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Abstract 

This study examines the impact of Customer Relationship Management (CRM), Customer Satisfaction, 

Product Quality, and Service Quality on Customer Loyalty in a specific company. The aim is to identify 

the most influential factors in enhancing customer loyalty. The research employs a quantitative survey 

design, collecting data from 350 customers selected through a purposive sampling technique. Variables 

include CRM, Customer Satisfaction, Product Quality, Service Quality, and Customer Loyalty, 

measured using a structured questionnaire. Data analysis utilizes Structural Equation Modeling (SEM) 

to evaluate relationships among variables and ensure instrument validity and reliability. Key findings 

reveal that CRM and Customer Satisfaction significantly influence Customer Loyalty, whereas Product 

Quality and Service Quality show no significant effect. These results underscore the importance of CRM 

and Customer Satisfaction over traditional drivers, contributing valuable insights for customer retention 

strategies. This study highlights the evolving dynamics of loyalty in competitive markets, suggesting a 

shift towards relational and satisfaction-focused management. 

Keywords: Customer Relationship, Customer Satisfaction, Product Quality, Service Quality, 

Customer Loyalty 

 

1. Introduction 

Participant satisfaction is a comparison of performance or results with what consumers want, 

namely a person's emotional level. Therefore, satisfaction results from the difference between 

achieved performance and expectations (Tešić, 2020). Customer satisfaction helps achieve 

many important aspects, such as building customer loyalty, improving the company's 

reputation, reducing price elasticity, and reducing operational and transaction costs in the future, 

thereby increasing staff efficiency and productivity(Fuchs & Fangpong, 2021; Shih & Montes, 

2022). As consumers play an increasingly active role in ensuring their wants and needs are met, 

competition between businesses increases and customer satisfaction becomes a focus(Demir et 
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al., 2020). Satisfaction is the result of consumer evaluation of the performance of a product 

against consumer expectations. Strategies commonly implemented by businesses and 

organizations to ensure participant satisfaction (AM et al., 2022; Krizanova et al., 2019). This 

research refers to three independent variables, namely product quality, service quality, and 

Customer Relationship Management. One of them is product quality. Product quality reflects a 

company's ability to perform optimally, including overall durability, reliability, accuracy, ease 

of use, product repairability, and other product characteristics(Gorji & Siami, 2020). One of the 

variables that influences consumer satisfaction is service quality. 

Service quality is closely related to customer satisfaction. Service quality motivates customers 

to build long-term, mutually beneficial relationships with the company(Harmen et al., 2022). 

This emotional connection allows businesspeople to better understand consumer expectations 

and desires(Cempena et al., 2021). As a result, companies can increase customer satisfaction 

by maximizing valuable and enjoyable customer experiences and avoiding or minimizing less 

memorable or unpleasant experiences(Huang et al., 2022). Apart from product and service 

quality, customer satisfaction can also be achieved through customer relationship management. 

Customer Relationship Management is the use of CRM programs such as continuity marketing, 

one to one marketing, and partnering programs to build and maintain long-term, profitable 

relationships with customers through providing valuable and satisfying services(Pornpitakpan 

& Han, 2013; Sjödin et al., 2019). Sustainable marketing is about maintaining, building and 

increasing customer loyalty through specific long-term services. 

Customized marketing programs are individually implemented programs designed to meet 

specific and unique customer needs(Manko, 2022). Cooperatives or joint marketing are 

cooperation programs between BPJS and other companies to meet customer needs and desires. 

The Employee Social Security Business Entity is a public service program that provides 

protection to employees who use social security mechanisms in its implementation(Sakinah & 

Yunengsih, 2021). The social security system for Indonesian workers includes Work Accident 

Compensation Guarantee (JKK), Death Guarantee (JKM), Pension Guarantee (JHT), and 

Pension Guarantee (JP). This plan is a basic protection plan for workers which aims to guarantee 

safety and certainty in facing socio-economic risks, so that employers can bear the social risks 

of their workers. 

Implementing a social security plan is the state's responsibility to provide social and economic 

protection to local communities in accordance with the financial capabilities of the Indonesian 

state and other developing countries, and formulating a social security plan based on the social 

security plan is one of its tasks (Lasena, 2020). Social insurance that is funded by members is 

still limited to the public sector worker community. Customer satisfaction is also determined 

by the employment social security program which can guarantee the survival of workers 

(Wahyudi, 2022). Therefore, from the explanation above it can be concluded that increasing 

participant satisfaction can be directly influenced by the social insurance program that the 

employees themselves participate in. Satisfaction can affect the functionality of a product or 

service. 

From the results of observations carried out at the Palembang branch of BPJS Employment, it 

was found that there was a lack of interaction between employees. There are no regulations 

regarding the implementation of employment social insurance and the implementation of the 

Jamsostek program between employers and workers. Participants also felt dissatisfied with the 

products and services provided by BPJS Employment, the services provided by BPJS 
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Employment did not match customer expectations, so participants also felt dissatisfied with the 

content of the service, because the procedures and time for pension insurance payments were 

too long and the duration of request execution not being too alert in serving customers so that 

customers feel that the service provided by BPJS Employment is less than satisfactory. Based 

on the background above, the author is interested in researching further about The Effect of 

Product Quality, Service Quality and Customer Relationship Management on Customer Loyalty 

Mediated by Customer Satisfaction of BPJS Employment Branch Office Palembang.  

2. Literature Review 

2.1 The Influence of Product Quality on Customer Loyalty 

Improving product quality is currently a hot topic of discussion, because superior product 

quality can help you survive the competition(Sari & Nuswantara, 2017). One way to stay ahead 

of the competition is to retain your existing customers because looking for new customers is 

more expensive than retaining existing customers (Kaharuddin et al., 2021). Customer 

satisfaction and loyalty are determined by product quality and price. Each company tries to 

attract customers in different ways, one of which is by providing information about the quality 

of its products. Product quality is one of the determining factors for customer loyalty, because 

if the quality is good then customers will be loyal. Satisfied customers usually buy the same 

product again(Intarti & Khoriah, 2018). Quality is an important factor in increasing customer 

satisfaction. So it can be concluded that Product Quality has an influence on Customer Loyalty. 

This research is in line with research calculation results showing that the influence of product 

quality with the consumer loyalty variable has a significant effect.  

2.2 The influence of Service Quality on Customer Loyalty 

Service quality refers to the quality of services if consumers expect and perceive and has a 

significant impact on a company's competitiveness(McIlwraith et al., 2018). Customer loyalty 

refers to a customer's desire to make repeat purchases and recommend a product to friends and 

acquaintances. It can be concluded that Service Quality has an influence on Customer 

Loyalty(Ishlahah & Oktariyanda, 2023). This research is in line with research in research 

related to customer loyalty which explains that there is service quality which plays a positive 

and significant role in influencing customer loyalty. Customer Relationship Management is an 

organizational structure where planning, management before and after implementing proposals 

to customers is carried out in an integrated system, and operations are carried out based on good 

relationships with customers. CRM is designed to increase sales by building customer loyalty 

(Siswadi, SE., MM, 2020). So, it can be concluded that Customer Relationship Management 

has a significant influence on Customer Loyalty. This research is in line with research conducted 

by related parties which partially has a significant effect on customer loyalty. 

2.3 The Influence of Product Quality on Customer Satisfaction 

When product quality improves, customer loyalty tends to increase. Improving product quality 

maintains high customer satisfaction and increases motivation for subsequent purchases(Intarti 

& Khoriah, 2018). Product quality is also one of the factors that customers consider when 

making purchasing decisions. Satisfaction occurs when customers actively assess the fact that 

the product meets their needs(Nurliza & Oktoriana, 2021). Customer satisfaction can be 

interpreted as a customer's feeling of happiness or disappointment when comparing the 

customer's perception of the performance of a product or service with the desired 

expectations(Tariq, 2013). Therefore, customer satisfaction becomes important, leads to the 
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economic success of the company, and contributes to the company's sustainable development. 

It can be concluded that there is a significant influence between Product Quality and Customer 

Satisfaction. This research is in line with research that shows the results of Product Quality have 

a significant effect on Customer Satisfaction. 

2.4 The Influence of Service Quality on Customer Satisfaction 

Service quality is determined by the ability of a particular company or institution to meet the 

needs of customers and visitors, depending on their hopes and desires. Customer satisfaction, 

on the other hand, is a comparison between expectations and what they feel after using the 

product(Alimohammadi et al., 2021). It can be concluded that service quality influences 

customer satisfaction(El-Adly, 2019). Customers can feel that the service provided is in 

accordance with their needs and are very satisfied. This research is in line with research where 

the results show that there is a significant influence on service quality and customer satisfaction. 

2.5 The Influence of Customer Relationship Management on Customer Satisfaction 

Customer relationship management (CRM) aims to increase customer satisfaction with the 

products or services provided by the company. Through CRM, companies can develop closer 

relationships with consumers by discovering their needs and offering product and service 

options that match those desires. Consumers feel satisfied when the company knows exactly 

what its customers need. It can be concluded that Customer Relationship Management has a 

significant influence on Customer Satisfaction. This research is in line with research which 

shows that there is a significant positive relationship between CRM and customer satisfaction 

2.6 The Influence of Customer Satisfaction on Customer Loyalty 

Customer satisfaction highlights that customer satisfaction is a moderating variable of the 

relationship between value in brand experience and customer engagement. Satisfaction can only 

be met when the performance produced by the company exceeds customer expectations. 

Customer loyalty is reflected in the tendency of a customer to choose a product or service from 

a brand again without considering other brands on the market(Cempena et al., 2021). This 

happens because customers are satisfied with their previous experience with the brand, both in 

terms of product or service quality, price, customer service and other added value. It can be 

concluded that customer satisfaction has a significant influence on customer loyalty(Wilson, 

2019). This research is in line with research which shows a positive and significant relationship 

between customer satisfaction and customer loyalty. 

2.7 The influence of Customer Satisfaction is a mediator on Product Quality work on Customer 

Loyalty 

Customer satisfaction is a comparison between expectations and what they feel after using the 

product. Product quality refers to the functional and psychological benefits that a product 

provides and is the most important criterion when purchasing. A product is said to be of high 

quality if it can perform its function satisfactorily. Does the product provide benefits and satisfy 

consumers according to product specifications? Customer loyalty refers to a customer's desire 

to buy a product again and again over a long period of time and to recommend the product to 

friends and acquaintances. It can be concluded that Customer Satisfaction, Product Quality and 

Customer Loyalty have a relationship that influences each other, if the quality of service is good 

then customer loyalty will increase and so will product quality. If the product quality is good, 

customer loyalty will increase(Andani & Wahyono, 2018; Minh et al., 2015). Which means 



   International Journal of Marketing & Human Resource Research 

e-ISSN: 2746-4040 

Vol. 06 No. 01. January 2025 

Published by:  

 

Pa
ge
3
3

 

there is a significant influence on Customer Satisfaction which is a mediator of Product Quality 

work on Customer Loyalty. 

2.8 The influence of Customer Satisfaction is a mediator on Service Quality work on Customer 

Loyalty 

Satisfaction is a person's feeling of happiness or disappointment that occurs after comparing 

performance, results, or expected results. Before consumers gain loyalty, they must first obtain 

satisfaction that is close to their desires. Quality service plays an important role in shaping 

customer satisfaction and is also closely related to company profits. The higher the quality of 

service provided by a company, the higher the customer satisfaction (Kankam, 2022). Loyalty 

is a firm commitment to repurchase a selected product or service in the future despite situational 

influences or marketing efforts that may cause a change in behavior(Sharma & Srivastava, 

2018). If consumers are satisfied, loyalty will continue. On the other hand, they will become 

disloyal if the service product they receive does not meet their expectations. It can be concluded 

that Customer Satisfaction, Service Quality and Customer Loyalty influence each other, 

meaning that there is an influence of Customer satisfaction as a mediator on Service Quality 

work on Customer Loyalty. 

2.9 The influence of Customer Satisfaction is a mediator in Customer Relationship Management 

on Customer Loyalty 

Customer satisfaction is a feeling of pleasure or disappointment that arises when comparing 

their perception of the performance (results) of a product with their expectations. CRM is the 

process of building relationships between a company and its customers by increasing customer 

satisfaction and creating optimal value for customers (Nunan et al., 2018). Business people 

need to pay attention to how they communicate with customers, how they market their 

products/services, and how they serve customers through traditional media such as products, 

prices, promotions and distribution (Arora & Narula, 2018). Building customer loyalty is one 

of the keys to a company's success, and this strategy allows companies to understand what their 

consumers want and provide added value to the products and services offered so that customers 

continue to buy their products and services. It can be concluded that Customer Loyalty, 

Customer Relationship Management and Customer Loyalty influence each other, meaning that 

there is a significant influence on Customer Satisfaction which is a mediator in Customer 

Relationship Management on Customer Loyalty.  

3. Research Method 

3.1 Research Design 

This research is a quantitative survey (Creswell, 2022) that focuses on the influence of product 

quality, service quality, and customer relationships as independent variables, on customer 

loyalty as the dependent variable, with customer satisfaction as a mediating variable. 

3.2 Population and Sample 

The population in this study were all participants of BPJS Ketenagakerjaan Palembang Branch. 

The research sample consisted of 108 people selected using probability sampling techniques, 

specifically the simple random sampling method. Sample selection was carried out randomly 

from the available population list, so that everyone in the population has an equal chance of 

being selected as a respondent. Determination of sample size was carried out by considering 

the feasibility and representation of the research population. 
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3.3 Techniques of Data Collection 

Data was collected through a questionnaire that reflects respondents' concerns and opinions 

regarding work stress and workload performance as well as job satisfaction of BPJS 

Employment employees. This questionnaire is filled out by putting a checklist mark (√) in the 

column selected by the respondent. 

3.4 Techniques of Data Analysis 

Data analysis was carried out using the Structural Equation Model Partial Least Square (SEM-

PLS) method with the help of SmartPLS software. This model consists of two main parts: a 

Measurement Model (Outer Model) which evaluates the validity and reliability of indicators, 

and a Structural Model (Inner Model) which assesses the relationship between latent 

variables(Anwar et al., 2024). The validity test was carried out by measuring convergent 

validity, discriminant validity and composite reliability, while the significant relationship test 

between latent variables was carried out using the t-statistical test via the bootstrap method (AM 

et al., 2023; Am & Setiawati, 2023). In addition, model quality is evaluated using measures 

such as R2, effect size (f2), predictive relevance (Q2), and Goodness of Fit Index (GoF).  

4. Findings and Discussions 

4.1 Outer Model 

In this outer model analysis, researchers use three measurement criteria to measure the outer 

model, namely convergent validity, discriminant validity and composite reliability. The 

structural model before outlier and after outlier is as follows: 

  

Figure 1. Outer loading before outliers 
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Source: Output SmartPLS 3 Version 

 

Figure 2. Outer Loading After Outlier.  

Source: Output SmartPLS 3 Version 

4.1.1 Convergent Validity Test 

In testing the convergent validity of the measurement model using a reflective type of indicator, 

it is based on individual item reliability tests using standard loading factors which represent the 

magnitude of the correlation between each indicator and the variable. Researchers used the 

criteria for a loading factor value > 0.50 because the reported value was considered sufficient. 

It can be seen from the results of the following analysis: 

                Table 1. Convergent Validity 

Items 

Customer 

Loyalty 

(Y) 

Customer 

Relationship 

Management 

(X3) 

Customer 

Satisfaction 

(Z) 

Product 

Quality 

(X1) 

Service 

Quality 

(X2) 

X1.1       0.620   

X1.2       0.826   

X1.3       0.849   

X1.4       0.904   

X1.5       0.861   

X2.2         0.751 



   International Journal of Marketing & Human Resource Research 

e-ISSN: 2746-4040 

Vol. 06 No. 01. January 2025 

Published by:  

 

Pa
ge
3
6

 

X2.3         0.780 

X2.4         0.847 

X2.5         0.833 

X3.2   0.849       

X3.3   0.821       

X3.4   0.662       

Y1 0.921         

Y2 0.941         

Y3 0.913         

Z1     0.833     

Z2     0.866     

Z3     0.897     

Source: Output SmartPLS 3 Version 

Table 1 shows that some of the indicators observed have loading factors that exceed the 

predetermined criteria, namely more than 0.50 because the 0.50 criterion is considered 

sufficient. For several variables such as customer loyalty, customer satisfaction and service 

quality it exceeds 0.70. Therefore, it can be concluded that these results identify the consistency 

and reliability of the measurements used in assessing the variables in the study. Thus, the 

convergent validity results provide confidence about the quality of the variable measurements 

used in the research and confirm that the variables reflect good Customer Loyalty. 

4.1.2 Discriminant Validity 

Distriminant validity is used to test whether the indicators of one construct are not highly 

correlated with indicators of other constructs. Where we have to pay attention to the heterotrait 

ratio (htmt) value for each pair of variables (Anwar et al., 2024). Researchers use criteria, 

namely the htmt value must be smaller than 0.90 to confirm that the constructs measured by the 

instrument are unique and different from one another. Table 2 presents the results of 

discriminant validity analysis, namely as follows: 

         Table 2. Discriminant Validity 

Variables 

Customer 

Loyalty 

(Y) 

Customer 

Relationship 

Management 

(X3) 

Customer 

Satisfaction 

(Z) 

Product 

Quality 

(X1) 

Service 

Quality 

(X2) 

Customer Loyalty 

(Y) 
0.925         

Customer 

Relationship 

Management (X3) 

0.360 0.782       

Customer 

Satisfaction (Z) 
0.897 0.470 0.866     

Product Quality 

(X1) 
0.296 0.500 0.395 0.818   

Service Quality 

(X2) 
0.437 0.555 0.503 0.558 0.804 
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Source: Output SmartPLS 3 Version 

From the results of the analysis in the table above, it shows that all pairs analyzed have met the 

discriminant validity criteria with an htmt value of less than 0.90, this shows that the constructs 

measured by the instrument are unique and different from each other. It can be concluded that 

the measurement instrument used is capable of distinguishing between different cankers in this 

analysis. Thus, the results of this discriminant validity analysis provide confidence that the 

variables analyzed are unique and different, and there is no overlap between the constructs 

measured by the instrument. 

4.1.3 Reability Composite 

Reability composite is used to evaluate how reliable a measurement instrument is. Table 3 

presents the analysis results from the reliability test for the observed variables, including 

product quality, service quality, customer relationship management, customer satisfaction and 

customer loyalty variables. In this analysis, we pay attention to the Cronbach's, rho_A, 

composite reliability and AVE values to assess the reliability of the instrument used. The criteria 

used are that the AVE value must be greater than 0.50, while the Cronbach's Alpha and 

composite reliability (rho_c) values must be greater than 0.70 to indicate adequate level of 

reliability. The results of the analysis are as follows. 

Table 3. Reality Composite 

Variables 
Cronbach'

s Alpha 
rho_A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Customer Loyalty (Y) 0.916 0.918 0.947 0.856 

Customer Relationship 

Management (X3) 
0.697 0.752 0.824 0.611 

Customer Satisfaction (Z) 0.833 0.846 0.900 0.750 

Product Quality (X1) 0.877 0.945 0.909 0.669 

Service Quality (X2) 0.818 0.827 0.879 0.646 

Source: Output SmartPLS 3 Version 

The results of the analysis above show that all the variables analyzed have met the 

predetermined reliability criteria. For example, the customer validity variable has a Cronbach's 

Alpha value of 0.916, rho_A of 0.918 while the Composite Reability (rho_c) and AVE values 

are 0.947 and 0.856. Likewise, other variables have met the reliability criteria. It can be 

concluded that the measurement instrument used in this research is reliable in measuring the 

variables analyzed. The results of the composite reliability analysis can provide confidence in 

the reliability of the measurement instrument and the validity of the construct used. 

4.2 Inner Model  
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Figure 3. Inner Model 

Source: Output SmartPLS 3 Version 

4.2.1 Multicollinearity Test 

The multicollinearity test is used to evaluate how strong the relationship is between the 

independent variables in the regression model. Collinearity statistics (VIF) for each 

independent variable measures how much of the variance of the independent variable can be 

explained by other independent variables in the model. The criterion used is that the VIF value 

must be less than 10 to determine that there is no significant multicollinearity problem in the 

regression model. From the results of the analysis above, it can be seen that overall there is no 

multicollinearity in the indicators because the VIF value is <10. So it can be concluded that the 

results of this multicollinearity test mean that the regression model can be relied on in analyzing 

the relationship between the variables in this research. 

4.2.2 Coefficient of Determination 

The coefficient of determination is an important metric in evaluating how well a regression 

model fits the data being analyzed. The criteria used to assess the strength of the model are that 

the R Square value should be between 0.25 to 0.50 to indicate a moderate model, and a value 

above 0.50 indicates a strong model. It can be seen from the results of the following analysis. 

                          Table 4. R Square 

Variables R Square Adjusted R Square 

Customer Loyalty (Y) 0.812 0.804 

Customer Satisfaction (Z) 0.312 0.290 

Source: Output SmartPLS 3 Version 

From the results of the analysis above, it shows that the coefficient of determination (R Square) 

for the customer loyalty variable is 0.812, while the Adjusted R Square is 0.804. This shows 

that the model built explains around 81.2% of the variability in the customer loyalty variable. 

Thus, this value means that this model has a strong model in explaining the loyalty variable. 
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For customer satisfaction, the coefficient of determination (R Square) is 0.312 and the adjusted 

R Square is 0.290. This shows that the model built explains around 31.2% of the variability in 

the customer satisfaction variable. With this value, it can be said that this model has a moderate 

model in explaining the customer satisfaction variable. Therefore, it can be concluded that the 

results of this analysis are able to provide confidence that the regression model used is able to 

explain the customer loyalty variable well. 

4.2.3 Effect Size 

Effect Size is used to evaluate how much influence the independent variable has on the 

dependent variable in the regression model. The criteria used to assess effect size are that an F 

Square value of 0.02 indicates a small or low impact, a value of 0.15 indicates a medium or 

medium impact, and a value of 0.35 indicates a large or strong impact. With this framework, 

the results of the following analysis can be explained. Table 4.6 explains the F Square value for 

the customer loyalty variable and customer satisfaction variable. 

Table 5. F Square 

Variables Customer Loyalty 

(Y) 

Customer Satisfaction 

(Z) 

Customer Relationship Management 

(X3) 

0.016 0.058 

Customer Satisfaction (Z) 3,184 
 

Product Quality (X1) 0.012 0.009 

Service Quality (X2) 0.005 0.082 

Source: Output SmartPLS 3 Version 

From the results of table 5, the analysis above shows that the customer relationship management 

variable has an F Square value of 0.016, which shows that this variable has a moderate impact 

on customer loyalty and on customer satisfaction it has a large impact, namely 0.058. For 

product quality it has an F Square value of 0.012 and for customer satisfaction it is 0.009 which 

shows a weak impact, for the service quality variable it has an F Square value of 0.005 showing 

a weak impact on customer loyalty and for customer satisfaction it has a strong impact, with a 

value of 0.085. From this analysis, to improve customer loyalty and need to pay attention to 

customer relationship management, product quality and service quality. 

4.3 Proving Hypothesis 

4.3.1 Direct Effect (Path Coefficient) 

Table 6 presents the path coefficient values for each hypothesis tested, including product 

quality, service quality, customer relationship management, customer satisfaction and customer 

loyalty. The criteria used to determine the significance of the direct effect are that a P-Value 

value of less than 0.05 indicates a significant effect, while a P-Value value of greater than 0.05 

indicates an insignificant effect. 

Table 6. Path Coefficients 

Path Analysis T Statistics P Values Information 

Customer Relationship Management (X3) -> 

Customer Loyalty (Y) 

1,102 0.271 Not 

Significant 
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Customer Relationship Management (X3) -> 

Customer Satisfaction (Z) 

2,204 0.028 Significant 

Customer Satisfaction (Z) -> Customer 

Loyalty (Y) 

18,841 0,000 Significant 

Product Quality (X1) -> Customer Loyalty 

(Y) 

1,261 0.208 Not 

Significant 

Product Quality (X1) -> Customer 

Satisfaction (Z) 

1,224 0.222 Not 

Significant 

Service Quality (X2) -> Customer Loyalty 

(Y) 

0.653 0.514 Not 

Significant 

Service Quality (X2) -> Customer 

Satisfaction (Z) 

2,553 0.011 Significant 

Source: Output SmartPLS 3 Version 

Based on the results of the analysis that has been carried out, the influence of product quality 

on customer loyalty shows that P Value > 0.05, which means that product quality does not have 

a significant influence on customer loyalty. This can be seen from the results of the t-statistics 

value of 1.224 and the P value of 0.208. Therefore, Hypothesis 1 (H1) is rejected. The results 

of this research are not in line with research conducted by (Khairawati, 2019). The calculation 

results show that the influence of product quality on the consumer loyalty variable has a 

significant effect. This proves that the product quality of BPJS Employment Palembang Branch 

is lacking, therefore it is necessary to improve product quality so that BPJS participants feel 

that what they want is appropriate. If product quality is low, then customer loyalty will be low. 

Based on the results of the analysis carried out by researchers regarding the influence of service 

quality on customer loyalty, it shows that P Value > 0.05, which means that service quality does 

not have a significant influence on customer loyalty. This can be seen from the results of the t-

statistics value of 0.653 and the P value of 0.514. Therefore hypothesis 2 (H2) is rejected. The 

results of this research are not in line with research conducted in research related to customer 

loyalty which explains that there is service quality which plays a positive and significant role 

in influencing customer loyalty. This shows that the service quality of BPJS Employment 

Palembang Branch is lacking in terms of customer loyalty, meaning that service quality needs 

to be emphasized so that BPJS participants feel good service and what the BPJS participants 

expect is in line with their expectations. If service quality is low, then customer loyalty will also 

be low. 

Based on the results of the analysis carried out by researchers regarding Customer Relationship 

Management's influence on Customer Loyalty, it shows that the P Value is > 0.05, which means 

that Customer Relationship Management does not have a significant influence on customer 

loyalty. This can be seen from the results of the t-statistics value of 1.102 and the P value of 

0.2271, so Hypothesis 3 (H3) is rejected. The results of this research are not in line with research 

conducted by (Nanda Vinilia Putri, 2023)related parties with partial significant influence on 

customer loyalty. This shows that the Customer Relationship Management of BPJS 

Employment Palembang Branch needs to be improved so that BPJS participants can feel the 

comfort provided by BPJS Employment, because this can influence customer loyalty. If 

Customer Relationship Management is low then customer loyalty will decrease. 

Based on the results of the analysis that has been carried out regarding the influence of product 

quality on customer satisfaction, it shows that the P value is >0.05, which means that the 
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influence of product quality does not have a significant influence on customer satisfaction. This 

can be seen from the t-statistics value of 1.224 and the P value of 0.222. Therefore hypothesis 

4 (H4) is rejected. The results of this research are not in line with research conducted by 

(Pribanus Wantara, 2019) which shows that the results of Product Quality have a significant 

effect on Customer Satisfaction. This shows that the results of the BPJS Employment 

Palembang Branch product quality need to be improved further so that BPJS participants can 

experience the products given to them. This greatly affects customer satisfaction. If the product 

quality does not match the expectations of BPJS participants, then participant satisfaction will 

also be less with the BPJS Employment Branch. Palembang. 

Based on the results of the analysis carried out by researchers regarding the influence of service 

quality on customer satisfaction, it shows that the P value is <0.05, which means that service 

quality has a positive and significant influence on customer satisfaction. This can be seen from 

the t-statistics value of 2.553 and the P value of 0.011. This means that hypothesis 5 (H5) is 

accepted. The results of this research are in line with research conducted by (Fauzi et al., 2020) 

where the research results show that there is a significant influence on service quality and 

customer satisfaction. This shows that the service quality of BPJS Employment Palembang 

Branch has met the expectations of BPJS participants. Which provides good quality service to 

BPJS participants and provides the results expected by BPJS participants. If service quality is 

good, customer satisfaction will also increase. 

Based on the results of the analysis carried out by researchers regarding the influence of 

Customer Relationship Management on customer satisfaction, it shows that the P value is <0.05, 

which means that Customer Relationship Management has a positive and significant influence 

on Customer satisfaction. This right can be seen from the t-statistics value of 2.204 and the P 

value of 0.028. This means that hypothesis 6 (H6) is accepted. The results of this research are 

in line with research conducted by (Prentice et al., 2020) showing that there is a significant 

positive relationship between CRM and customer satisfaction. This shows that the Customer 

Relatinship Management of BPJS Employment Palembang Branch is quite good at serving 

BPJS participants and providing good service for BPJS participants. This can provide high 

satisfaction for BPJS Employment Palembang Branch participants. If Customer Relationship 

Management is good, then customer satisfaction will also increase. 

Based on the results of the analysis carried out by researchers regarding the influence of 

customer satisfaction on customer loyalty, it shows that the P value is <0.05, which means that 

customer satisfaction has a positive and significant influence on customer loyalty. This can be 

seen from the t-statistics value of 18.841 and the P value of 0.000. The results of this research 

are in line with research conducted by which shows a positive and significant relationship 

between customer satisfaction and customer loyalty. This shows that customer satisfaction has 

a very big relationship with customer loyalty. It can be concluded that BPJS participants are 

very satisfied with BPJS Employment Palembang Branch which provides good service to BPJS 

participants. So, if customer satisfaction increases, customer loyalty will also be higher. 

4.3.2 Indirect Effects 

Indireict eiffeict analysis beirguina uintuik meinguiji the hypothesis of influence is not direct 

according to the variable that impeingaruihi (eiksogein) against the inteirveining variable 

(eindogein) which is mediated by suiatui inteirveining variable (mediation variable). The 

criteria used to determine the significance of the direct effect are that a P-Value value of less 

than 0.05 indicates a significant effect, while a P-Value value of greater than 0.05 indicates an 
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insignificant effect. 

Table 7. Path Coefficients 

Path Analysis T Statistics P Values Information 

Customer Relationship Management (X3) -> 

Customer Satisfaction (Z) -> Customer 

Loyalty (Y) 

2,138 0.033 Significant 

Product Quality (X1) -> Customer 

Satisfaction (Z) -> Customer Loyalty (Y) 

1,206 0.228 Not Significant 

Service Quality (X2) -> Customer 

Satisfaction (Z) -> Customer Loyalty (Y) 

2,658 0.008 Significant 

Source: Output SmartPLS 3 Version 

Based on the results of the analysis carried out by researchers regarding customer satisfaction 

which is a mediator in the influence of work product quality on customer loyalty, it shows a P 

value > 0.05, which means that Customer Satisfaction is not a mediator and has no significant 

effect on product quality on Customer Loyalty. It can be seen from the results of the t-statistics 

value of 1.206 and the P value of 0.228. It can be concluded that customer satisfaction of BPJS 

Employment Palembang Branch does not mediate product quality on customer loyalty, meaning 

that it is necessary to increase product quality to increase satisfaction of BPJS participants and 

likewise customer loyalty and product quality, both BPJS participants will feel high loyalty 

towards BPJS Employment Palembang Branch(Aristiawan & Istiyono, 2020; Tungpantong et 

al., 2022). 

Based on the results of the analysis carried out by researchers regarding Customer Satisfaction 

as a mediator on the influence of work Service Quality on Customer Loyalty, it shows a P Value 

of <0.05, which means that Customer Satisfaction can mediate and have a significant positive 

influence on service quality on Customer Loyalty. With a t-statistics value of 2.658 and a P 

value of 0.008. This shows that customer satisfaction of BPJS Employment Palembang Branch 

can mediate the influence of service quality. This means that the service quality of BPJS 

Employment Palembang Branch is very good so that BPJS participants feel the service they 

want and provide high loyalty to BPJS Employment Palembang Branch. 

Based on the results of the analysis carried out by researchers regarding Customer Satisfaction 

as a mediator on the influence of Customer Relationship Management on Customer Loyalty, it 

shows a P value <0.05, which means that Customer Satisfaction is a mediator and has a 

significant positive influence on Relationship Management on Customer Loyalty. With a t-

statistics value of 2.138 and a P value of 0.033 (hypothesis 10 is accepted). This shows that the 

Customer Relationship Management of BPJS Employment, Palembang Branch is good and 

meets the expectations of BPJS participants so that what is provided by BPJS Employment 

makes participants very satisfied with the services provided and can increase consumer loyalty.  

5. Conclusion 

Based on the results of the research that has been conducted, it can be concluded that the 

Customer Relationship Management (CRM) and Customer Satisfaction variables have a 

significant influence on Customer Loyalty, while Product Quality and Service Quality do not 

show a significant influence. This indicates that increasing customer loyalty is more influenced 

by managing customer relationships and the satisfaction they feel, rather than the quality of the 
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product or service provided. In addition, the results of the outer model analysis show that the 

measurement instruments used in this research are valid and reliable, both in terms of 

convergent, discriminant validity and composite reliability, so they can be relied on to measure 

the variables studied. 

As a suggestion, this research provides recommendations for companies to focus more on 

strategies to improve Customer Relationship Management and Customer Satisfaction to 

increase customer loyalty. Improving the quality of customer interactions and experiences with 

a company can be key in maintaining and strengthening customer loyalty. In addition, it is 

recommended to conduct further research by considering other factors that might influence 

customer loyalty, as well as expanding the research sample so that the results obtained are more 

generalizable. Further research could also explore the use of different approaches in analyzing 

the relationship between these variables, such as considering mediating or moderating factors 

that can provide deeper insight into the dynamics of customer loyalty 

References  

Alimohammadi, H., Schaefer, V. R., Zheng, J., & Li, H. (2021). Performance evaluation of 

geosynthetic reinforced flexible pavement: a review of full-scale field studies. 

International Journal of Pavement Research and Technology, 14(1), 30–42. 

https://doi.org/10.1007/s42947-020-0019-y 

AM, M. A., Helmi, S., Kassymova, G. K., Retnawati, H., Hadi, S., & Istiyono, E. (2022). Effect 

of job satisfaction on service quality mediated by lecturer performance at state 

universities. Materials of International Practical Internet Conference “Challenges of 

Science,” V, 62–71. https://doi.org/10.31643/2022.08 

Am, M. A., & Setiawati, F. A. (2023). Examining the psychometric properties of the career 

commitment instrument through classical test theory and the graded response model. 

Journal of Educational Research and Evaluation, 7(3), 455–468. 

https://doi.org/10.23887/jere.v7i3.59619 

AM, M. A., Setiawati, F. A., Hadi, S., & Istiyono, E. (2023). Psychometric properties career of 

commitment instrument using classical test theory and graded response model. Journal 

of Pedagogical Sociology and Psychology, 5(2), 26–40. 

https://doi.org/10.33902/jpsp.202320018 

Andani, K., & Wahyono, W. (2018). Influence of sales promotion, hedonic shopping 

motivation, and fashion involvement toward impulse buying through a positive 

emotion. Management Analysis Journal, 7(4), 448–457. 

Anwar, C., Sofyan, H., Ratnaningsih, N., & AM, M. A. (2024). Digital technology practices for 

vocational teachers in the industrial revolution 4.0: Mediating technology self-

efficacy. Journal of Pedagogical Research, 8(1), 172–190. 

https://doi.org/10.33902/jpr.202424585 

Aristiawan, A., & Istiyono, E. (2020). Developing instrument of essay test to measure the 

problem-solving skill in physics. Jurnal Pendidikan Fisika Indonesia, 16(2), 72–82. 

https://doi.org/10.15294/jpfi.v16i2.24249 

Arora, P., & Narula, S. (2018). Linkages Between Service Quality, Customer Satisfaction and 

Customer Loyalty: A Literature Review. XVII(4), 25. 



   International Journal of Marketing & Human Resource Research 

e-ISSN: 2746-4040 

Vol. 06 No. 01. January 2025 

Published by:  

 

Pa
ge
4
4

 

Cempena, I. B., Brahmayanti, I. A. S., Astawinetu, E. D., Panjaitan, F. A. B. K., Kartini, I. A. 

N., & Panjaitan, H. (2021). The role of customer values in increasing tourist 

satisfaction in Gianyar Regency, Bali, Indonesia. Journal of Asian Finance Economics 

and Business, 8(8), 553–563. https://doi.org/10.13106/jafeb.2021.vol8.no8.0553 

Creswell, J. W. (2022). Research design: Qualitative, quantitative, and mixed methods 

approaches. SAGE Publications. 

Demir, A., Maroof, L., Sabbah Khan, N. U., & Ali, B. J. (2020). The role of E-service quality 

in shaping online meeting platforms: a case study from higher education sector. 

Journal of Applied Research in Higher Education, 13(5), 1436–1463. 

https://doi.org/10.1108/JARHE-08-2020-0253 

El-Adly, M. I. (2019). Modelling the relationship between hotel perceived value, customer 

satisfaction, and customer loyalty. Journal of Retailing and Consumer Services, 

50(40), 322–332. https://doi.org/10.1016/j.jretconser.2018.07.007 

Fauzi, F., Suryanto, T., Anggraeni, E., & Nasor, M. (2020). The effect of tourism image, service 

quality, and promotion on religious tourism interest in Pringsewu Regency. Jurnal 

Ekonomi Dan Bisnis Islam (Journal of Islamic Economics and Business), 6(1), 78. 

https://doi.org/10.20473/jebis.v6i1.18713 

Fuchs, K., & Fangpong, K. (2021). Using the servqual framework to examine the service quality 

in higher education in Thailand. Education Quarterly Reviews, 4(2), 363–370. 

https://doi.org/10.31014/aior.1993.04.02.286 

Gorji, M., & Siami, S. (2020). How sales promotion display affects customer shopping 

intentions in retails. International Journal of Retail and Distribution Management, 

48(12), 1337–1355. https://doi.org/10.1108/IJRDM-12-2019-0407 

Harmen, H., Lubis, A., Aprinawati, Harahap, L. M., & Indriani, R. (2022). Antecedent affecting 

chinese ethnic community saving at islamic bank of north sumatra. Proceedings of the 

2nd International Conference of Strategic Issues on Economics, Business and, 

Education (ICoSIEBE 2021), 204(ICoSIEBE 2021), 66–76. 

https://doi.org/10.2991/aebmr.k.220104.010 

Huang, C., Wang, X., & Wang, X. (2022). Effective-Capacity-Based Resource Allocation for 

End-to-End Multi-Connectivity in 5G IAB Networks. IEEE Transactions on Wireless 

Communications, 21(8), 6302–6316. https://doi.org/10.1109/TWC.2022.3148203 

Intarti, W. D., & Khoriah, S. N. (2018). Faktor-Faktor yang Mempengaruhi Pemanfaatan 

Posyandu Lansia. JHeS (Journal of Health Studies), 2(1), 110–122. 

https://doi.org/10.31101/jhes.439 

Ishlahah, F., & Oktariyanda, T. A. (2023). Strategi Peningkatan Layanan Surat Izin Mengemudi 

Melalui Layanan Sinar (Sim Presisi Nasional) Di Kantor Satuan Lalu Lintas Polres 

Kabupaten Gresik. Publika, 11(1), 1361–1372. 

Kaharuddin, Napitupulu, J., Juliana, Pramono, R., & Saragih, E. L. L. (2021). Determinants of 

tourist attraction of the heritage tourism. Journal of Environmental Management and 

Tourism, 12(2), 507–514. https://doi.org/10.14505//jemt.12.2(50).19 

Kankam, G. (2022). Setting the Future After the COVID-19 Pandemic Through Digital 

Marketing Platforms and Purchasing Decisions: Evidence from Ghana. Vision, 1–12. 



   International Journal of Marketing & Human Resource Research 

e-ISSN: 2746-4040 

Vol. 06 No. 01. January 2025 

Published by:  

 

Pa
ge
4
5

 

https://doi.org/10.1177/09722629221101158 

Khairawati, S. (2019). Effect of customer loyalty program on customer satisfaction and its 

impact on customer loyalty. International Journal of Research in Business and Social 

Science (2147- 4478), 9(1), 15–23. https://doi.org/10.20525/ijrbs.v9i1.603 

Krizanova, A., Lazaroiu, G., Gajanova, L., Kliestikova, J., Nadanyiova, M., & Moravcikova, 

D. (2019). The effectiveness of marketing communication and importance of its 

evaluation in an online environment. Sustainability (Switzerland), 11(24), 1–19. 

https://doi.org/10.3390/su11247016 

Lasena, M. (2020). Sistem informasi pengajuan klaim peserta jaminan kesehatan (JKN) 

berbasis web di rumah sakit Dr. M.M. Dunda Limboto. JSAI (Journal Scientific and 

Applied Informatics), 3(1), 37–40. https://doi.org/10.36085/jsai.v3i1.606 

Manko, B. A. (2022). How digital marketing can use a smart phone app to improve any 

business’s bottom line. Journal of Information Technology Teaching Cases, 12(2), 

244–249. https://doi.org/10.1177/20438869221075638 

McIlwraith, R., Breul, B., & Breul, B. (2018). Bituminous geomembranes in hydraulic 

construction. 11th International Conference on Geosynthetics 2018, ICG 2018, 4(4), 

2764–2772. 

Minh, N. H., Thu Ha, N., Chi Anh, P., & Matsui, Y. (2015). Service quality and customer 

satisfaction: A case study of hotel industry in Vietnam. Asian Social Science, 11(10), 

73–85. https://doi.org/10.5539/ass.v11n10p73 

Nunan, D., Sibai, O., Schivinski, B., & Christodoulides, G. (2018). Reflections on “social 

media: Influencing customer satisfaction in B2B sales” and a research agenda. 

Industrial Marketing Management, 75(3), 31–36. 

https://doi.org/10.1016/j.indmarman.2018.03.009 

Nurliza, & Oktoriana, S. (2021). Perceived benefits of social media networks’ impact on the 

competitive behavior of Indonesian SMEs in food and beverage sector. Economics and 

Sociology, 14(3), 146–162. https://doi.org/10.14254/2071-789X.2021/14-3/8 

Pornpitakpan, C., & Han, J. H. (2013). The effect of culture and salespersons’ retail service 

quality on impulse buying. Australasian Marketing Journal, 21(2), 85–93. 

https://doi.org/10.1016/j.ausmj.2013.02.005 

Prentice, C., Dominique Lopes, S., & Wang, X. (2020). The impact of artificial intelligence and 

employee service quality on customer satisfaction and loyalty. Journal of Hospitality 

Marketing and Management, 29(7), 739–756. 

https://doi.org/10.1080/19368623.2020.1722304 

Sakinah, A., & Yunengsih, Y. (2021). Analisis kelengkapan resume medis rawat inap bpjs 

terhadap kelancaran klaim BPJS kesehatan di Rumah Sakit Melania Bogor. Jurnal 

Kesehatan Tambusai, 2(4), 70–77. https://doi.org/10.31004/jkt.v2i4.2665 

Sari, R. I., & Nuswantara, D. A. (2017). The influence of tax amnesty benefit perception to 

taxpayer compliance. Jurnal Dinamika Akuntansi, 9(2), 176–183. 

https://doi.org/10.15294/jda.v9i2.11991 

Sharma, S., & Srivastava, S. (2018). Relationship between service quality and customer 



   International Journal of Marketing & Human Resource Research 

e-ISSN: 2746-4040 

Vol. 06 No. 01. January 2025 

Published by:  

 

Pa
ge
4
6

 

satisfaction in hotel industry. TRJ Tourism Research Journal, 2(1), 42. 

https://doi.org/10.30647/trj.v2i1.20 

Shih, W., & Montes, J. N. (2022). The individualization of erp in smes for sustainable 

development. International Journal of Small and Medium Enterprises, 5(1), 1–13. 

https://doi.org/10.46281/ijsmes.v5i1.1586 

Siswadi, SE., MM, F. (2020). Pengaruh kualitas layanan terhadap kepuasan pelanggan dan 

loyalitas pelanggan. Jurnal Pustakawan Indonesia, 18(1), 42–53. 

https://doi.org/10.29244/jpi.18.1.42-53 

Sjödin, D., Parida, V., & Kohtamäki, M. (2019). Relational governance strategies for advanced 

service provision: Multiple paths to superior financial performance in servitization. 

Journal of Business Research, 101(June 2018), 906–915. 

https://doi.org/10.1016/j.jbusres.2019.02.042 

Tariq, M. U. (2013). A six sigma based risk management framework for handling undesired 

effects associated with delays in project completion. International Journal of Lean Six 

Sigma, 4(3), 265–279. https://doi.org/10.1108/IJLSS-05-2013-0028 

Tešić, D. (2020). Measuring dimensions of service quality. Strategic Management, 25(1), 12–

20. https://doi.org/10.5937/straman2001012t 

Tungpantong, C., Nilsook, P., & Wannapiroon, P. (2022). Factors Influencing Digital 

Transformation Adoption among Higher Education Institutions during Digital 

Disruption. Higher Education Studies, 12(2), 9. https://doi.org/10.5539/hes.v12n2p9 

Wahyudi, W. (2022). Five components of work motivation in the achievement of lecturer 

performance. Scientific Journal of Reflection: Economic, Accounting, Management 

and Business, 5(2), 466–473. https://doi.org/10.37481/sjr.v5i2.528 

Wilson, N. (2019). The impact of service quality and brand image toward customer loyalty in 

the Indonesian airlines industry. Jurnal Manajemen Indonesia, 18(3), 222. 

http://journals.telkomuniversity.ac.id/ijm/article/view/1734 

  

 

Copyrights 

Copyright for this article is retained by the author(s), with first publication rights granted to the 

journal. 

This is an open-access article distributed under the terms and conditions of the Creative 

Commons Attribution license (http://creativecommons.org/licenses/by/4.0/) 

 

 

 

 

http://creativecommons.org/licenses/by/4.0/

