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ABSTRACT

Globalization has a big impact on the development of the business world and opportunities for
institutions engaged in services. Hospitals are required to find new marketing ideas/strategies in
maintaining their existence and improving the quality of services for the creation of patient
satisfaction. The lack of promotion of superior hospital products (50%) and the low results of patient
satisfaction surveys for services (30%) indicate the need to improve aspects of the marketing mix at
Unisma Hospital in Malang. This study aims to analyze public perceptions of the marketing mix (7P)
in service satisfaction at Unisma Malang Hospital. This study is in the form of a survey (cross
sectional study approach) with 85 respondents selected using the accidental sampling method. The
data collection method was carried out through interviews and using a service satisfaction
questionnaire containing a marketing mix (7P) component. The results showed that of the 7 aspects
of marketing mix there were 2 dominant aspects and there was a need for improvement, namely
the promotion aspect where 41 chose the lack of activities made by RSI Unisma as the promotion of
RSI Unisma and the process aspect where as many as 54 chose the lack of speed and accuracy of
the service. Therefore, based on these problems, it is necessary to improve the hospital marketing
strategy and improve the quality of service. The solution to this problem is to promote activities that
are under the auspices of the Nahdlatul Ulama as an effort to promote and review services,
processes and procedures.

Keywords: Perception, Marketing Mix, Patient Satisfaction

INTRODUCTION

Nowadays, the era of globalization
has had a major impact on the development
of the business world. The market is
becoming wider and opportunities are
everywhere, but on the other hand,
competition between organizations or
institutions is becoming increasingly tight and
difficult to predict. A hospital is an
organization or institution that operates in
the service sector which is impacted by the
development of the business world. So this
will create challenges and opportunities for
hospitals to maintain their existence in
providing services.

Kamaruddin et al (2012) stated that
hospitals are the spearhead of health
development and health services for the
community, but not all hospitals have the
same service standards and quality. Society
currently has high demands on hospitals,
where people want quality health services
and affordable costs so that hospitals must be

able to meet these demands and be able to
compete with other hospitals (Kamaruddin et
al., 2012).

Community demands for health
services encourage hospitals to continue to
improve the quality of services provided so as
to increase community satisfaction with the
health services provided. The public's
satisfaction with the hospital determines the
existence of the hospital in the long term.
Public trust in hospitals will have an impact on
loyalty to the hospital. Patients who are
satisfied with hospital services are a very
valuable asset. If patients do not feel
satisfied, it will form an unfavorable
perception of hospital services and have an
impact on decreasing visits and loyalty to the
hospital (Hayasa, 2013).

In the midst of intense competition
between hospitals today, hospitals need to
maintain their existence by always coming up
with new marketing ideas and strategies.
Hospitals are required to be able to provide
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quality services, more affordable costs, and
be supported by adequate facilities. This of
course aims to increase public interest in
hospitals so that public visits can increase and
people are satisfied with the health services
provided.

The right hospital marketing
strategies and programs can maintain a good
response from the public. Several factors
influence public satisfaction with hospital
services, including: affordable costs,
adequate facilities and quality services
(Kusumo, 2011). The right marketing program
requires a set of marketing tools (marketing
mix) that are used to achieve goals and target
the intended target. Marketing mix or
marketing mix that needs to be considered
includes aspects of product, price,
promotion, distribution channels/place,
people, process, and physical environment.
(Hurriyati, 2010). Therefore, hospitals are
required to be able to improve services from
various aspects in order to increase patient
satisfaction and attract patients' interest in
using the hospital's services because patient
satisfaction is a valuable aspect in the survival
of the hospital and winning the competition.

The hospital's marketing mix strategy
is carried out through health promotion
activities. In 1994, health promotion activities
became known as Hospital Community
Health Extension (PKMRS). Then in 2003, the
term PKMRS changed to Hospital Health
Promotion (PKRS)( Hurriyati, 2010). Through
health promotion activities, hospitals can
introduce superior hospital products and
programs implemented by the hospital so
that the public will know more about it and
increase public interest in the hospital to
obtain health services.

Based on the results of a preliminary
study at RSI Unisma Malang, it was found that
several main problems related to marketing
and service were: there was still a lack of
promotion of the hospital's superior products
at 50%, patient satisfaction surveys with
services were still lacking at 30%, BOR at RSI
Unisma Malang was still low at 37 .4-47.9%,
and the number of patients in the Peristi Unit
is still low, namely 15.9%. This preliminary
study was carried out using search methods,
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document review, and interviews with all
managers and unit heads at RSl Malang.
Based on the above, one of the strategies that
must be achieved by RSI Unisma Malang to
increase the number of patient visits is to
increase health promotion activities, provide
quality services and unique Islamic services so
that it differentiates it from other hospitals in
Malang City. This study aims to analyze the
public's assessment and perception of the
Marketing mix (7P) in services at RSI Unisma
Malang.
By providing assessments and public
perceptions regarding the marketing mix, you
can find out the public's assessment of the
quality of health services and the satisfaction
they feel. This is very important to use as an
evaluation of the marketing strategy and
service quality implemented, especially in
relation to improving and improving service
quality so that it can provide optimal
satisfaction.
METHOD

By providing assessments and public
perceptions regarding the marketing mix, you
can find out the public's assessment of the
quality of health services and the satisfaction
they feel. This is very important to use as an
evaluation of the marketing strategy and
service quality implemented, especially in
relation to improving and improving service
quality so that it can provide optimal
satisfaction.
METHOD
This study was carried out based on the
results of identifying the root of the problem
obtained through secondary data and
observation where several problems were
found. Then a Focus Group Discussion (FGD)
was carried out involving the deputy director
of medical and educational services, deputy
director of administration, finance and HR,
medical services manager, nursing manager,
HR manager, unit head and members of
related units to determine the focus of the
problem and obtain the main problem,
namely low number of patient visits to the
Peristi Unit. The next stage is to create a
Fishbone diagram to identify significant
factors that have an impact on the low
number of patient visits in the Peristi Unit and
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carry out validation to find out which factors
have a greater impact. From the results of
validating the root of the problem, a survey
was then carried out using a questionnaire to
look at the dimensions of service quality and
public perception in terms of the 7P
marketing mix (marketing mix). After that,
alternative problem solutions were identified
using the CARL method and priorities for
alternative problem solutions were also
determined by involving related parties. After
the alternative solution is selected, a Plan of
Action (POA) for promotional activities is
created to achieve the activity targets. Apart
from that, a Gant Chart was also prepared
RESULTS

Respondent Characteristics
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which shows the activity plan and program
implementation time in detail and
comprehensively.

This study takes the form of a survey with a
cross sectional study approach. This study
was conducted in the area around RSI Unisma
Malang for 2 weeks. The sample in this study
was 85 people in the RSI Unisma Malang area
who were at the large recitation activity using
the accidental sampling method. The data
collection method was carried out through
interviews and using a service satisfaction
questionnaire which contained marketing
mix components (7P).

Table 1.Respondent Characteristic.

Respondent Characteristic Total Persentase (%)
Gender :
- Male 3 3,53
- Female 82 96,47
Age :
- <20 years 27 31,77
- 20-30 years 34 40
- 31-40 years 7 8,24
- 41-50 years 8 9,4
- >50 years 9 10,59
Education :
- SD 7 8,24
- SMP 20 23,53
- SMA 50 58,82
- College 1 1,17
- Undergraduate 7 8,24
- Postgraduate 0 0
Occupation :
- State Employee 0 0
- Employee 18 21,18
- Entrepreneur 16 18,82
- Soldier/Police 0 0
- Student 1 1,17
- College Student 38 44,71
- Mother 12 14,12
- Teacher 0 0
Income :
- <500 thousand 43 50,59
- 500 thousand — 1 million 22 25,88
- 1 -2 million 15 17,65
- 2 -5 million 4 4,71
- >5 million 1 1,17
UNISMA Hospital Visit :
- 1 times 14 16,47
- 2 times 5 5,88
- 3 times 3 3,53
- 4 times 5 5,88
- >4 times 9 10,59
- Never 49 57,65
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Based on the table above, it can be
seen that 96.47% of the respondents in this
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Service Satisfaction Questionnaire Results
Based on Marketing Mix

study were women. A total of 31.77% were
<20 vyears old, 58.82% had a high school
education, 44.71% were students, 50.59%
had an income of <500 thousand per month,
and 57.65% had never visited/checked RSI.
Unisma Malang.

The results of the service satisfaction
questionnaire based on the marketing mix
which includes product, price, promotion,
distribution channels/place, people, process,
and physical environment are presented. in
the following graph:

Graphic 1. Product
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M 1 Saya sangat membutuhkan jasa pelayanan kesehatan seperti RSl Unisma

¥ 2 Menurut saya, jasa pelayanan kesehatan yang ditawarkan oleh RSI Unisma sangat
bermanfaat

M 3 Jasa pelayanan kesehatan RSI Unisma sudah terkenal sejak dulu oleh para masyarakat

M 4 Menurut saya, produk ( fasilitas medis)yang ditawarkan RSI Unisma dengan kebutuhan
pasien sudah sesuai

5 Sejauh ini,jasa pelayanan kesehatan RSl Unisma mengalami perkembangan yang
kearah yang lebih baik

(medical facilities) offered by RSI Unisma
Based on Graph 1, the majority of people were appropriate to patient needs.
chose to answer in the affirmative to the Meanwhile, the least option is the RSI Unisma
questionnaire options with the largest health service, which has been well known for
number being 57 agreeing that the products a long time among the public, numbering 49.

Graphic 2. Price
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M Tarif yang dikenakan RSI Unisma kepada pasien tidak mahal.

B Tarif jasa pelayanan kesehatan RSI Unisma lebih murah dibandingkan dengan rumah sakit lain.
M RSl Unisma memberikan diskon atas tarif jasa pelayanan kesehatan yang diberikan.

B RSI Unisma menetapkan pungutan lain diluar tarif yang sudah ditetapkan.

M Tarif jasa pelayanan kesehatan RSI Unisma sudah sesuai dengan kualitas pelayanan yang diberikan
pihak Rumah Sakit kepada para pasien

to patients, 55. Meanwhile, at least 28 chose
that RSI Unisma set other fees apart from the
tariff. which has been set.

Based on Graph 2, the majority of people
chose the answer agreeing with the largest
number, namely choosing that RSl Unisma's
health service rates were in accordance with
the quality of service provided by the hospital
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Graphic 3. Promotion
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M Bentuk brosur yang diterbitkan RSI Unisma sangat menarik
B Informasi yang terdapat pada brosur yang diberikan RSl Unisma sangat
informatif
RS Unisma melakukan kegiatan promosi melalui media massa, seperti koran
dan majalah.
B RSl unisma melakukan kegiatan promosi melalui media elektronik, seperti
televisi, radio, dan internet.
M Saya sangat mendukung kegiatan-kegiatan yang dibuat oleh RSl Unisma
,seperti pengajian akbar, jalan santai yang sekaligus digunakan sebagai
promosi RS Unisma
and the fewest choices were related to
Graph 3 shows that the majority of people activities created by RSl Unisma as a
chose an affirmative answer with the most promotion for RSl Unisma (grand recitations,
choices being that the form of brochures leisure walks) at 41 .

published by Unisma was very attractive at 61

Graphic 4. Place
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® Lokasi RSl Unisma sangat strategis, yaitu dekat dengan pertokoan dan fasilitas lain
M Lokasi RSl Unisma terletak di pinggir kota yang mudah di jangkau dengan berbagaialat
transportasi.
RSI Unisma memilih lokasi yang dekat dengan permukiman penduduk.
W RSIUnisma memiliki tempat parkir yang nyaman.
® RSl Unisma memiliki tempat yang rapi, bersih dan nyaman.
Based on Graph 4, the people's highest choice was choosing the location of RSI Unisma,
was agreeing with the most answers, namely which is located on the edge of the city which
that RSl Unisma has a neat, clean and is easy to reach by various means of
comfortable place, 56 and the least answer transportation, 48.
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Graph 5. Participants (People).
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m Kompetensi tenaga kesehatan di RSI Unisma sangat kompeten sekali.
B Tenaga kesehatan RS Unisma sangat disiplin sekali dalam memberikan pelayanan
kepada pasien.
W Sikap kepedulian yang dimiliki tenaga kesehatan RSl Unisma sangat baik sekali.
Based on Graph 5, it can be seen that the at RSI Unisma was very competent at 57 and
majority of people chose the affirmative the least was the caring attitude of the health
answer with the most choices being that the workers at RSI Unisma that was very good at
competence of the health workers 54.
Graphic 6. Process
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B Prosedur penerimaan pasien di RSl Unisma sangat tertib dan cepat sekali
B Kerahasiaan status pasien di RSl Unisma sangat dijaga kerahasiaannya
U Kecepatan waktu yang dipakai petugas pelayanan adminitrasi RSl Unisma sangat
cepatsekali.
confidential, 61 and the least, choosing the
Graph 6 shows that the public's highest speed of time used by RSl Unisma
choice of answers was agree with the largest administrative service officers as very fast,
number choosing the confidentiality of 54.

patient status at RSl Unisma, which is very
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Graph 7. Physical Environment (Physical Evidence).

70
]
50
10
30
20
10 000 0
0
55 s K5 TS 575
M Fasilitas yang ada di RSI Unisma sangat memadai sekali.
B Perlengkapan medis di RSI Unisma sangat lengkap.
W Kecepatan proses pelayanan yang diberikan oleh pihak RSI Unisma sangat baik sekali.
B RSl Unisma sangat tanggap sekali atas keluhan pasien.
Grafik 7 menunjukkan bahwa sebagian besar sekali dan pilihan paling sedikit sebanyak 51
masyarakat memilih jawaban setuju dengan memilih perlengkapan medis di RSI Unisma
pilihan terbanyak 58 yaitu fasilitas yang ada di sangat lengkap.

RSI Unisma sangat memadai

Graphic 8. Productivity and Quality.
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M Pihak RSl Unisma selalu memberikan kesempatan kepada para pasien untuk
memberikan komentar mengenai kepuasan terhadap pelayanan kesehatan
dengan kuesioner penilaian pelayanan

M Pihak RSl Unisma selalu menyediakan kotak saran dan kritikan atau
menyebarkan kuesioner kepada pasien setiap bulan sekali sehingga pihak RSI
Unisma dapat mengetahui apa saja yvang diharapkan pasien sehingga dapat
meningkatkan pelayanan kepada pasien
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lawaban

W Saya skan melakukan tindakan rawat inap/persalinan terkait kehamilan ini di RSl Unisma

Malang.

M yang memberikan saran dan Kritik untuk RSl Unisma

Based on Graph 8, it can be seen that as many
as 61 people agreed that RSI Unisma always
provides opportunities for patients to provide
comments regarding satisfaction with health
services using service assessment
guestionnaires. A total of 51 people stated
that RSI Unisma always provides a suggestion

questionnaires to patients once every month
so that RSI Unisma can know what patients
expect. Apart from that, as many as 50 people
stated that they would «carry out
inpatient/delivery procedures at RSl Unisma
Malang and as many as 64 people had
provided suggestions and criticism for RSI

and criticism box or distributes Unisma Malang
Table 2. Suggestion and Critic
No Saran Kritik

1 Work According Procedure

Hospital UNISMA had Good Services

2 More Diligent in Maintenance

Good service but still Expensive

Good Service

Obstetrician always late

Very Supportive

Civil Service Support

More Prosperous

More Facilities

More affordable

More cleaning

Ol (N | bd|w

Good enough

10 Lebih baik lagi dan sabar terhadap pasien

1 sejahtera

Semoga bisa membantu masyarakat malang menjadi sehat dan

12 Semoga bisa menjaga ke Syar'l an pelayanan

DISCUSSION

A hospital is an organization or
institution that operates in the service sector,
especially health services for the community.
Each hospital has managers who have their
own roles and functions. As a type of health
services industry, hospitals have unique
characteristics and differences from other
organizations or institutions so that different

approaches are needed in carrying out their
activities. Hospitals are required to have
appropriate marketing analysis to maintain
their existence amidst competitive
competition with other hospitals (Sudarto,
2011). Therefore, with the right marketing
analysis of superior products and hospital
programs, it will be possible to increase
hospital promotion in the community.
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Hospitals as providers of health
services must implement appropriate
marketing strategies to achieve the main
goal, namely optimal health services so as to
create satisfaction for patients. In this study,
the dimensions of public perception are seen
based on the marketing mix (7P) components
which include: product, price, promotion,
distribution channels/place, people,
participants, process. , and the physical
environment (physical evidence).

A product is something offered to the
marketin the form of services, people, places,
organizations or ideas to be used, owned or
consumed so that consumer satisfaction can
be met (Rifai and Susanto, 2016). Based on
the results of the study, it was found that the
majority of people chose to answer in the
affirmative to the questionnaire options with
the largest number, namely 57, agreeing that
the products (medical facilities) offered by RSI
Unisma were appropriate to patient needs.
Meanwhile, the least choice is RSI Unisma's
health services, which have long been well-
known among the public at 49. In terms of
product dimensions, RSI Unisma has provided
products (medical facilities) that suit patient
needs. However, this also needs to be
improved because patient satisfaction is the
main key along with good hospital
management. Patients who are satisfied with
the health services obtained from experience
will also have a good perception of the
hospital. So patients will tend to tell good
things related to their experiences with other
people (Rismiati and Suratno, 2009).

Patient satisfaction with the health
services provided by the hospital will
influence their perception of the quality of
services and products provided by the
hospital. There are several underlying
reasons, including: 1) patients who have no
previous experience regarding health service
providers, their perception of the quality of
health services will only be based on their
expectations without being based on real
evidence or experiencing the health services;
2) The interactions that occur between
patients and health service providers will
cause patients to try to confirm and revise
their perceptions with real evidence of the

E-ISSN: 2809-0373
P-ISSN: 3026-3409

health services they receive; 3) Interaction
with health service providers will form two
things, namely strengthening perceptions or
changing patient perceptions of the quality of
health services; and 4) The perception that
has been formed regarding the quality of
health services will influence the patient's
interest in returning to the health service
facility in the future (Tjiptono and Chandra,
2011).

Price is the value given by consumers
from the activity of consuming, using or
owning goods and services so that consumers
benefit from these goods or services. So value
can take the form of money, goods, energy,
time and expertise (Rifai and Susanto, 2016).
The results of the study show that the
majority of people chose the answer that
agreed with the largest number, namely
choosing that RSI Unisma's health service
rates were in accordance with the quality of
services provided by the hospital to patients,
55. Meanwhile, at least 28 people chose that
RSI Unisma set other fees apart from the
tariff. which has been set. Based on the
results above, it shows that the public agrees
that RSI Unisma has set service rates that are
in accordance with the quality of services
provided. However, there are still people who
have the perception that RSl Unisma sets
other fees apart from the rates that have
been set.

Public trust in hospitals can grow
from fulfilling patient expectations and needs
for providing quality health services. Health is
vital for humans, because having good health
can have an impact on human welfare.
Therefore, hospitals as health service
providers are expected to be able to provide
quality services. The public will assess the
quality of services provided by the hospital
through the level of satisfaction they feel.
Quality health services are related to the
marketing mix where both are linked and
support each other. By setting service rates
that are adjusted to hospital rules and
policies and quality health services, trust and
loyalty to the hospital will increase (Sani,
2015).

According to research conducted by
Amelia et al, it shows that the results of
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statistical tests using the Chi Square test with
the Fisher Exact Test value show that there is
a relationship between the marketing mix in
the price aspect and patient loyalty (p=0.002).
Meanwhile, the results of bivariate logistic
regression analysis show a value of p=0.001
(p<0.05), Exp.B=14.167, which means Ho is
rejected, so the price aspect influences
patient loyalty (Amelia et al., 2014).
Therefore, setting service rates in accordance
with hospital rules and policies can increase
patient trust and satisfaction which will
influence patient loyalty.

Promotion is a form of
communication used to provide information,
persuade or remind people about the
products produced by an organization.
Promotion is a persuasive flow of information
created to direct a person or organization to
an action that creates an exchange of services
or goods in marketing (Rifai and Susanto,
2016). The results of this study show that the
majority of people chose the affirmative
answer with the most choices being that the
brochures published by Unisma were very
attractive at 61 and the fewest choices were
related to activities created by RSI Unisma as
a promotion for RSI Unisma (grand
recitations, leisure walks) at 61 41. This shows
that the media used by RSI Unisma in carrying
out promotions is quite good, but RSI
Unisma's promotional activities need to be
improved through various activities around
RSI Unisma and especially activities under the
auspices of Nahdlatul Ulama. So that
promotional activities will be wider, both
through electronic media, mass media, and
direct promotion in various activities.

Based on the statement put forward
by Wu, promotion is a communication
technique which is delivered using media in
the form of: press, television, radio,
signboards, posters and others. The purpose
of providing this information is to attract
consumer (patient) interest in the production
of a company (hospital). Promotional
activities include product or service marketing
activities by disseminating information,
influencing or persuading and reminding the
target market to be willing to accept, buy and
be loyal to the product or service offered (Wu,
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2011). Therefore, by having good promotions
regarding superior products and hospital
services, it will attract public interest in
undergoing treatment at the hospital.

Apart from promotional activities,
what is no less important is promotional
program evaluation activities. Promotional
program evaluation activities are carried out
to assess and measure the achievements of
programs that have been implemented both
objectively and systematically by involving
related parties, identifying problems and
efforts to solve them. Things that need to be
considered when carrying out an evaluation
include: the objectives and benefits of the
program, the existence of supporting and
inhibiting factors, and follow-up plans.
Evaluation activities are carried out from the
start of the program regarding program
preparation and progress to assessing the
results or impact of the promotional program.
With good evaluation monitoring activities,
the promotional program being implemented
will develop even better with continuous
improvements, so that it will have a
significant impact or benefit on the targets.

Place is a place/location related to
the process of delivering products or services
to consumers. If a product is delivered at the
right time and place, the product or service
will be very meaningful to consumers. So
what is meant by this concept is that a
product must have good distribution channels
so that it is easy for consumers to obtain (Rifai
and Susanto, 2016). Based on the study
results, it shows that the people's highest
choice was agreeing with the most answers,
namely that RSI Unisma has a neat, clean and
comfortable place, 56 and the least answer
was choosing the location of RSI Unisma,
which is located on the edge of the city which
is easy to reach by various means of
transportation, 48. This shows that RSI
Unisma has a strategic location with a neat,
clean and comfortable place. This result is
supported by survey results which show that
as many as 72% of patients stated that the
hospital had a beautiful and clean building. Of
course, this will increase patient comfort in
carrying out examinations and hospitalization
at RSI Unisma Malang. Apart from that, the
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strategic location in the city and close to
various campuses which have many students
provides an advantage for RS/ Unisma
because it is very easy to reach by the
surrounding community.

The results of this study are
supported by research conducted by Amelia
et al that the results of statistical tests using
the Chi Square test with Fisher Exact Test
values show that there is a relationship
between the marketing mix in the place
aspect and patient loyalty (p=0.000). And the
results of bivariate logistic regression analysis
show the value p=0.000 (p<0.05),
Exp.B=14,000 so that Ho is rejected, which
means that place has an effect on patient
loyalty (Amelia et al., 2014). This shows that
the place aspect has an important role in
increasing the number of patient visits and
loyalty to the hospital. Service location is
often a dominant factor because it influences
the form of the marketing mix because one of
the patient market segmentations s
according to proximity to medical services.
This shows that an important reason for
choosing a hospital is its proximity to where
you live.

Personal traits are the abilities or
competencies of health service provider
personnel  which will determine the
smoothness of the service process because in
service marketing there is direct interaction
between consumers and personnel from
health service providers. Personal traits are
also called people or participants (Rifai and
Susanto, 2016). The results of the study show
that the majority of people chose the
affirmative answer with the most choices
being that the competence of the health
workers at RSI Unisma was very competent at
57 and the least chose was that the caring
attitude of the health workers at RS Unisma
was very good at 54. The competence of
health workers plays an important role.
important because it is directly related to
actions towards patients. Good competency
and public perception regarding confidence in
the abilities of health workers will greatly
influence the process of providing health
services. However, things that should not be
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ignored are related to attitudes and feelings
of empathy towards patients.

This is supported by research
conducted by Bustan which states that there
are several things that influence patient
satisfaction related to aspects of providing
quality  services, namely:  reliability,
responsiveness, empathy, and guaranteed
competency of health workers (Bustan, 2012).
This is supported by the results of the initial
survey where from the reliability aspect, 83%
of health workers provided complete
information regarding disease and treatment,
from the responsiveness aspect, 89% of
health workers responded to patient
complaints, from the empathy aspect, 67%
understood patient needs and provided
services. as desired, and from a guarantee
aspect, 72% have good skills and knowledge
and answer patient questions convincingly.
Apart from that, in Agustiono and Sumarno's
research, patient satisfaction will increase as
the quality of health service delivery by
competent  health  workers increases
(Agustiono and Sumarno, 2009). Service
providers who provide high quality and
excellent service are an effort to provide
patient satisfaction with health services.

Process is the main factor in the
marketing mix in creating and providing
services to consumers because consumers will
assume that having a good service delivery
system will have an impact on good
perceptions of the hospital. Apart from that,
an important role in the success of marketing
services is the existence of supportive
operational ~management. Thus, solid
coordination between the marketing field and
the operational management field is very
important for success in service marketing
(Rifai and Susanto, 2016). The results of the
study showed that the public's highest choice
of answers was agree with the highest
number choosing the confidentiality of
patient status at RSl Unisma, which is very
confidential, 61 and the least, choosing the
speed of time used by RSl Unisma
administrative service officers as very fast, 54.

A process plays an important role in
shaping patient perceptions, because in a
process there is direct interaction between
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health service providers and health service
recipients (patients). Having a good process
will have an impact on the loyalty and trust of
health service recipients. The patient's
perception regarding a process that occurs in
the hospital is in the form of the patient's
assessment of procedures, routine service
mechanisms which include the registration
administration process, accuracy in providing
service procedures, and speed in providing
services. If it is related to patient loyalty,
process mix becomes an important marketing
strategy. Relying on good service processes
will increase patient satisfaction and loyalty.
However, service processes that are
considered poor should pay more attention,
such as the length of waiting time. This is in
accordance with research conducted by
Amelia et al which stated that the results of
statistical tests using the Chi Square test
showed that there was a relationship
between the marketing mix in the process
aspect and patient loyalty (p=0.001). The
results of the analysis of the influence of
bivariate logistic regression also show that
there is an influence of process aspects on
patient loyalty (p=0.001, Exp.B=12.103)(
Amelia et al., 2014).

Physical  evidence or physical
evidence is a place where health service
providers and service recipients (patients)
interact with each other. Physical evidence is
very necessary in marketing services because
the provision of services has no form. This
physical evidence will influence consumers'
assessments of the quality of the services
provided (Rifai and Susanto, 2016). Based on
the results of the study, it shows that the
majority of people chose the affirmative
answer with the most choices being 58,
namely that the facilities at RSI Unisma were
very adequate and the least choice was 51
choosing that the medical equipment at RSI
Unisma was very complete. Medical facilities
and equipment are the main support in
providing health services. With complete
facilities, patient needs can be met and
patient satisfaction will increase with the
services provided. This is also supported by
research conducted by Sudarto (2011), that
the calculated t value for the physical
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evidence variable is dominant at 5.350, which
shows that the physical
evidence/environment aspect has a dominant
influence on patient satisfaction with the
health services they receive.

In addition, the results of this study show
that as many as 61 people agreed that RSI
Unisma always provides opportunities for
patients to provide comments regarding
satisfaction with health services using
service assessment questionnaires. A total of
51 people stated that RSI Unisma always
provides a suggestion and criticism box or
distributes questionnaires to patients once
every month so that RSI Unisma can know
what patients expect so that they can
improve services to patients. Criticism and
suggestions given include: health services
which are quite good but must still be
improved, regarding tariffs which need to be
paid attention to so that they are affordable
for less fortunate people, improving facilities
and infrastructure, as well as related
processes in services which need to be
clearly improved.

All aspects of the marketing mix must be
improved carefully by involving various
parties in the hospital so that marketing
strategies can be implemented well to
increase patient satisfaction. According to
research conducted by Sani, a good
marketing mix will influence patient
satisfaction with the health services
provided. If the patient's perception of the
quality of health services is good, then this
will also have an impact on a good view of
the hospital. This condition can increase
patient satisfaction (Sani, 2015).

Providing quality health services is vital for
the survival of hospitals. Apart from that,
another thing that is needed by hospitals
which is no less important than the quality of
services provided is the marketing mix. In
the marketing mix there are various
elements that are interrelated, mixed,
organized and used appropriately so that the
hospital's marketing objectives can be
achieved effectively and satisfy the needs
and expectations of patients.
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CONCLUSIONS AND RECOMMENDATIONS
Conclusions from this study include:

1. The main problem is related to the lack of
promotion of the hospital's superior
products and patient satisfaction surveys
regarding services which are still lacking,
which requires improving the hospital's
marketing strategy and improving the quality
of services provided.

2. Marketing mix which includes product,
price, promotion, distribution
channels/place, people (participants),
process and (physical evidence) the physical
environment It has been going quite well at
RSI Unisma Malang, but it needs to be
further improved regarding promotional and
process aspects.

Suggestions in this research include that
hospital promotional activities still need to
be further encouraged, especially activities
under the auspices of Nahdlatul Ulama as
well as process aspects that need to be
improved, including routine service
mechanisms, registration administration
processes, accuracy in providing service
procedures, and speed in providing services.
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