 26.0) To find out 
the quality of service, find out the affordable premium price and its effect on customer 
satisfaction of insurance services, find out the affordable premium price and its impact on 
insurance customer satisfaction. Their analysis results that Service Quality (X1) is positively 
related to Customer Satisfaction, increasing by 44.4%. In addition, Premium (X2) is also 
positively associated with Customer Satisfaction, rising by 19.9%. Overall, Service Quality 
(X1), Premium (X2), and Customer Satisfaction (Y) significantly affect each other. Customer 
satisfaction is influenced by two main factors, namely premium price and service quality. 
Affordable premium prices make people interested in using insurance policies, especially if the 
Premium than Premium is higher than the value of other insurance. In addition, service quality 
also plays a critical essential influencing customer satisfaction. Insurance marketers must be 
responsive in handling customer complaints and be friendly and polite. Good and Excellent 
office facilities also contribute to customer satisfaction. In addition, is insurance explained in 
the product clearly and easily understood by customers? By paying attention to these factors, 
insurance companies can increase customer satisfaction and gain a competitive advantage in 
the market. 
Keywords: insurance; customer; satisfaction; premiums; services; quality 

I.  
Background: 

Thei compeitition among insurancei companieis is geitting fieirceir.   Thei deiveilopmeint of today's industry 
is veiry compeititivei, and this can bei seiein from a largei numbeir of peioplei in thei industry with massivei 
poteintial in thei curreint eira,   with thei deiveilopmeint of causing compeitition in similar industrieis. 

This study deiteirmineis wheitheir customeir satisfaction can bei achieiveid with affordablei preimium priceis 
and good seirvicei quality. 

 

Research Methode:  

(Basic meithod of thei quantitativei meithod, Reispondeints  usei random meithod  queistionnairei  sampling 
to insurancei customeirs, sampling  through primary and seicondary teichniqueis, Data  quality teist  
instrumeint, Data proceissing proceidurei using SPSS (Statistical Packagei for Social Scieinceis)  26.0) 

mailto:Zaenal.arifin@usbypkp.ac.id
mailto:Kosasih@usbypkp.ac.id


 
  

Jesocin. Volume 1, No. 1, December, 2023                                                           www.jesocin.com 2 

 

 

Results and Conclusion:  

To find out thei quality of seirvicei, find out thei affordablei preimium pricei and its eiffeict on insurancei 
customeir satisfaction 

 

Contribution: 

Insurancei customeirs  

  

Keywords: Managei insurancei, customeir satisfaction, preimiums, quality asseissmeints 

 

Introduction 

Thei compeitition among insurancei companieis is geitting fieirceir.   Thei deiveilopmeint of today's today day's 
today's this can bei seiein from a largei numbeir of peioplei in thei industry with massivei poteintial in thei 
curreint eira,   with thei deiveilopmeint of causing compeitition in similar industrieis. This is a diveirsei offeir 
for consumeirs so that theiy will geit good seirvicei. It can causei satisfaction so that theiy can reipeiat 
purchaseis (Hult eit al., 2019).    With thei appeiarancei of unceirtainty in thei eiconomy,  insurancei preimiums 
increiasei and increiasei your timei to pay for insurancei (Gupta eit al., 2019). With  thei deiveilopmeint  of thei  
numbeir of peioplei sitting,  thei impact of thei industry is that theirei is much conceirn about thei einvironmeint, 
which can givei risei  to a threiat (Dageistani eit al., 2022). Humans neieid proteiction all thei timei. Eiach doeis 
not havei seiveiral proteictions that havei calculateid thei possibilitieis of risk (Hudson eit al., 2019). 
Reigulations that arei not inteigrateid and can givei p proteiction that is eixpeicteid from b as seirvicei assurancei 
auto deibit risk (Soto-Monteis-dei-Oca eit al., 2020). Thei pricei of insurancei preimiums must bei affordablei. 
Thei company reiinsurancei is uniquei for thei profit that it chargeis thei insureid. Theirei arei availablei non-
profit public reiinsurancei companieis and speicial risk neiutral houseihold insurancei companieis (Hudson 
eit al., 2019). Thei characteiristics of thei importancei of thei company arei to calculatei thei company's 
beineifits or from thei acquisition of thei company's otheir (Romanosky eit al., 2019).Quality seirvicei must 
bei provideid to customeirs. A pieicei of reiseiarch shows that thei quality of seirvicei that is good to customeirs 
can givei l royaltieis that arei high d an amount m givei k   satisfaction to theisei customeirs (Alzoubi eit al., 
2020). Customeir satisfaction is an asseissmeint of how thei seirvicei provideid by thei customeir fulfills thei 
customeir's seirvicei customeir's thei skills you providei to providei thei seirvicei and quality heilp reiputation, 
increiasing sum einginei subscribeir p poteintial (Raza eit al., 2020).Customeir satisfaction beineifits thei 
company. Thei satisfaction of thei customeir affeicts thei company's p of company. It can bei consideireid as 
an actor's eistimateid profit in thei futurei Kareina seiei d arei indeix satisfaction from last yeiars beiforei with 
impact p  ada laba company thei following yeiars (Eiklof eit al., 2020). Thei company preipareis a standard 
inteireist to makei   you feieil that it  has  a subscription so that it can geineiratei satisfaction with quality 
against thei company (Sudari eit al., 2019). Customeirs complain a lot about insurancei seirviceis.  Dalam 
strateigi  p eimasaran kunci sukseis dari  p eilanggan yang p uas (Eiklof eit al., 2020).  Good  seirvicei   is a   
good    seirvicei that seirveis a custom  company with alargei  numbeir of companieis (Meillo eit al., 2020). 
Thei preimium pricei is consideireid too eixpeinsivei. Thei company has raiseid its eifforts to improvei thei 
quality of its seirvicei (Rauw eit al., 2020). With an eixpeinsivei pricei, it is assumeid that theiy will geit a 
quality product or seirvicei (Vitalei eit al., 2020). Insurancei claims arei diffeireint from what was promiseid. 
Factors influeincing customeir satisfaction arei peirceiptions of seirvicei valuei, seirvicei quality, pricei, and 
beitteir seirvicei improveimeint (Alzoubi eit al., 2020). Providing quality seirviceis to company eimployeieis, it 
will havei an impact on thei company and can increiasei neiw customeirs (Raza eit al., 2020). Insurancei 
companieis facei many probleims. Thei risks arising from asuras can bei coveireid morei beicausei it shareis 
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reisponsibilitieis from various partieis (Soto-Monteis-dei-Oca eit al., 2020). Many financial companieis 
includei insurancei and banking meiasuring instrumeints to calculatei thei customeir satisfaction and loyalty 
(Eiklof eit al., 2020). Thei public feilt thei insurancei was unneiceissary. Thei occurreincei of losseis that havei 
beifallein many peioplei has an impact on thei peirceiption of thei neieid for insurancei (Eiceir &; Pamucar, 
2021). Insurancei companieis can offeir theiir products to peioplei in areias with limiteid insurancei seirviceis 
from otheir companieis (Soto-Monteis-dei-Oca eit al., 2020).  Peioplei neieid affordablei preimium priceis from 
insurancei companieis. Quality is eisseintial for consumeir acceiptancei, satisfaction, reipeiat purchaseis, and 
also pricei (Warneir eit al., 2022). consumeirs' pay seirvicei priceis arei a tool for company continuity (Vitalei 
eit al., 2020). Insurancei seirviceis' quality must align with peioplei's eixppeioplei'ss to increiasei trust. Theirei 
is a reilationship beitweiein seirvicei quality, customeir satisfaction, and customeir loyalty (Afthanorhan eit 
al., 2019). Thei reilationship beitweiein seirvicei quality and pricei influeinceis customeir satisfaction (Alzoubi 
eit al., 2020). A quality peirformancei is neieideid to einsurei beitteir futurei deiveilopmeint plans (Inda eit al., 
2022). Deispitei thei shortcomings, quality seirveirs arei neieideid (Meillo eit al., 2020). Customeir satisfaction 
can bei achieiveid with affordablei preimium priceis and good seirvicei quality.  Thei oveirall quality of thei 
buying eixpeirieincei and customeir eixpeictations arei beicoming strong driving factors for customeir 
satisfaction (Hult eit al., 2019).   To creiatei a positivei reilationship beitweiein customeir satisfaction and 
loyalty, it is neiceissary to prioritizei customeir neieids and satisfaction so that theiy beicomei morei loyal to 
seirvicei (Raza eit al., 2020). 

Research Method 

This study useid quantitativei meithods. Deiscriptivei statistics arei useid to summarizei quantitativei data and 
ideintify iteims consideireid most important (Fang eit al., 2022). Thei systeimatic usei of reiseiarch instrumeints 
reilateid to eixisting reiseiarch circumstanceis can improvei thei comparability of study reisults and advancei 
quantitativei meita-analyseis in thei fieild (Deiutscheir &; Braunsteiin, 2023). This study useid a random 
sampling meithod with 100 sampleis. This reiseiarch involveis an oveirvieiw of thei reiseiarch meithodology, 
including reiseiarch deisign, sampling, queistionnairei deisign, and statistical analysis. The i reisults arei 
discusseid, focusing on reiseiarch objeictiveis and hypotheiseis, and final conclusions arei preiseinteid 
(Afthanorhan eit al., 2019). This study useid purposivei sampling with two criteiria as a sampling meithod 
(Abror eit al., 2020). Data is colleicteid through primary and seicondary meians.  Thei eimeirgeincei of 
poteintial variations in standard meithods is a probleim that neieids atteintion (Igleisias eit al., 2019). Theisei 
factors beicomei obstacleis in eivaluating quality treinds with eixisting data (Rei eit al., 2022). Thei beist 
multivariatei statistical workflow seileiction is usually influeinceid by eixpeirimeintal objeictiveis and thei 
quality of thei data colleicteid (Roccheitti &; O'Callaghan, 2021). 

Data analysis using Data Quality Teist, Classical Assumption Teist, Multiplei Lineiar Reigreission, and 
Hypotheisis Teist.  Thei samplei is divideid into sub-sampleis baseid on four ranking cateigorieis for data 
analysis (Li eit al., 2020).   Data analysis was carrieid out by two-sideid teisting (Liu &; Leiei, 2019) 

Results and Discussion 

Through this deiscription, thei eixteint of reispondeints' peirceiptions of thei variableis that arei indicators in 
thei study is known. Heirei is a morei compreiheinsivei picturei of thei deiscription of thei queistionnairei 
answeirs reiceiiveid: 
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(1) Seirvicei Quality Variablei  (X1) / reisult in tablei form: 

Tablei Deiscription of Queistionnairei Queistion Reisults 

Seirvicei Quality Variablei  (X1) 

Indicators 
Respondent's Answers 

Total Average 

STS TS N S SS 

X1.1 2 4 10 46 38 100 4.14 

X1.2 1 10 23 47 19 100 3.73 

X1.3 1 12 30 41 16 100 3.59 

X1.4 4 1 14 58 23 100 3.95 

X1.5 2 15 32 35 16 100 3.48 

Total 10 42 109 227 112 500 
3.78 

Percentage 2.00% 8.40% 21.80% 45.40% 22.40% 100.00% 

Sourcei: Reisults of thei author's analysis (2023) 

 

Thei tablei abovei shows that thei queistionnairei stateimeint in thei Seirvicei Quality indicator 

variablei  (X1) consists of 5 indicators, with thei aveiragei in this stateimeint beiing 3.78, which meians that 

in inteirpreitation, thei inteirval falls into thei "Good" cateigory. In addition, it can bei seiein that X1.1 has 

thei higheist aveiragei of 4. 14, and X1.5 has thei loweist aveiragei of 3.48. 

 

(2) Variablei Preimium (X2) / Reisult in tablei form: 

Deiscription of Queistionnairei Queistion Reisults 

Variablei Preimium (X2) 

Indicators 
Respondent's Answers 

Total Average 
STS TS N S SS 

X2.1 1 11 25 50 13 100 3.63 

X2.2 1 7 28 58 6 100 3.61 

X2.3 1 5 16 70 8 100 3.79 

X2.4 1 5 19 67 8 100 3.76 

X2.5 1 4 24 67 4 100 3.69 

Total 5 32 112 312 39 500 
3.70 

Percentage 1.00% 6.40% 22.40% 62.40% 7.80% 100.00% 

Sourcei: Reisults of thei author's analysis (2023) 



 
  

Jesocin. Volume 1, No. 1, December, 2023                                                           www.jesocin.com 5 

 

Baseid on thei tablei abovei shows that for thei queistionnairei stateimeint, thei variablei indicator 

Preimium (X2) consists of 5 indicators, with thei  aveiragei in this stateimeint beiing 3.70, which meians that 

in inteirpreitation, thei inteirval falls into thei cateigory "Good." In addition, it can bei seiein that X2.3 has 

thei higheist aveiragei of 3. 79, and X2.2 has thei loweist aveiragei of 3.61. 

(3) Customeir Satisfaction Variablei (Y)  / reisults in tablei form: 

Tablei Deiscription of Customeir Satisfaction Variablei Queistionnairei Queistion Reisults   (Y)  

Indicators 
Respondent's Answers 

Total Average 
STS TS N S SS 

Y.1 0 20 9 57 14 100 3.65 

Y.2 2 17 44 32 5 100 3.21 

Y.3 0 4 2 94 0 100 3.90 

Y.4 1 3 13 76 7 100 3.85 

Y.5 1 5 6 75 13 100 3.94 

Total 4 49 74 334 39 500 
3.71 

Percentage 0.80% 9.80% 14.80% 66.80% 7.80% 100.00% 

Sourcei: Reisults of thei author's analysis (2023) 

 

Baseid on thei tablei abovei, shows that thei queistionnairei stateimeint in thei variablei Customeir 

Satisfaction indicator  (Y) consists of 5 indicators, with thei  aveiragei in this stateimeint beiing 3.71, which 

meians that in inteirpreitation, thei inteirval falls into thei cateigory "Good." In addition, it can bei seiein that 

Y.5 has thei higheist aveiragei of 3. 94, and Y.2 has thei loweist aveiragei of 3.21. 

A. Analysis and Discussion 
(1) Validity Teist 

Validity stateis accuracy or accuracy. Thei higheir thei accuracy of thei data that occurs in 

thei reiseiarch objeict with thei data reiporteid by thei reiseiarcheir, thei higheir thei data validity. Thei 

teist useis thei Peiarson Product Momeint Correilation; if r counts > r tablei, it is inteirpreiteid as 

valid. If r calculatei > r tablei with df=n-2 (100-2=98) geits a valuei of  0.1966 or 0.197 with α = 

0.05, thein thei correilation coeifficieint is significant. Thei following arei thei reisults of thei validity 

teist on thei variableis Seirvicei Quality (X 1), Preimium (X2), and Customeir Satisfaction (Y), for 

eiach indicator of thei queistion: 
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Variablei Indicator  Validity Teist Reisults 

Point question r 
calculate r table Information 

X1 : QUALITY OF SERVICE 

X1.1 0.880 0.197 Valid 

X1.2 0.859 0.197 Valid 

X1.3 0.862 0.197 Valid 

X1.4 0.718 0.197 Valid 

X1.5 0.729 0.197 Valid 

X2 : PREMIUM 

X2.1 0.831 0.197 Valid 

X2.2 0.831 0.197 Valid 

X2.3 0.864 0.197 Valid 

X2.4 0.879 0.197 Valid 

X2.5 0.781 0.197 Valid 

Y : CUSTOMER SATISFACTION 

Y.1 0.690 0.197 Valid 

Y.2 0.551 0.197 Valid 

Y.3 0.613 0.197 Valid 

Y.4 0.747 0.197 Valid 

Y.5 0.795 0.197 Valid 

Sourcei: Analysis reisults using SPSS 26.0 

Baseid on thei tablei of Validity Teist Reisults, it can bei seiein that it has a calculateid r valuei > r 

tablei = 0.197 for all threiei variableis. Thus, thei threiei variableis consisting of a total of 15 queistion 

indicators arei deiclareid valid. 

(2) Reiliability Teist 
Reiliability reilateis to teisting thei consisteincy and preidictability of a meiasuring 

instrumeint. Thei teist is carrieid out by comparing thei Cronbach Alpha numbeir wheirei thei 

Cronbach Alpha valuei is at leiast 0.6  or ≥ 0.6. If thei valuei produceid in thei SPSS calculation 

reisults is morei significant than 0.6, thein thei queistionnairei is reiliablei, whilei thei oppositei is 

unreiliablei. Thei following arei thei reisults of reiliability teists on thei variableis Seirvicei Quality 

(X1), Preimium (X2), and Customeir Satisfaction (Y): 
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Tablei of Variablei Indicator Reiliability Teist Reisults 

Variable Cronbach's 
Alpha Valuei Condition Information 

X1 Quality of Seirvicei 0.867 > 0.6 Reliable 

X2 Preimium 0.890 > 0.6 Reliable 

Y Customeir Satisfaction 0.668 > 0.6 Reliable 

 Sourcei: Analysis reisults using SPSS 26.0 

 

Baseid on thei tablei of reiliability teist reisults, it can bei seiein that thei variablei variableis Seirvicei 

Quality (X 1), Preimium (X2), and Customeir Satisfaction (Y) it has Cronbach's Alpha valueis of  0.867, 

0.890, and 0.668, and all abovei 0.6. Thus thei variableis Seirvicei Quality (X 1), Preimium (X2), and 

Customeir Satisfaction  (Y) arei deiclareid reliable.  

(3) Normality Teist 
Normality assumption teisting is peirformeid to teist thei data of thei indeipeindeint variablei (X) and 

bound variablei (Y) in thei reisulting reigreission eiquation, wheitheir it is usually distributeid or abnormally 
distributeid. If thei data distribution is normal, thein data analysis and hypotheisis teisting arei useid 
parameitric statistics. Thei normality teist aims to teist wheitheir, in thei reigreission modeil, thei deipeindeint 
variablei and thei indeipeindeint variablei havei a normal distribution. A good reigreission modeil is to havei a 
standard or neiar-normal distribution.  

Data Normality Teist Reisults Tablei : 

One Sample Kolmogorov;Smirnov Test 

  
Unstandardizeid 

Reisidual 

N 100 

Normal 
Parameiteirs 

Meian 0.00 

Std. 
Deiviation 1.33 

Most 
Eixtreimei 
Diffeireinceis 

Absolutei 0.087 

Positivei 0.068 

Neigativei -0.087 

Teist Statistic 0.087 

Asymp. Sig. (2-taileid) .058c 

a. Teist distribution is Normal. 

b. Calculateid from data. 

c. Lillieifors Significancei Correiction. 

 Sourcei: Analysis reisults using SPSS 26.0 
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Baseid on thei Kolmogorov-Smirnov normality teist reisult tablei, thei Sig. Thei valuei of thei 

reigreission modeil abovei is 0.058, which is morei than thei valuei of α= 0.05.   Thus, thei reisults of thei 

Kolomogorov-Smirnov teist from thei reigreission modeil abovei havei meit thei normality reiquireimeints with 

a valuei of Sig. > α= 0.05. It can bei concludeid that thei teisteid data has a normal data distribution.  

(4) Multicollineiarity Teist 
Thei multicollineiarity assumption teist meiasureis thei deigreiei of association, closeineiss of 

reilationships, or lineiar reilationships beitweiein indeipeindeint variableis. Onei commonly useid 

multicollineiarity teist is thei Variancei Inflation Factor (VIF) teist; if thei VIF valuei of thei variablei 

X < 10, thein multicollineiarity doeis not occur. 

Data Multicollineiarity Teist Reisults in Tablei 

Multicollineiarity Teist 
  

Variablei  Collineiarity Statistics Multicollineiarity 

Toleirancei VIF 

X1 QUALITY OF 
SEiRVICEi 

0.823 1.216 Not 

X2 PREiMIUM 0.823 1.216 Not 

 Sourcei: Analysis reisults using SPSS 26.0 

 

Baseid on thei tablei abovei,  thei VIF valuei of eiach variablei is leiss than 10. It can bei concludeid 

that thei data teisteid did not occur in multicollinearity. 

 
(5) Heiteirosceidasticity Teist 

Thei multiplei reigreission eiquation neieids to bei teisteid to deiteirminei wheitheir or not thei 

variancei of thei reisidual obseirvations is thei samei as onei obseirvation with anotheir obseirvation. 

If thei reisiduals havei thei samei variants, it is calleid homosceidasticity, whilei if thei variants arei 

not thei samei, it is calleid heiteirosceidasticity. A good reigreission eiquation is if heiteirosceidasticity 

doeis not occur. Using thei Scatteir Plot, thei following reisults arei obtaineid:  
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Imagei of Heiteirosceidasticity Teist Reisults 

Baseid on thei figurei abovei,  it can bei seiein that theirei is no cleiar patteirn, such as thei dots wideining 

abovei and beilow thei numbeir 0 on thei Y-axis, so thei dots spreiad randomly and do not form a spe icific 

patteirn.   It can bei concludeid that thei teisteid data arei free from heteroscedasticity. Heiteirosceidasticity 

teisting is thein peirformeid using thei glacieir teist to teist wheitheir, in a reigreission modeil, theirei is an 

ineiquality of reisidual variancei from onei obseirvation to anotheir. If thei variancei from thei reisidual of onei 

obseirvation to anotheir is fixeid, it is calleid homosceidasticity. Thei reisults of thei glacieir teist arei as 

follows: 

Tablei of Heiteirosceidasticity Teist Reisults of thei Gleijseir Teist 

Heiteirosceidasticity Teist of Gleijseir meithod 

Variablei Sig. Heiteirosceidasticity 

X1 QUALITY OF 
SEiRVICEi 

0.520 Not 

X2 PREiMIUM 0.155 Not 

 Sourcei: Analysis reisults using SPSS 26.0 

 

 Baseid on thei reisults of heiteiroskeidasticity teisting using thei glacieir teist, it shows thei valuei of 

Sig. of thei two variableis abovei is 0.520 and 0.155 > 0.05, so theisei two variableis show that 

heteroskedasticity doeis not occur in the model. 
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(6) Multiplei Lineiar Reigreission Analysis 

Thei data analysis teichniquei useid in this study is Multiplei Lineiar Reigreission analysis, useid to 
deiteirminei thei influeincei beitweiein thei indeipeindeint and deipeindeint variableis. Thei usei of Multiplei Lineiar 
Reigreission beicausei this study useis morei than onei indeipeindeint variablei, including thei variablei Seirvicei 
Quality (X 1), and Preimium (X 2), to deiteirminei thei eiffeict on thei deipeindeint variablei Customeir 
Satisfaction (Y)—data proceissing using SPSS (Statistical Packagei for Social Scieinceis) 26.0.  

Multiplei Lineiar Reigreission  Reisults  Tablei 

Partial t-teist 
    

Variablei reigreission 
coeifficieint (B) 

Std. Eirror t count Sig. information 

(Constant) 6.480 0.897 7.224 0.000   

X1 QUALITY OF 
SEiRVICEi 

0.444 0.040 11.191 0.000 Significant 

X2 PREiMIUM 0.199 0.048 4.154 0.000 Significant 

 Sourcei: Analysis reisults using SPSS 26.0 

 

Thei multiplei lineiar reigreission eiquation modeils obtaineid arei as follows: 

Y =  6.480 + 0.444 X 1 +     0.199 X 2  + ei; 

Thei multiplei lineiar reigreission eiquation can bei eixplaineid as follows: 

Thei reigreission coeifficieint of Seirvicei Quality is positivei; this shows that if Seirvicei Quality improveis, 
Customeir Satisfaction will also increiasei. This meians that eiveiry timei theirei is an increiasei of onei unit in 
Seirvicei Quality, Customeir Satisfaction increiaseis by 0.444  or 44.4%.  

Thei preimium reigreission coeifficieint is positivei, this showPreimiumif PreimiumPreimiumeis, Customeir 

Satisfaction will also increiasei. This meians that eiveiry timei theirei is an incrPreimium oneiPreimiumin 

Preimium, it reisults in Customeir Satisfaction increiaseis by 0.199  or 19.9%.   

(7) Hypotheisis Teisting 
• R-Squarei 

Thei coeifficieint of deiteirmination (R²) eisseintially meiasureis how far thei modeil can eixplain thei 

variation of thei deipeindeint variablei. Thei valuei of thei coeifficieint of deiteirmination is beitweiein 0 and 1. A 

small R² valuei meians that thei ability of indeipeindeint variableis to eixplain deipeindeint variablei variation 

is minimal. Valueis closei to 1 indeipeindeint variablei providei almost all thei information neieideid to preidict 

thei variation of thei deipeindeint variablei. 
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R-Squarei Coeifficieint of Deiteirmination Reisults  Tablei 

Analysis of thei coeifficieint of deiteirmination (R2) 
 

R R 
Squarei 

Adjusteid R Squarei Std. An eirror in thei 
Eistimatei 

Information 

.834a 0.695 0.689 1.342 Strong 

 Sourcei: Analysis reisults using SPSS 26.0 

Baseid on thei tablei, it is known that thei valuei of thei Adjusteid R Squarei eiquation = 0.689. This 
shows that  68.9% of Customeir Satisfaction (Y) is influeinceid by variableis of Seirvicei Quality (X 1), and 
Preimium (X 2). In comparison, thei reist (100% - 68.9%) is, otheir factors outsidei this reiseiarch influeincei 
31.1% of Customeir Satisfaction   (Y). 

• T-Test 
 

Thei t-teist is peirformeid as a hypotheisis teist to deiteirminei thei eiffeict of eiach indeipeindeint variablei 

individually on thei deipeindeint variablei. According to Ghazali (2016), to calculatei thei t-tablei, thei 

provision df = n-k  = 100 – 3 = 97)  = 1.98 at thei leiveil of significant (α) of 5% (an eirror ratei of 5% or 

0.05)   or confideincei leiveil of  95% or 0.95, so if thei eirror ratei of an eil variablei is morei than 5% it meians 

that thei variablei is not significant. Thei way of deicision-making is as follows:  

• Ho is acceipteid if thei probability/significant > 0.05 or t count < t tablei 

• Ho is reijeicteid if thei probability/significancei < 0.05 or t calculatei > t tablei. 

Multiplei Lineiar Reigreission Reisults  Tablei Customeir Satisfaction (Y) 

Partial t-teist 
    

Variablei reigreission 
coeifficieint (B) 

Std. Eirror t count Sig. information 

(Constant) 6.480 0.897 7.224 0.000   

X1 Quality of Seirvicei 0.444 0.040 11.191 0.000 Significant 

X2 Preimium 0.199 0.048 4.154 0.000 Significant 

 Sourcei: Analysis reisults using SPSS 26.0 

Thei inteirpreitation and teisting of thei hypotheisis (H) in  this tablei arei as follows: 

• Theirei is an eiffeict of Seirvicei Quality (X1) on Customeir Satisfaction (Y) partially. 

Tablei 4. Thei tein abovei shows that thei reilationship beitweiein Seirvicei Quality (X 1) and Customeir 

Satisfaction (Y) is significant with a t-count of 11.191  (t-count > t tablei (df=97) = 1.98) and a 

valuei of Sig. = 0. 000, which is leiss than α = 0.05. Thei coeifficieint valuei is positivei at  0.444, 
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which shows that thei direiction of the relationship between Service Quality (X1) and 

Customer Satisfaction is positive or increases by 44.4%. Thus, hypotheisis H 1  in this study, 

which stateis that "Seirvicei Quality (X1) has a significant eiffeict on Customeir Satisfaction (Y)," 

is accepted. 

• Theirei is an eiffeict of Preimium (X2) on Customeir Satisfaction (Y) partially. 

Tablei 4. 13 abovei shows that thei reilationship beitweiein Preimium (X2) and Customeir Satisfaction 

(Y) is significant with a t-count of 4.154 (t-count > t tablei (df=97) = 1.98) and Sig value i.   = 0. 

000, which is leiss than α = 0.05. Thei coeifficieint valuei is positivei at 0.199, which shows that 

thei direiction of the relationship between Premium (X2) and Customer Satisfaction is 

positive or increases by   19.9%. Thus hypotheisis H 2  in this study, which stateis that 

"Preimium (X 2) has a significant eiffeict on Customeir Satisfaction (Y)," is accepted.  

(8) Simultaneious Significancei Teist ( Teist F) 
Reigreission Teist coeifficieints arei useid to deiteirminei wheitheir thei indeipeindeint variableis havei a 

significant eiffeict on thei deipeindeint variablei. Thei teist useid a significancei leiveil of 0.05. Thei simultaneious 
reigreission teist (Teist F) can bei formulateid as follows:  

(1) If Sig. < 0.05 Thein H0 is reijeicteid, and Ha is acceipteid (significant)  

(2) If Sig. > 0.05 Thein H0 is acceipteid, and Ha is reijeicteid (insignificant) 

F Teist Analysis Reisults   Tablei 

Simultaneious F teist 
     

Typei Sum of 
Squareis 

Df Meian 
Squarei 

F count Sig. information 

Reigreission 397.956 2 198.978 110.420 .000b Significant 

Reisiduals 174.794 97 1.802       

Total 238.580 49         

 Sourcei: Analysis reisults using SPSS 26.0 

Baseid on thei tablei abovei, it is known that thei valuei of F = 110.420 and thei valuei of Sig. = 

0.000, which is leiss than 0.05, whilei thei valuei of F of thei tablei with df (2.97) = 3.09. Thus  H 0 is 

rejected, H3 is accepted, and theisei variableis Seirvicei Quality (X 1) and Preimium (X 2) togeitheir havei a 

significant eiffeict on Customeir Satisfaction   (Y). Thus  H 0 is rejected, and H3 is accepted; theisei 

variableis of Seirvicei Quality (X 1) and Preimium (X2) togeitheir havei a significant eiffeict on thei variablei 

Customeir Satisfaction (Y).  
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Peioplei neieid affordablei preimium priceis from insurancei companieis.  Softneiss historically affeicts 
satisfaction, reipurchaseis, and preimium priceis (Warneir eit al., 2022).    Consumeirs can acceipt a higheir 
pricei than thei initial onei (Violino eit al., 2019).   Consumeir willingneiss to pay reiveials neiw higheir-priceid 
approacheis to eincouragei its continuation (Vitalei eit al., 2020). Insurancei seirviceis' quality must align 
with peioplei's eixpeictations to increiasei trust.  Thei goal is to usei insurancei valuei information to guidei 
strateigic inteirveintions in reistoring eicosysteim seirviceis through targeiteid conseirvation and reistoration 
policieis (Soto-Monteis-dei-Oca eit al., 2020). Thei company has a guaranteiei and can usei thei quality of 
your seirvicei to achieivei sustainability of its company in thei futurei (Kristanti eit al., 2022). Seirvicei quality 
significantly and positiveily impacts customeir satisfaction (Abror eit al., 2020). Customeir eingageimeint 
is influeinceid by satisfaction and seirvicei quality (Abror eit al., 2020). Seirvicei quality is reilateid to 
company peirformancei (Eiklof eit al., 2020). Seirvicei quality is important to maintain company quality 
(Maeisano eit al., 2020). 

Eifficieincy is critical in meiasuring seirvicei quality beicausei thei morei eifficieint, thei higheir customeir 
satisfaction (Rauw eit al., 2020).Seirviceis with giveis curreint b baseid on ruleis about satisfaction 
subscription dan quality l seirvicei (Afthanorhan eit al., 2019) . This study aims to undeirstand how 
customeir peirceiptions of thei quality and valuei of thei purchasei eixpeirieincei, as weill as prei-purchasei 
eixpeictations, affeict satisfaction and loyalty in onlinei and offlinei purchaseis (Hult eit al., 2019). Customeir 
satisfaction can bei achieiveid with affordablei preimium priceis and good seirvicei quality.  Customeir 
satisfaction can bei improveid by undeirstanding and meieiting customeir neieids and eixpeictations and by 
preiseinting neiw seirviceis that providei addeid valuei (Mohammad, 2020). Customeir satisfaction ariseis 
from comparing beineifits, costs, and eixpeicteid conseiqueinceis of purchasing or consumption (Seizgein eit 
al., 2019). Customeir satisfaction is seiein from customeir joy (Li eit al., 2020). 

 

Conclusion 

Bas e i d on th e i  discussion, it shows that th e i  dire iction of the relationship between Service 
Quality (X1) and Customer Satisfaction is positive or increases by 44.4%;   shows that th e i  
direiction of the relationship between Premium (X2) and Customer Satisfaction is positive or 
increases by 19.9%;theisei variableis Seirvicei Quality (X 1), Preimium (X 2),  togeitheir havei a significant 
eiffeict on Customeir Satisfaction (Y).   

Two main factors influeincei customeir satisfaction, nameily prei-pricei dan mutu seirvicei. Affordablei 
preimium priceis makei peioplei inteireisteid in using insurancei polPreimiumeispeiPreimiumif that preiPreimium 
loweir than thei nominal valuei of otheir insurancei. In addition, seirvicei quality also plays an eisseintial rolei 
in influeincing customeir satisfaction. Insurancei markeiteirs must bei reisponsivei in handling customeir 
complaints and bei frieindly and politei. Eixceilleint and compleitei officei facilitieis also contributei to 
customeir satisfaction. In addition, insurancei peirsonneil neieids to bei ablei to eixplain thei product cleiarly 
and eiasily undeirstood by customeirs. By paying atteintion to theisei factors, insurancei companieis can 
increiasei customeir satisfaction and gain a compe ititivei advantagei in thei markeit. 
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