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ABSTRACT : The purpose of this study was to analyze the effect of service quality on patient satisfaction,
hospital image on patient satisfaction, trust influences patient satisfaction, patient value influences patient
satisfaction, service quality influences patient loyalty, hospital image influences patient loyalty, trust influence
patient loyalty, patient value influences patient loyalty, and patient satisfaction affects patient loyalty in
hospitalization. Population in this research is patient in sakura/teratai pavilion of A.W. Sjahranie Hospital with
total of 230 respondents. Data collection techniques using Questionnaire with Likert scale, and data analysis
techniques using the Structural Request Model - Partial Least Square (SEM-PLS) approach to determine the
effect between indicators and constructs and the result variance of the dependent variable.The results showed
that service quality has no significant effect on patient satisfaction. Hospital image has no significant effect on
patient satisfaction. Patient trust has no significant effect on patient satisfaction, patient value has a significant
effect on patient satisfaction, service quality has no significant effect on patient loyalty, hospital image has a
significant effect on loyalty, trust service has no significant effect on patient loyalty, service value has a
significant effect on patient loyalty , patient satisfaction has no significant effect on patient loyalty in
sakura/teratai pavilion of A.W. Sjahranie Hospital
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I. INTRODUCTION

Consumer loyalty is a condition in which customers have a positive attitude towards health services at
the hospital, and intend to repeat the use of health services, especially inpatient care in the future, consumer
loyalty also indicates the existence of customer relationships on consumers' willingness to recommend the
hospital to friends , their family members and colleagues. According to Barnes (2003), aspects of loyalty include
the proportion of spending. When we measure consumer loyalty, we must consider what part of the entire
consumer business is spent on our product or service. An understanding of why or how loyalty is developed in
different market situations is an important issue for both marketing managers and academics (Oliver, 1999).
Satisfaction is the antecedent variable of loyalty most recommended in the marketing literature, but several
recent studies have introduced some antecedents of satisfaction and loyalty, such as percieved trust (Chiou and
Droge, 2006), customer value (Shun Yin Lam et al. (2004) Some studies also examined using moderator
variables that influence the relationship between satisfaction and loyalty, such as consumer characteristics
Homburg and Geiring, 2001) ambivalence (Olsen, 2005) and product involvement (Olsen, 2007; Seiders et al.,
2005).

Yunus et al. (2009: 67), services that are less satisfactory will cause a reduction in customers or even
disappear because customers move to other services, so there is not the slightest doubt about the importance of
improving Service Quality (quality of service, instilling Corporate Image (Hospital image), Trust, Customer
Value, due to the increasingly intense competition of hospitals both public and private.

Platform Theory and Hypothesis

Development Service quality, Explanations about the service quality dimensions of Zeithaml et al.
(1996), are as follows: the first dimension, tangibles is the tangible display given by a hospital to customers such
as physical facilities, office equipment, employee appearance, and other facilities; the second dimension of
reliability is the ability to provide promised services accurately and satisfactorily; the third dimension,
responsiveness is related to the willingness of employees to provide good services and willingness and ability of
employees to help resolve everything related to employee needs when receiving services; the fourth dimension,
assurance is the ability of employees towards the field in which they are assigned, so that it can lead to a feeling
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of freedom from danger, risk or customer doubt; and the fifth dimension, empathy is related to the friendly
attitude and behavior of employees who always respect, hear, and give attention to customers. Service Quality
(quality of service), as a whole includes the process, both the environment, supporting facilities and humans as
health care workers must be correct - It is really worth noting that the quality of health service offerings can
really provide customer / patient satisfaction. Parasuraman, et al. (1998) define service quality as a concept that
precisely represents the core of a service's performance, namely the comparison of the excellence carried out by
consumers.

Hospital Image. The role of Image greatly influences the success of an institution's activities such as a
hospital. A positive corporate image will help in the current era of competitive conditions, a good corporate
image is an asset for most companies, because image can have an impact on perceptions of quality, value and
satisfaction, Zeithaml (1990). While the brand can create a positive image / image and consumer confidence in a
product, so it will create a brand image in the minds of consumers. According to Kotler and Keller (2007; 332)
states "A brand is a product or service that adds dimensions in a certain way to differentiate it from other
products or services designed to satisfy the same needs". So the brand is an image that is a description or
concept of an abstract thing, thus the image exists but is not real or cannot be described physically, because the
brand image is only in the mind. Brand image presents the overall perception of the brand and is formed from
information and past experience on the brand. While a good brand image is expected to influence consumer
attitudes and behavior, especially in terms of the process of purchasing decisions. Trust Trust (Trust) is a belief
in which one of the parties involved in service users has reliability and integrity that can provide positive results,
in other words that trust arises because there is a belief that the parties involved in the exchange will provide
consistent quality, honest, and responsible, and these beliefs will lead to good relations between parties involved
in the exchange, according to: Morgan and Hunt (1994) defines trust as a condition in which one of the parties
involved in the exchange process believes in the reliability and integrity of the other party . Customer value
Kotler (2000), describes the value (value) of consumer estimates of product capacity to satisfy a set of goals.
Customer value received by consumers is defined as the difference between the total value received by
consumers of products and services and the total costs incurred to obtain and use goods and services (Zeithaml,
1988; Lovelock, 1991). Customer Value, Every Hospital realizes that there is a consumer consideration
regarding the product or service in terms of the greater value given by the company to the customer, because the
customer is always looking for the highest value of some of the existing products or services. They form
expectations about the value to be obtained and the value can then be measured by the satisfaction of the
customer. Value concept: Zeithaml (1988), which identifies four consumer definitions regarding the value of
products or services that are still relevant: 1) Value is a low price; 2) Value is whatever | want in a product or
service; 3) Value is the quality that | get for the price | pay; and 4) Value is what | get for what | give.

Customer satisfaction

Understanding satisfaction. According to Kotler et al. (2007: 177), namely: "Satisfaction is a feeling of
pleasure or disappointment of someone who appears after comparing the performance (results) of the product
that is borne by the expected performance (or outcome)”. Furthermore Oliver (1997), in the long run satisfaction
will have an impact on the formation of customer loyalty. Satisfaction is the key to knowing the response of
consumers who feel "favorable” with the offer of the organization. And the real need of the organization to
satisfy customers is to "enlarge" the business, to get "repeat & referral business. Patient Loyalty Customer
Loyalty variables in this study will illustrate the commitment given by the customer to reuse the services
provided in the future. High loyalty from the community will save some costs for the hospital. Furthermore Wu
(2011) revealed in his research that when products or services exceed customer expectations, their repurchase
intention will increase (Boulding et al.(1993). Improving the quality of health services in hospitals contributes to
customer retention and loyalty. Based on the description, the following hypotheses can be formulated:

H.1: Service quality significantly influence to patient satisfaction in Sakura / Teratai pavilion of
A.W Sjahranie Hospital. In connection with the statement of Parasuman et al. (1998) the dimensions that
represent consumers' perceptions of a service quality include the empathy aspect, where this aspect is the
willingness of officers to care and give personal attention to service users. Empathy service really requires
personal touch / feeling. The empathy aspect is an aspect that provides a great opportunity to create a surprise
service which is something that the service user does not expect but instead is provided by the service provider.
According to Lehtinen, J.R. and Lehtinen, U. (1982): States that: "Quality service is produced in the interaction
between the consumer and the elements in a service organization, the quality of the physical, the quality of the
company and the quality of interactive with respect to personal contract " If translated in Indonesian: Service
can be defined as any form of activity / activity provided by one or more parties to another party that has a
relationship with the aim of being able to provide satisfaction to the second party concerned for the goods and
services provided. According to Gerson (2002: 17). if translated in Indonesian: providing high quality and
excellent service is a cornerstone if you want to achieve the goals of satisfied and loyal customers. Some
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research results above can be said that the quality of service has a close relationship with customer satisfaction.
quality will provide an encouragement for patients to establish strong relationships with health care providers. In
the long run this bond allows health care providers to understand patients' expectations and their needs carefully.
In the face of increasingly fierce competition between hospitals (companies), the hospital must compete to
attract so that its customers remain loyal in utilizing the hospital health services provided. One aspect that needs
to get important attention is the quality of services provided by hospitals. Service quality is centered on efforts
to meet the needs and desires and the delivery accuracy to offset customer expectations. There are two factors
that influence the quality of service, namely expected service and perceived service. Quality must start from
customer needs and think to customer perceptions. The quality of service must begin with the needs of
consumers and end in consumer perceptions. This means that the perception of good service quality is not based
on the point of view or according to the service provider, but based on the point of view or perception of
consumers, and the quality of service is an attitude or way of employees in serving consumers satisfactorily. A
way for a company to continue to be competitive is to provide services of a higher quality than its competitors
consistently. Consumer expectations are shaped by past experiences, word of mouth talks conducted by service
companies, then compared.

H.2: Hospital image significantly influence to patient satisfaction in Sakura / Teratai pavilion of
A.W Sjahranie Hospital. According to Kotler and Keller (2007: 332) states: A brand is a product or service
that adds dimensions in a certain way to differentiate it from other products or services designed to satisfy the
same needs". So a brand is an image that is an illustration or concept of an abstract thing, thus the image exists
but is not real or cannot be described physically, because the brand image is only in the mind. brand image
presents the overall perception of the brand and is shaped by information and past experience of the brand. A
good brand image is expected to influence consumer attitudes and behavior, especially in the process of
purchasing decisions. Herbig and Milewicz, (1993). In his research stated: The image is an award obtained by
the company because of the superiority that exists in the company, such as the capabilities possessed by the
company, so that the company will continue to develop itself to continue to be able to create new things for
meeting the needs of consumers. kinds of images, such as quality image, marketing image, product innovation
image, and so on. Weiss et al, (2003), in Yoestini (2003) states that corporate image is a public view of a
company that is considered good or not that is viewed globally by things such as openness, quality and others so
that it can be said as a view of the company's move . image is an intangible asset or good company will have a
positive effect on market valuation of the company. Companies that have a good image can generate trust,
confidence and support from companies that have a bad image, (Dowling: 2004).

H.3: Customer trust significantly influence to patient satisfaction in Sakura / Teratai pavilion of
A.W Sjahranie Hospital. Mowen and Minor (2002: 322) states: Trust is all knowledge possessed by consumers
and all conclusions that consumers make about objects, attributes and benefits. Since trust is our congenitive
knowledge of an object, the attitude is a feeling or affective response that we have against the object. First of all,
consumers form trust in a product and then develop an attitude towards it and ultimately buy it or first,
consumers do product buying behavior and then form trust and attitude towards the product. Barnes (2008: 149)
states: that there are several important elements of trust, namely: (a) Trust is a development and experience and
past actions. (b) Character that is expected from the partner, as trustworthy and reliable. (c) Trust involves a
willingness to put yourself at risk. (d) Trust involves feeling safe and confident in the partner. Lita (2009: 72)
explains some of the benefits of trust, including: (a) Trust can encourage marketers to try to maintain the
relationships that exist by working with trading partners. (b) Trust rejects short-term choices and prefers the
long-term benefits expected by retaining existing partners. (c) Trust can encourage marketers to view attitudes
that bring great risk wisely because they believe that their partners will not take the opportunity that can harm
marketers.

H.4: Customer value significantly influence to patient satisfaction in Sakura / Teratai pavilion of
A.W Sjahranie Hospital. According to Kotler, (2005: 103): customer value is the difference in total customer
value and total customer costs where the total customer value is a set of benefits expected by customers of a
particular product or service and total customer costs are a set of costs expected by consumers issued to
evaluate, obtain, use and dispose of products or services. Vanessa, (2007: 65) if translated in Indonesian that:
Value is a cheap price, whatever is desired from a product, the quality received by consumers for the costs that
have been incurred and what is obtained by consumers from what they have given. Customer value is the
preference that is felt by the customer for product attributes, performance, and consequences that arise from the
use of facilities to meet the goals and intentions. The consumer's defined value as the price of a number of goods
or services received will be strongly influenced by the perceived quality of the goods and services provided. If
consumers perceive the quality of a high service, the consumer will be willing to pay more for quality service
because consumers feel that the value of perceived service is also high. Conversely, if the quality of service
perceived by consumers is low, of course consumers are not willing to pay more for the service because he also
perceives that the value of the service is low. Buchori, (2007: 295) states that customer value is the difference
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between the total value added obtained by consumers compared to the total costs incurred. Kottler (2007: 177).
Value is the difference between benefits and sacrifices. Value is a consideration of someone's decision to buy or
not buy. At the same perceived quality, cheaper products / services have higher value (Zeithaml and Bitner,
1996), so that the value received by the customer matches / exceeds what they want, the customer will be
satisfied / very satisfied.

H.5: Service quality significantly influence to patient loyalty in Sakura / Teratai pavilion of AW
Sjahranie Hospital. In connection with Parasuraman's statement et al (1988) the dimensions that represent
consumers' perceptions of a service quality include the empathy aspect, where this aspect is the willingness of
officers to care and give personal attention to service users. Empathy service really requires personal touch /
feeling. The empathy aspect is an aspect that provides a great opportunity to create a surprise service which is
something that the service user does not expect but instead is provided by the service provider. Wykof, in
Tjiptono (2006: 59), states: Quality of service is an expected level of excellence and control over the level of
excellence to meet customer desires, consumers will do the same consumption or activity as before or will use a
larger service so that Long-term relationships with consumers for the long term will be achieved. In addition,
consumers will tend to reject hospital products or services from competitors, as well as provide references to
company products to others. The existence of a relationship between service quality to customer satisfaction and
loyalty is expressed by Zethaml in Ponirin (2005; 30) that: Customer satisfaction and loyalty depend on the level
of service quality provided to consumers and they believe that there is a positive relationship between consumer
service and loyalty consumer

H.6: Hospital image significantly influence to patient loyalty in Sakura / Teratai pavilion of AW
Sjahranie Hospital. The image itself is defined as "The set of belief, ideas, and impressions a person holds
regarding an object"”, attitudes and actions to the object are very conditioned by the image of the object itself
(Kotler, 2000: 553). Gronroos (1990: 170), states that: a positive corporate image will improve

H.7: Patient trust significantly influence to patient loyalty in Sakura / Teratai pavilion of AW
Sjahranie Hospital. Mulyo and Ukudi (2007) revealed that the connectedness behavior that occurs between
companies and partners - partners are largely determined by trust and commitment, so it can be estimated that
trust will have a positive relationship with repeated intentions and loyalty. Trust has an important role in
marketing relationships with both consumers and suppliers. Most researchers support that trust is the basis for
building consumer loyalty. Chow and Holden in Morganosky and Cude (2003) define trust when translated in
Indonesian: as words, promises, verbal or written statements that can be held and relied upon by individuals or
groups. Chow and Holden (2003) in Tsiros et al, (2000) also found that trust is not only antecedent to products
but also consumer loyalty.

H.8: Customer value significantly influence to patient loyalty in Sakura / Teratai pavilion of AW
Sjahranie Hospital. According to Gale in Alida (2007: 74) customer value is the consumer's perception of the
value of the quality offered is relatively higher than competitors will affect the level of consumer loyalty, the
higher the perceived value perceived by the customer, the greater the likelihood of a relationship (transaction),
and the desired relationship is a long-term relationship, because the business and costs incurred by the company
are believed to be much greater if it has to attract new customers or customers who have left the company, rather
than retain it.

H.9: Satisfaction significantly influence to patient loyalty in Sakura / Teratai pavilion of AW
Sjahranie Hospital. Kotler (2005: 121) explains that companies that always improve the quality of their
services and are aware of consumers' willingness can provide encouragement to consumers to establish strong
relationships with the company and increase consumer loyalty. Griffin (2005: 31) defines loyalty as follows:
loyal customers are assets for the company, and to know loyal customers the company must be able to offer
products or services that can meet customer expectations and can satisfy its customers. Oliver (1997), states: in
the long run satisfaction will have an impact on customer loyalty. Satisfaction is the key to knowing the
response of consumers who feel “favorable” with the offer of the organization, and the real need of the
organization to satisfy customers is to "enlarge"” the business, to get "repeat and referral business". Stevenson,
(1996) studied 700 patients and 200 nursing staff members in 1000 third-level treatment rooms in Midwest
hospitals, to reveal the relationship between worker satisfaction and patient loyalty, where the results of this
study show a strong relationship between nurse satisfaction and patient interest. to return to treatment in the
future or recommend a hospital to others. The main treatment summary shows a strong correlation of hospital
quality and describes moderate correlations or being in the behavior to return and recommend to others. This
shows that if nurses at work feel satisfied, then they will provide good service to patients, which ultimately the
patient will feel satisfied and will produce patient loyalty. Empirically the results of this study are not in line
with previous studies conducted by: Joyeph Cronin. JR (1992) in a measuring service quality journal: A
reexamination and extension, conducted in the banking industry, pest control, laundry, fast food. The research is
to measure service quality and the relationship between service quality, customer satisfaction and intensity of
purchase. The results showed that service quality had a significant effect on customer satisfaction, customer
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satisfaction had a significant effect on loyalty and service quality had an effect on loyalty Selnes's (1993) study
states that customer satisfaction influences buyer behavior which satisfied customers tend to be loyal. Consumer
satisfaction will have a positive impact on the hospital. If consumers feel satisfied with hospital services, will
create an assessment that the hospital has been able to provide maximum service to the community. In a review
of previous research, loyalty can be the result of customer satisfaction (Lai et al., 2009).

Based on the development of the above hypothesis model, thefollowing research model can be formulated:

Satisfaction

Figure 1. Research model

Il. RESEARCH METHODS
The population in this study were inpatients in the sakura / lotus pavilion room of RSUD A Wahab
Sjahranie Samarinda. The size of the sample (sample size) was determined according to his opinion Hair (1975),
providing several guidelines for determining the sample size in mutivariate research (including multiple
regression analysis). The sample size in this study should be 10 x the number of variable indicators in the study,
which are 230 patients taken by accidental sampling method. Data analysis methods used in this study, namely
descriptive analysis and inferential statistics with Smart-PLS.

Research Analysis And Discussion Results

Discriminant Validity Test Discriminant analysis is one of the statistical techniques that can be used in
the dependency relationship (the relationship between variables where it can be distinguished which response
variable and which are explanatory variables). Discriminant analysis is useful in situations where the total
sample can be divided into groups based on the characteristics of variables known from several cases. The main
purpose of discriminant multiple analysis is to find out the differences between groups, "(Hair, Anderson,
Tatham, Black, 1995). Through the results of the analysis above, it can be seen that the construct correlation of
each latent variable with the indicator is greater than the other latent variables. The table above shows that cross
loading service quality (X1) = 0.675, hospital image (X2) = 0.704, and patient trust (X3) = 0.739, and patient
value (X4) = 0.567, greater than the intended variable, namely cross loading Y1. that is 6.98, Y2 which is 0.960,
thus it can be explained that the model meets discriminant validity.

The second rating is via Average Variance Extracted (AVE). AVE values 0.50 and higher indicate an
adequate level of convergent validity, which means that the latent variable explains more than half of the
indicator variance. The test results show that the AVE value in all constructs is greater than 0.50 so that it is
adequate in terms of convergent validity. Next, based on the square root of average variance extracted (root
AVE) all variables designed in this study are greater than the correlation between latent variables so that it can
be explained that all indicators have good convergent validity

Reliability Composite Reliability

To find out the reliability of all constructs can be seen from the composite reliability value. Reliable
construction if the values above> 0.70. Can be explained in the table as follows: service quality (X1) = 0.912,
hospital image (X2) = 0.876, and patient trust (X3) = 0.919, and patient value (X4) = 0.839, greater than the
intended variable, namely cross loading Y1. that is 0.874, Y2 is 0.990 The output shows all constructs in the
reliable variable because the composite reliability value is> 0.70, so it can be explained that the construct has
good reliability.
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Cronbach's Alpha

Reliability tests can also be strengthened by cronbach's alpha where the smart PLS Version 3 output
provides the following results of service quality (X1) = 0.886, hospital image (X2) = 0.794, and patient trust
(X3) = 0.883, and patient value (X4) = 0.770, greater than the intended variable, namely cross loading Y1. that
is 0.784, and Y2 is 0.986, the output of Composite Reliability and Cronbach Alpha all have values> 0.70
indicating that discriminant validity has been reached. Thus it can be stated that all latent variables have a good
level of reliability.

Evaluation of Inner Model (Goodness of Fit Model)

Testing of the structural model is done by looking at the R-Square value which is the Goodness of Fit
Model test (Ghozali (2014: 66) Because the purpose of the SEM-PLS approach is oriented to explain the variant
of endogenous latent variables, the R? level must be high. Putting Patient Satisfaction (Y1) as an endogenous
variable, while service quality (X1), hospital image (X2), and patient trust (X3), as well as patient value (X4),
are placed as exogenous variables, R2 value is 0.182, so that it can be interpreted that: variability in patient
satisfaction (Y1) is the variability of service quality (X1), hospital image (X2), and patient trust (X3), as well as
patient value (X4) of 18.20% and the remaining 81.80% explained by other variables outside the study, and
structural model 2 which places patient loyalty (Y2) as endogenous variables, while service quality (X1),
hospital image (X2), and k patient trust (X3), as well as patient value (X4), as an exogenous variable.
The analysis shows R2 value of 0.865 so that it can be interpreted that the variability of patient loyalty (Y2) is
the variability of service quality (X1), hospital image (X2), and patient trust (X3), and patient value (X4) of 86

Hypothesis testing

Hypothesis testing will be carried out after testing the model and path analysis that will be used in the
trimming model, to improve the path analysis structure model by issuing a variable whose path coefficient is
insignificant. Hypothesis testing aims to determine the direct and indirect effects between variables. The
hypothesis proposed will then be concluded through the calculation of the path coefficient and significance for
each pathway studied. T test is a test to see whether the middle value (eg average value) of a variable data from
one group sample is significantly different (significant) from the middle value of the sample data of the sub-
samples of other groups in the same variable. The Smart PLS program is carried out with a T-test on each path.
Hypothesis test parameters using a comparison of the value of t, that is if the t-count value> from t-table (>
1.96) or p-value (<0.05), then HO is rejected, and Ha is accepted. Test results can be seen in the table below:

Original Sample (STDEV) | T P Sig/ Not Sig.

Sample Mean Statistis Values
VARIABEL ©) M) (0/STD

V)

Sa‘tjii']!;ztion"f service  -> - patient | ; 9 0,066 0,001 0,533 0,594 | not significant
Hospital image ->patient satisfaction 0,116 0,107 0,089 1,306 0,192 not significant
Patient trust -> patient satisfaction -0,059 -0,061 0,113 0,524 0,601 not significant
Patient value -> patient satisfaction 0,405 0,412 0,132 3,074 0,002 significant
Service quality ->patient loyality 0,058 0,054 0,034 1,680 0,094 not significant
Hospital image -> patient loyalty -0,062 -0,059 0,034 1,811 0,071 not significant
Patient trust -> patient loyalty -0,750 -0,742 0,077 9,676 0,000 significant
Patient value -> patient loyalty 1,463 1,461 0,088 16,666 0,000 significant
Patientsatisfaction -> patient loyalty 0,001 -0,001 0,028 0,021 0,983 not significant

Tabel 1. Research model

I11. DISCUSSION

Service quality has no significant effect on patient satisfaction, This insignificant coefficient value is
predicted that patients in sakura/teratai pavilion of A.W Sjahranie Hospital has not prioritized the quality of
service, it is possible there are other reasons that make customers treated, besides an urgency. However the
quality of service provided must be truly considered so that service quality offerings can provide patient
satisfaction. The results of this study are not in line with previous research conducted by: Jacobucci and Ostrom
(1995), Liao (2012), Gronroos (1984), SHafeez (2012), Kumasey (2014), Naik (2010), Ravichandran (2010),
Lee (2000), Grayson (1995), Kim (2016), Mohsan (2011) their research shows that service quality has a
significant effect on consumer satisfaction.

Hospital image has no significant effect on patient satisfaction in sakura/teratai pavilion of AW
Sjahranie Hospital. These results support the research of Kaihatu (2012), Halim et al. (2014), which said that
brand image has no significant effect on customer satisfaction. Patient trust has no significant effect on patient
satisfaction in in sakura/teratai pavilion of A.W Sjahranie Hospital. It indicates that patient trust does not give
meaning to patient satisfaction. These results support the research of Susanti (2017), Harnoto (2013), which said
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that customer trust has no significant effect on customer satisfaction. Patient value has a significant effect on
patient satisfaction in sakura/teratai pavilion of A.W Sjahranie Hospital. This positive and significant coefficient
value indicates that the higher the Customer Value, it will have implications for increasing patient satisfaction
towards the hospital. These results support the research of Wagiarto et al, (2016), Cronin (2000) which said that
customer value has a significant effect on customer satisfaction.

Service quality has no significant effect on patient loyalty in sakura/teratai pavilion of A.W Sjahranie
Hospital. This insignificant coefficient value means that increasing service quality does not have an impact on
increasing patient loyalty. Empirically the results of the study support the research of Yaacob and Ismail (2008),
Wu (2011) with the results of Service quality does not have any correlation with loyalty. Hospital image has a
significant effect on patient loyalty in sakura/teratai pavilion of A.W Sjahranie Hospital. These results support
the research of Herizen and Maylina (2003), Pramudyo (2012), which said that brand image has no significant
effect on customer loyalty. Patient trust has significant effect on patient loyalty in sakura/teratai pavilion of AW
Sjahranie Hospital. This significant coefficient value means that increasing customer trust has an impact on
increasing patient loyalty significantly. These results support the research of Fasochah(2013), which said that
customer trust has significant effect on customer loyalty.

Patient value has a significant effect on patient loyalty. in sakura/teratai pavilion of AW Sjahranie
Hospital. This positive and significant coefficient value indicates that the higher the Customer Value, it will
have implications for increasing patient loyalty towards the hospital. These results support the research of
penelitian Assoc and Kushi (2013), Cronin (2000), Munisih (2015) which said that customer value has a
significant effect on customer loyalty. Patient satisfaction has no significant effect on patient loyalty in
sakura/teratai pavilion of A.W Sjahranie Hospital. This insignificant coefficient value means that increasing
patio satisfaction does not have an impact on increasing patient loyalty. Empirically the results of the study
support the research of Selnes (1993), Lai et al., (2009)with the results of Service quality does not have any
correlation with loyalty.

IV. CONCLUSIONS
Based on the results of the analysis can be concluded as follows:
Service quality has no significant effect on patient satisfaction
Hospital image has no significant effect on patient satisfaction
Patient trust has no significant effect on patient satisfaction
Patient value has a significant effect on patient satisfaction
Service quality has no significant effect on patient loyalty
Hospital image has a significant effect on patient loyalty
Patient trust has a significant effect on patient loyalty
Patient value has a significant effect on the loyalty
Patient satisfaction has no significant effect on patient loyalty

©oNoOA~WNE

V. LIMITATIONS
The results of the analysis of this study regarding the effect of service quality, hospital image, and trust,
as well as patient value on patient satisfaction and loyalty in Sakura / Teratai inpatient hospitals. A Wahab
Sjahranie Samarinda, has answered the problems that have been hypothesized, but there are limitations to the
study, among others: 1. This study was conducted only in Sakura / Teratai Pavilion of A.W. Sjahranie Hospital.
2. Research only discusses service quality, hospital image, patient trust, patient value, and patient satisfaction,3.
Three months research time. 4. Qualitative research methods, through Purposive surveys.
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