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 This study aims to test the effect of relationship marketing, 

customer value, and trust on customer loyalty at BPJS 

Kesehatan customers in Baturotok village, Sumbawa 

Region. Samples in the study earned with nonprobability 

sampling were announced to 100 respondents. The 

research uses the quantitative method. The data obtained 

were analyzed techniques through software SPSS 16. The 

results of the analysis in this study indicated that (1) the 

relationship marketing variable of use has significant 

customer loyalty. (2) variable customer value has no effect 

and is not significant has customer loyalty. (3) variable 

trust no effect and not significant have customer loyalty. 

   

INTRODUCTION 

        Indonesia is a developing country that has a population that reaches 271 million 

people (bps.go.id, accessed 27 February 2021). As a developing country that has a 

population dominated by the lower middle class have a problem case health which 

is very complex. By because that, the country created a health insurance company 

that is State-Owned Enterprises (BUMN) called Health Social Security 

Administering Body (BPJS). According to BPJS Health records which reported 

according to (m.business.com, 2021) states that the number of BPJS Health 

participants has declined as big as 1.64 million users in 2020. That number is 

decreasing than before by224.1 million in the year 2019 then decrease Becomes 

222.46 million in the year 2020. Halit explains that competition in the insurance 
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business getting tighter. 

     Loyalty is the tendency of customers to choose the organizational value offered 

over the alternative offerings of competing organizations. Customer loyalty also 

shows the tendency of the organization to get rewarded results from the customer's 

continuous choice of a particular offer (Assauri, 2013). Customer loyalty arises 

from marketing relationships, customer value, and trust. (Wiwoho, 2018).  

According to Kotler&Armstrong (2016), marketing relationship marketing or 

relationship marketing is a processing shaping, maintaining, and increasing the 

strong relationship with customers and other stakeholders. Marketing relationship 

on basically did with the intention of retaining customers. However, on era 

business, this modern, connection marketing also used by the company attract new 

customers.BPJS Health as a company formed by the state built from people's taxes 

must maintain good relations with the community. However, it is not uncommon 

for the public as users and customers to get disappointed with the difficulty of 

access to directly communicate with the office regarding some urgent issues. 

Because according to Kurriwati (2017) states that relationship marketing has a 

significant effect on consumer loyalty. 

As previously mentioned, apart from relationship marketing, customer 

loyalty also arises from good customer value. Customer value is a ratio according 

to the benefits required by the customer to the customer's sacrifice in receiving the 

benefits (Widjaja, 2014). In order to maintain customer loyalty which is a profit 

center, companies must be able to maintain customer expectations by paying 

attention to customer perceptions of products and services. Companies, in this case, 

BPJS Health, in their marketing efforts must be able to form and deliver products 

using the highest value in the eyes of target customers compared to competing 

products. This is done so that customers are interested in using the products or 

services offered by the company which will lead to customer loyalty to the 

company. Wiwoho (2018), states that customer value has a significant effect on 

customer loyalty. 

     Trust is the most important factor in every relationship as well as influencing 

loyalty (Tjiptono, 2016). The level of consumer confidence in insurance companies 

called customers is a factor that builds customer loyalty to stay with one company. 

Trust is built on the basis of how the company provides services to customers. Trust 

is very crucial because based on the opinion conveyed by Bahrudin & Zuhro (2015) 

it is stated that trust has a significant effect on customer loyalty. 

RESEARCH METHODS 

From the literature review and the results of previous studies based on the 

problems studied, the research is classified as associative (relationship) research, 

namely research that intends to explain the causal relationship and influence 
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between variables through hypothesis testing. (Sugiyono, 2016). This method is 

used to determine the relationship between the variables of marketing relationships, 

customer value, and trust in customer loyalty to BPJS Health users in Batu Rotok 

village. 

The population in this study is the Batu Rotok village community which 

uses BPJS Health. In determining the sample in this study using the Paul Leedy 

formula in Arikunto (2018) 

 

n = (p)(1-p) 

n = (0.5)(1-0.5) = 96.04 (100 respondents) 

The measurement scale used is a Liker scale 4, a score of 1 = strongly disagree 

(STS), 2 = disagree (TS), 3 = agree (S), 4 = strongly agree (SS). Multiple linear 

regression analysis was chosen as an analytical tool because it is in accordance with 

the proposed hypothesis, which is to partially test the effect. 

 

RESULTS AND DISCUSSION 

Validity test 

The r-table value in this study was 0.361 (df – 2 = 30 - 2 = 28). The r-count 

generated through data processing is greater than the r-table. So, from these two 

things, it can be concluded that the instrument in this research shows that it is valid. 

                Table 1. Reliability Test 

Variable Cronbach's 

Alpha . 

value 

Informatio

n 

Marketing 

Relations 

0.879 Reliable 

Customer 

Value 

0.775 Reliable 

Trust 0.879 Reliable 

Customer 

loyalty 

0.800 Reliable 

Source: SPSS Output, Processed by Researchers, 2021 

 

From table 3.3 above, it can be seen that all statement items in this study have 

a Cronbach's alpha value > 0.6. From these results, it can be concluded that all 

questionnaire statement items in this study are reliable. 
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             Table 2. Normality test 

One-Sample Kolmogorov-Smirnov Test 

  Unstandardize

d Residual 

N 100 

Normal 

Parameters 

mean .0000000 

Std. 

Deviation 
1.53502005 

Most Extreme 

Differences 

Absolute .076 

Positive .076 

negative -.066 

Kolmogorov-Smirnov Z .759 

asymp. Sig. (2-tailed) .612 

a. Test distribution is Normal.  

Source: SPSS output, processed by researchers 2021 

From the table above, it can be seen that the results of the Kolmogorov-

Smirnov in this study were 0.759 which was greater than 0.05. So it can be 

concluded that the data in this study were normally distributed. 

Table 3. Multiple Linear Regression Test 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 1.568 1.060  1,479 .142 

X1 .410 .059 .632 6,996 .000 

X2 .016 .149 .013 .105 .916 

X3 .111 .072 .209 1,538 .127 

a. Dependent 

Variable: Y 

    

Source: SPSS output, processed by researchers, 2021. 

Based on table 4.4 above, it can be seen that the regression equation in this 

study is as follows: 

Y = 1.568 + 0.410X1 + 0.016X2 + 0.111X3 + e 

From the regression equation above, it can be concluded several things as 
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follows. 

1. The constant value of 1.568 indicates that if all independent variables have a 

value of zero (0), then the value of the dependent variable is 1.568. 

2. The regression coefficient value of the X1 variable (marketing relationship) is 

0.410. This means that for each increase in the marketing relationship variable 

by one (1) unit, the loality variable increases by 0.410 with the assumption that 

the other independent variables remain constant. 

3. The regression coefficient value of the X2 variable (customer value) is 0.016. 

This means that for every increase in the customer value variable by one (1) unit, 

the loyalty variable increases by 0.016 assuming the other independent variables 

remain. 

4. The value of the regression coefficient of the X3 variable (trust) is 0.111. This 

means that for every increase in the confidence variable by one (1) unit, the 

loality variable increases by 0.111 with the assumption that the other 

independent variables remain constant. 

 

 

 

Table 4. T-test results 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 1.568 1.060  1,479 .142 

X1 .410 .059 .632 6,996 .000 

X2 .016 .149 .013 .105 .916 

X3 .111 .072 .209 1,538 .127 

a. Dependent 

Variable: Y 

    

Source: SPSS output, processed by researchers, 2021 

Based on the table above, the following conclusions can be drawn: 

a. Effect of relationship marketing on customer loyalty 
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Based on table 4.5 above, it can be seen that the result of t arithmetic on the 

marketing relationship variable (X1) is 6,996, which is greater than t table which is 

only 1,984. While the sig value in this variable is 0.000 which is smaller than 0.05. 

So it can be concluded that relationship marketing has a significant effect on 

customer loyalty. (hypothesis accepted) 

b. The effect of customer value on customer loyalty 

Based on table 4.5 above, it can be seen that the result of t arithmetic on the 

customer value variable (X2) is 0.105 smaller than the t table which is only 1.984. 

While the sig value in this variable is 0.916 which is greater than 0.05. So it can be 

concluded that customer value has no significant effect on customer loyalty. 

(hypothesis rejected) 

c. The effect of trust on customer loyalty 

Based on table 4.5 above, it can be seen that the result of t arithmetic on the 

confidence variable (X3) is 1.538 smaller than the t table which is only 1.984. While 

the sig value in this variable is 0.127 which is greater than 0.05. So it can be 

concluded that the confidence no significant effect on customer loyalty. (hypothesis 

rejected) 

 

Table 5. Coefficient of Determination Test Results 

Model Summary 

Mod

el R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

1 .810a .657 .646 1.55882 

a. Predictors: (Constant), X3, X1, 

X2 

 

b. Dependent Variable: 

Y 

  

Source: SPSS output, processed by researchers, 2021. 

From the table above, we can see that the Adjusted R Square value is 64.6, 

which means that the independent variables in this study, namely marketing 

relationships, customer value and trust have the ability to explain 64.6%, the 

remaining 35.4% is influenced by another factor. 
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CONCLUSIONS AND SUGGESTIONS 

Based on the results of data processing and analysis of the discussion above, 

it can be concluded as follows. 

A. The marketing relationship variable has a significant effect on the loyalty of 

BPJS Health customers in Batu Rotok village. This is because BPJS Health 

has classes that allow companies and customers to communicate about the 

number of bills that can maintain their marketing relationship. 

B. The customer value variable has no significant effect on the loyalty of BPJS 

Health customers in Baturotok village. This is because customers do not need 

to think about costs because the majority of respondents are BPJS Subsidized 

customers. 

C. The trust variable has no significant effect on the loyalty of BPJS Health 

customers in Baturotok village. This is also because BPJS Health customers in 

Baturotok village are the majority of subsidy customers. 

 

Suggestion 

A. For Companies 

The results of this study indicate that companies make improvements in 

their services and products so that they can increase customer value and trust from 

customers so that they can increase customer loyalty. 

B. For Further Research 

For further research, it is hoped that the variables used will be added in the 

form of service quality or other related variables so that the research results are 

more interesting. 
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