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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.
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L
Background:

The competition among insurance companies is getting fiercer. The development of today's industry
is very competitive, and this can be seen from a large number of people in the industry with massive
potential in the current era, with the development of causing competition in similar industries.

This study determines whether customer satisfaction can be achieved with affordable premium prices
and good service quality.

Research Methode:

(Basic method of the quantitative method, Respondents use random method questionnaire sampling
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)
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Results and Conclusion:

To find out the quality of service, find out the affordable premium price and its effect on insurance
customer satisfaction

Contribution:

Insurance customers

Keywords: Manage insurance, customer satisfaction, premiums, quality assessments

Introduction

The competition among insurance companies is getting fiercer. The development of today's today day's
today's this can be seen from a large number of people in the industry with massive potential in the
current era, with the development of causing competition in similar industries. This is a diverse offer
for consumers so that they will get good service. It can cause satisfaction so that they can repeat
purchases (Hult et al., 2019). With the appearance of uncertainty in the economy, insurance premiums
increase and increase your time to pay for insurance (Gupta et al., 2019). With the development of the
number of people sitting, the impact of the industry is that there is much concern about the environment,
which can give rise to a threat (Dagestani et al., 2022). Humans need protection all the time. Each does
not have several protections that have calculated the possibilities of risk (Hudson et al., 2019).
Regulations that are not integrated and can give p protection that is expected from b as service assurance
auto debit risk (Soto-Montes-de-Oca et al., 2020). The price of insurance premiums must be affordable.
The company reinsurance is unique for the profit that it charges the insured. There are available non-
profit public reinsurance companies and special risk neutral household insurance companies (Hudson
et al., 2019). The characteristics of the importance of the company are to calculate the company's
benefits or from the acquisition of the company's other (Romanosky et al., 2019).Quality service must
be provided to customers. A piece of research shows that the quality of service that is good to customers
can give | royalties that are high d an amount m give k satisfaction to these customers (Alzoubi et al.,
2020). Customer satisfaction is an assessment of how the service provided by the customer fulfills the
customer's service customer's the skills you provide to provide the service and quality help reputation,
increasing sum engine subscriber p potential (Raza et al., 2020).Customer satisfaction benefits the
company. The satisfaction of the customer affects the company's p of company. It can be considered as
an actor's estimated profit in the future Karena see d are index satisfaction from last years before with
impact p ada laba company the following years (Eklof et al., 2020). The company prepares a standard
interest to make you feel that it has a subscription so that it can generate satisfaction with quality
against the company (Sudari et al., 2019). Customers complain a lot about insurance services. Dalam
strategi p emasaran kunci sukses dari p elanggan yang p uas (Eklof et al., 2020). Good service isa
good service that serves a custom company with alarge number of companies (Mello et al., 2020).
The premium price is considered too expensive. The company has raised its efforts to improve the
quality of its service (Rauw et al., 2020). With an expensive price, it is assumed that they will get a
quality product or service (Vitale et al., 2020). Insurance claims are different from what was promised.
Factors influencing customer satisfaction are perceptions of service value, service quality, price, and
better service improvement (Alzoubi et al., 2020). Providing quality services to company employees, it
will have an impact on the company and can increase new customers (Raza et al., 2020). Insurance
companies face many problems. The risks arising from asuras can be covered more because it shares
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responsibilities from various parties (Soto-Montes-de-Oca et al., 2020). Many financial companies
include insurance and banking measuring instruments to calculate the customer satisfaction and loyalty
(Eklof et al., 2020). The public felt the insurance was unnecessary. The occurrence of losses that have
befallen many people has an impact on the perception of the need for insurance (Ecer &; Pamucar,
2021). Insurance companies can offer their products to people in areas with limited insurance services
from other companies (Soto-Montes-de-Oca et al., 2020). People need affordable premium prices from
insurance companies. Quality is essential for consumer acceptance, satisfaction, repeat purchases, and
also price (Warner et al., 2022). consumers' pay service prices are a tool for company continuity (Vitale
et al., 2020). Insurance services' quality must align with people's exppeople'ss to increase trust. There
is a relationship between service quality, customer satisfaction, and customer loyalty (Afthanorhan et
al., 2019). The relationship between service quality and price influences customer satisfaction (Alzoubi
et al., 2020). A quality performance is needed to ensure better future development plans (Inda et al.,
2022). Despite the shortcomings, quality servers are needed (Mello et al., 2020). Customer satisfaction
can be achieved with affordable premium prices and good service quality. The overall quality of the
buying experience and customer expectations are becoming strong driving factors for customer
satisfaction (Hult et al., 2019). To create a positive relationship between customer satisfaction and
loyalty, it is necessary to prioritize customer needs and satisfaction so that they become more loyal to
service (Raza et al., 2020).

Research Method

This study used quantitative methods. Descriptive statistics are used to summarize quantitative data and
identify items considered most important (Fang et al., 2022). The systematic use of research instruments
related to existing research circumstances can improve the comparability of study results and advance
quantitative meta-analyses in the field (Deutscher &; Braunstein, 2023). This study used a random
sampling method with 100 samples. This research involves an overview of the research methodology,
including research design, sampling, questionnaire design, and statistical analysis. The results are
discussed, focusing on research objectives and hypotheses, and final conclusions are presented
(Afthanorhan et al., 2019). This study used purposive sampling with two criteria as a sampling method
(Abror et al., 2020). Data is collected through primary and secondary means. The emergence of
potential variations in standard methods is a problem that needs attention (Iglesias et al., 2019). These
factors become obstacles in evaluating quality trends with existing data (Re et al., 2022). The best
multivariate statistical workflow selection is usually influenced by experimental objectives and the
quality of the data collected (Rocchetti &; O'Callaghan, 2021).

Data analysis using Data Quality Test, Classical Assumption Test, Multiple Linear Regression, and
Hypothesis Test. The sample is divided into sub-samples based on four ranking categories for data
analysis (Li et al., 2020). Data analysis was carried out by two-sided testing (Liu &; Lee, 2019)

Results and Discussion

Through this description, the extent of respondents' perceptions of the variables that are indicators in
the study is known. Here is a more comprehensive picture of the description of the questionnaire
answers received:
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(1) Service Quality Variable (Xi) / result in table form:

Table Description of Questionnaire Question Results

Service Quality Variable (Xi)

Respondent's Answers
Indicators 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 16 100 348
Total 10 42 109 227 112 500

3.78
Percentage 2.00% 8.40% 21.80% 45.40% 22.40% 100.00%

Source: Results of the author's analysis (2023)

The table above shows that the questionnaire statement in the Service Quality indicator
variable (X) consists of 5 indicators, with the average in this statement being 3.78, which means that
in interpretation, the interval falls into the "Good" category. In addition, it can be seen that X1.1 has

the highest average of 4. 14, and X1.5 has the lowest average of 3.48.

(2) Variable Premium (X2) / Result in table form:

Description of Questionnaire Question Results

Variable Premium (X»)

Respondent's Answers
Indicators 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%

Source: Results of the author's analysis (2023)
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Based on the table above shows that for the questionnaire statement, the variable indicator
Premium (X>) consists of 5 indicators, with the average in this statement being 3.70, which means that
in interpretation, the interval falls into the category "Good." In addition, it can be seen that X2.3 has

the highest average of 3. 79, and X2.2 has the lowest average of 3.61.

(3) Customer Satisfaction Variable (Y) / results in table form:

Table Description of Customer Satisfaction Variable Questionnaire Question Results (Y)

Respondent's Answers
Indicators Total Average
STS TS N S SS

Y.1 0 20 9 57 14 100 3.65
Y.2 2 17 44 32 5 100 321
Y3 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%

Source: Results of the author's analysis (2023)

Based on the table above, shows that the questionnaire statement in the variable Customer
Satisfaction indicator (Y) consists of 5 indicators, with the average in this statement being 3.71, which
means that in interpretation, the interval falls into the category "Good." In addition, it can be seen that

Y.5 has the highest average of 3. 94, and Y.2 has the lowest average of 3.21.

A. Analysis and Discussion
(1) Validity Test
Validity states accuracy or accuracy. The higher the accuracy of the data that occurs in
the research object with the data reported by the researcher, the higher the data validity. The
test uses the Pearson Product Moment Correlation; if r counts > r table, it is interpreted as
valid. If r calculate > r table with df=n-2 (100-2=98) gets a value of 0.1966 or 0.197 with o =
0.05, then the correlation coefficient is significant. The following are the results of the validity

test on the variables Service Quality (X 1), Premium (X>), and Customer Satisfaction (Y), for

each indicator of the question:
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Variable Indicator Validity Test Results

Point question r r table Information
calculate

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
Y3 0.613 0.197 Valid
Y.4 0.747 0.197 Valid
Y5 0.795 0.197 Valid

Source: Analysis results using SPSS 26.0
Based on the table of Validity Test Results, it can be seen that it has a calculated r value > r
table = 0.197 for all three variables. Thus, the three variables consisting of a total of 15 question

indicators are declared valid.

(2) Reliability Test
Reliability relates to testing the consistency and predictability of a measuring

instrument. The test is carried out by comparing the Cronbach Alpha number where the
Cronbach Alpha value is at least 0.6 or > 0.6. If the value produced in the SPSS calculation
results is more significant than 0.6, then the questionnaire is reliable, while the opposite is
unreliable. The following are the results of reliability tests on the variables Service Quality

(X1), Premium (X2), and Customer Satisfaction (Y):
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Table of Variable Indicator Reliability Test Results

Variable Izz;zlbzgfi Condition | Information
X1 Quality of Service 0.867 >0.6 Reliable
X2 Premium 0.890 >0.6 Reliable
Y Customer Satisfaction 0.668 >0.6 Reliable

Source: Analysis results using SPSS 26.0

Based on the table of reliability test results, it can be seen that the variable variables Service
Quality (X 1), Premium (X3), and Customer Satisfaction (Y) it has Cronbach's Alpha values of 0.867,
0.890, and 0.668, and all above 0.6. Thus the variables Service Quality (X 1), Premium (X), and

Customer Satisfaction (Y) are declared reliable.

(3) Normality Test

Normality assumption testing is performed to test the data of the independent variable (X) and
bound variable (Y) in the resulting regression equation, whether it is usually distributed or abnormally
distributed. If the data distribution is normal, then data analysis and hypothesis testing are used
parametric statistics. The normality test aims to test whether, in the regression model, the dependent
variable and the independent variable have a normal distribution. A good regression model is to have a
standard or near-normal distribution.

Data Normality Test Results Table :

One Sample Kolmogorov;Smirnov Test
Unstandardized
Residual
N 100
Normal Mean 0.00
Parameters
Std.
Deviation 1.33
Most Absolute 0.087
Extreme
Differences Positive 0.068
Negative -0.087
Test Statistic 0.087
Asymp. Sig. (2-tailed) .058¢
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Source: Analysis results using SPSS 26.0
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Based on the Kolmogorov-Smirnov normality test result table, the Sig. The value of the
regression model above is 0.058, which is more than the value of a= 0.05. Thus, the results of the
Kolomogorov-Smirnov test from the regression model above have met the normality requirements with

a value of Sig. > o= 0.05. It can be concluded that the tested data has a normal data distribution.

(4) Multicollinearity Test
The multicollinearity assumption test measures the degree of association, closeness of

relationships, or linear relationships between independent variables. One commonly used
multicollinearity test is the Variance Inflation Factor (VIF) test; if the VIF value of the variable
X <10, then multicollinearity does not occur.

Data Multicollinearity Test Results in Table

Multicollinearity Test

Variable Collinearity Statistics ~ Multicollinearity

Tolerance VIF

X1 QUALITY OF 0.823 1.216 Not
SERVICE
X2 PREMIUM 0.823 1.216 Not

Source: Analysis results using SPSS 26.0

Based on the table above, the VIF value of each variable is less than 10. It can be concluded

that the data tested did not occur in multicollinearity.

(5) Heteroscedasticity Test
The multiple regression equation needs to be tested to determine whether or not the

variance of the residual observations is the same as one observation with another observation.
If the residuals have the same variants, it is called homoscedasticity, while if the variants are
not the same, it is called heteroscedasticity. A good regression equation is if heteroscedasticity

does not occur. Using the Scatter Plot, the following results are obtained:
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Based on the figure above, it can be seen that there is no clear pattern, such as the dots widening
above and below the number 0 on the Y-axis, so the dots spread randomly and do not form a specific
pattern. It can be concluded that the tested data are free from heteroscedasticity. Heteroscedasticity
testing is then performed using the glacier test to test whether, in a regression model, there is an
inequality of residual variance from one observation to another. If the variance from the residual of one
observation to another is fixed, it is called homoscedasticity. The results of the glacier test are as

follows:

Table of Heteroscedasticity Test Results of the Glejser Test

Heteroscedasticity Test of Glejser method

Variable Sig. Heteroscedasticity
X1 QUALITY OF 0.520 Not
SERVICE

X2 PREMIUM 0.155 Not

Source: Analysis results using SPSS 26.0

Based on the results of heteroskedasticity testing using the glacier test, it shows the value of
Sig. of the two variables above is 0.520 and 0.155 > 0.05, so these two variables show that

heteroskedasticity does not occur in the model.
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(6) Multiple Linear Regression Analysis

The data analysis technique used in this study is Multiple Linear Regression analysis, used to
determine the influence between the independent and dependent variables. The use of Multiple Linear
Regression because this study uses more than one independent variable, including the variable Service
Quality (X 1), and Premium (X ), to determine the effect on the dependent variable Customer
Satisfaction (Y)—data processing using SPSS (Statistical Package for Social Sciences) 26.0.

Multiple Linear Regression Results Table

Partial t-test

Variable regression Std. Error t count Sig. information
coefficient (B)

(Constant) 6.480 0.897 7.224 0.000

X1 QUALITY OF 0.444 0.040 11.191 0.000 Significant

SERVICE

X2 PREMIUM 0.199 0.048 4.154 0.000 Significant

Source: Analysis results using SPSS 26.0

The multiple linear regression equation models obtained are as follows:

Y=06480+0444 X1+ 0.199X2 +e¢;

The multiple linear regression equation can be explained as follows:

The regression coefficient of Service Quality is positive; this shows that if Service Quality improves,
Customer Satisfaction will also increase. This means that every time there is an increase of one unit in
Service Quality, Customer Satisfaction increases by 0.444 or 44.4%.

The premium regression coefficient is positive, this showPremiumif PremiumPremiumes, Customer
Satisfaction will also increase. This means that every time there is an incrPremium onePremiumin

Premium, it results in Customer Satisfaction increases by 0.199 or 19.9%.

(7) Hypothesis Testing
e R-Square
The coefficient of determination (R?) essentially measures how far the model can explain the

variation of the dependent variable. The value of the coefficient of determination is between 0 and 1. A
small R? value means that the ability of independent variables to explain dependent variable variation
is minimal. Values close to 1 independent variable provide almost all the information needed to predict

the variation of the dependent variable.
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R-Square Coefficient of Determination Results Table

Analysis of the coefficient of determination (R2)

R R Adjusted R Square Std. An error in the Information
Square Estimate
.834*  0.695 0.689 1.342 Strong

Source: Analysis results using SPSS 26.0

Based on the table, it is known that the value of the Adjusted R Square equation = 0.689. This
shows that 68.9% of Customer Satisfaction (Y) is influenced by variables of Service Quality (X 1), and
Premium (X ). In comparison, the rest (100% - 68.9%) is, other factors outside this research influence

31.1% of Customer Satisfaction (Y).

o T-Test

The t-test is performed as a hypothesis test to determine the effect of each independent variable
individually on the dependent variable. According to Ghazali (2016), to calculate the t-table, the
provision df =n-k =100 -3 =97) = 1.98 at the level of significant (o) of 5% (an error rate of 5% or

0.05) or confidence level of 95% or 0.95, so if the error rate of an el variable is more than 5% it means

that the variable is not significant. The way of decision-making is as follows:

e Ho is accepted if the probability/significant > 0.05 or t count <t table

e Ho is rejected if the probability/significance < 0.05 or t calculate > t table.

Multiple Linear Regression Results Table Customer Satisfaction (Y)

Partial t-test

Variable regression Std. Error t count Sig. information
coefficient (B)

(Constant) 6.480 0.897 7.224 0.000

X1 Quality of Service 0.444 0.040 11.191 0.000 Significant

X2 Premium 0.199 0.048 4.154 0.000 Significant

Source: Analysis results using SPSS 26.0

The interpretation and testing of the hypothesis (H) in this table are as follows:

o There is an effect of Service Quality (Xi) on Customer Satisfaction (Y) partially.

Table 4. The ten above shows that the relationship between Service Quality (X 1) and Customer
Satisfaction (Y) is significant with a t-count of 11.191 (t-count >t table (df=97) = 93) and a

value of Sig. = 0. 000, which is less than o = 0.05. The coefficient value is positive at 0.444,
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which shows that the direction of the relationship between Service Quality (X;) and
Customer Satisfaction is positive or increases by 44.4%. Thus, hypothesis H 1 in this study,
which states that "Service Quality (X;) has a significant effect on Customer Satisfaction (Y),"
is accepted.
e There is an effect of Premium (X5) on Customer Satisfaction (Y) partially.

Table 4. 13 above shows that the relationship between Premium (X>) and Customer Satisfaction
(Y) is significant with a t-count of 4.154 (t-count > t table (df=97) = 1.98) and Sig value. =0.
000, which is less than a = 0.05. The coefficient value is positive at 0.199, which shows that
the direction of the relationship between Premium (X;) and Customer Satisfaction is
positive or increases by 19.9%. Thus hypothesis H 2 in this study, which states that

"Premium (X ») has a significant effect on Customer Satisfaction (Y)," is accepted.

(8) Simultaneous Significance Test ( Test F)
Regression Test coefficients are used to determine whether the independent variables have a
significant effect on the dependent variable. The test used a significance level of 0.05. The simultaneous
regression test (Test F) can be formulated as follows:

(1) If Sig. < 0.05 Then HO is rejected, and Ha is accepted (significant)
(2) If Sig. > 0.05 Then HO is accepted, and Ha is rejected (insignificant)

F Test Analysis Results Table

Simultaneous F test

Type Sum of Df Mean F count Sig. information
Squares Square

Regression 397.956 2 198.978 110.420 .000" Significant

Residuals 174.794 97 1.802

Total 238.580 49

Source: Analysis results using SPSS 26.0

Based on the table above, it is known that the value of F = 110.420 and the value of Sig. =
0.000, which is less than 0.05, while the value of F of the table with df (2.97) = 3.09. Thus H ¢ is
rejected, H; is accepted, and these variables Service Quality (X 1) and Premium (X ») together have a
significant effect on Customer Satisfaction (Y). Thus H o is rejected, and Hsis accepted; these
variables of Service Quality (X 1) and Premium (X5) together have a significant effect on the variable

Customer Satisfaction (Y).
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People need affordable premium prices from insurance companies. Softness historically affects
satisfaction, repurchases, and premium prices (Warner et al., 2022). Consumers can accept a higher
price than the initial one (Violino et al., 2019). Consumer willingness to pay reveals new higher-priced
approaches to encourage its continuation (Vitale et al., 2020). Insurance services' quality must align
with people's expectations to increase trust. The goal is to use insurance value information to guide
strategic interventions in restoring ecosystem services through targeted conservation and restoration
policies (Soto-Montes-de-Oca et al., 2020). The company has a guarantee and can use the quality of
your service to achieve sustainability of its company in the future (Kristanti et al., 2022). Service quality
significantly and positively impacts customer satisfaction (Abror et al., 2020). Customer engagement
is influenced by satisfaction and service quality (Abror et al., 2020). Service quality is related to
company performance (Eklof et al., 2020). Service quality is important to maintain company quality
(Maesano et al., 2020).

Efficiency is critical in measuring service quality because the more efficient, the higher customer
satisfaction (Rauw et al., 2020).Services with gives current b based on rules about satisfaction
subscription dan quality 1 service (Afthanorhan et al., 2019) . This study aims to understand how
customer perceptions of the quality and value of the purchase experience, as well as pre-purchase
expectations, affect satisfaction and loyalty in online and offline purchases (Hult et al., 2019). Customer
satisfaction can be achieved with affordable premium prices and good service quality. Customer
satisfaction can be improved by understanding and meeting customer needs and expectations and by
presenting new services that provide added value (Mohammad, 2020). Customer satisfaction arises
from comparing benefits, costs, and expected consequences of purchasing or consumption (Sezgen et
al., 2019). Customer satisfaction is seen from customer joy (Li et al., 2020).

Conclusion

Bas e idon th ei discussion, it shows that th e i dire ction of the relationship between Service
Quality (Xi) and Customer Satisfaction is positive or increases by 44.4%; shows that th e i
direction of the relationship between Premium (X;) and Customer Satisfaction is positive or
increases by 19.9%;these variables Service Quality (X 1), Premium (X 2), together have a significant
effect on Customer Satisfaction (Y).

Two main factors influence customer satisfaction, namely pre-price dan mutu service. Affordable
premium prices make people interested in using insurance polPremiumespePremiumif that prePremium
lower than the nominal value of other insurance. In addition, service quality also plays an essential role
in influencing customer satisfaction. Insurance marketers must be responsive in handling customer
complaints and be friendly and polite. Excellent and complete office facilities also contribute to
customer satisfaction. In addition, insurance personnel needs to be able to explain 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.
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