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The patient's choice of a service provider is critical to the hospital's 

business success. A decline in patient visits, a gap between the 

hospital's target market, and suboptimal service quality and 

marketing strategies present significant risks. Consequently, 

delivering high-quality services to meet patient expectations and 

ensure their satisfaction is paramount. Satisfied patients are more 

likely to return for future health services, reinforcing the hospital's 

reputation and market position. This study investigates how service 

quality, the marketing mix, and patient satisfaction collectively 

impact the decision to choose a place of delivery at Hermina 

Serpong General Hospital. Research Implications: The findings 

highlight the importance of service quality and a well-structured 

marketing mix in enhancing patient satisfaction, which in turn 

significantly influences the patient's decision-making process when 

selecting a healthcare provider. These insights underscore the need 

for hospitals to invest in improving service delivery and refining 

marketing strategies to better align with patient needs and 

expectations. By doing so, hospitals can not only increase patient 

satisfaction but also strengthen their competitive advantage in the 

healthcare market. Research Methods: This study employs a 

quantitative cross-sectional approach, utilizing a questionnaire for 

data collection from 190 patients selected through purposive 

sampling. The results demonstrate that service quality and the 

marketing mix have a significant and positive impact on patient 

satisfaction. Additionally, these factors, alongside patient 

satisfaction, significantly and positively influence the patient's 

decision to choose a hospital. Suggestions: To further enhance 

patient satisfaction and attract more patients, the hospital has 

initiated several programs, including classes for pregnant women, 

door-to-door services, online consultations, and services for 

obtaining birth certificates and Child Identity Cards. 
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INTRODUCTION 

The competition among hospitals to attract patients is intense, requiring them to develop specific 

strategies to stay competitive in the healthcare industry (van den Broek et al., 2018). To thrive, hospitals 

must deliver excellent services that meet patient expectations, ensuring patient satisfaction. Satisfied 

patients are more likely to choose the same healthcare services again in the future. 

Based on the performance achievement data of Hermina Serpong Hospital, it can be seen that the 

quality of health services provided is not in accordance with the standards or is below the target, 

especially in the BOR (Bed Occupancy Rate) which reached 69.03% in 2020, then increased to 73.51% 
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in 2021, but experienced a drastic decrease in 2022 to 51.44%. Data from the Obstetrics and Gynecology 

Polyclinic of Hermina Serpong Hospital shows that the number of patients continues to decrease, from 

1,767 patients in 2019, to 1,536 patients in 2021, and in 2022 from January to March there were 363 

patients with an estimate until December that only reached 1,300 patients. This shows a significant 

decrease in the number of patients every year. The difference between the potential target of pregnant 

women patients and the number of patients achieved is still quite large (Ilekis et al., 2016). Based on 

this data, it can be assumed that the potential number of patients in hospitals compared to the number 

of type C hospitals in South Tangerang City is around 1,928 pregnant women and 1,892 mothers giving 

birth. Therefore, hospitals must compete to attract public interest in conducting pregnancy checks for 

1,982 pregnant women and 1,892 mothers giving birth at the hospital.  

To initially identify the factors contributing to the decline in patient visits, the researcher 

conducted a preliminary survey or direct interviews with several patients. The findings from these 

interviews revealed various factors that influenced patients' decisions to continue using the hospital's 

services (revisit) (Waters et al., 2016). The pre-survey results indicated that patients' willingness to 

return to the hospital was influenced by the hospital's acceptance of BPJS guarantees, its proximity to 

the patient's residence, the availability of specific medical services, other specialist services, and lower 

prices compared to nearby hospitals. However, some issues led to patient dissatisfaction, such as 

inconsistent responsiveness from the hospital, uncomfortable waiting and treatment areas, long service 

wait times, and an outdated queuing system (Al Hammadi, 2019). 

The perceived quality of a product or service can influence a user's intention to make repeat 

purchases. When the service or product provided surpasses consumer expectations, it is viewed as ideal 

quality. Conversely, if the service or product falls short of expectations, it is perceived as poor quality. 

A study by Park et al. (2021) involving 540 clinic patients in South Korea found that service quality 

significantly impacts patient satisfaction and their intention to revisit. Similarly, Siripipatthanakul 

(2021) conducted a study on 352 clinic patients in Thailand, revealing that aspects of service quality, 

including Tangibles, Reliability, and Empathy, positively and significantly affect patients' decisions to 

return for health services. 

The marketing mix is a collection of tools that companies can use to achieve their marketing 

objectives in a target market. Jerome McCarthy's traditional marketing mix, as described by Kotler & 

Keller (2018), includes four key elements: product, price, place, and promotion. Zeithaml & Bitner 

(2023) argue that service marketing requires an expanded mix, adding three additional elements: people, 

process, and physical evidence. Before choosing a healthcare service, consumers typically go through 

the stages of the purchasing decision process, including problem recognition, information search, and 

alternative evaluation (Kotler & Amstrong, 2018). If a hospital can provide healthcare services that 

meet the needs and expectations of consumers, it can influence patients' decisions to use the hospital's 

services. According to a study by Tarihoran et al. (2021) involving 300 patients in public hospitals in 

Iran, the marketing mix was found to have a 70.65% impact on the increase in patient visits. This 

indicates that the 7P marketing mix is highly effective in helping hospitals increase the number of 

patient visits. 

According to Kotler and Keller (2018), consumer satisfaction is the level of a person's feelings 

that results from the comparison between expectations and the reality received from a product or 

service. Patient satisfaction is very important in the healthcare industry, where satisfied consumers tend 

to become loyal customers (Homburg et al., 2011). Satisfied consumers will return to using the product 

or service, as researched by Spiridon et al. (2018). Pighin et al. (2022) in their research in Argentina 

found that patient satisfaction has a significant influence on patients' decisions to reuse health services. 

A study conducted by Park et al. (2021) on 540 clinic patients in South Korea showed that patient 
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satisfaction significantly contributed to increasing the intention of repeat visits in clinic patients. 

Therefore, a more in-depth analysis of the patient's decision to choose the place of delivery as a means 

of service is needed, because similar research has never been conducted. In addition, it is necessary to 

conduct an in-depth analysis of the influence of service quality and marketing mix on the decision to 

choose a delivery place at Hermina Serpong Hospital, with satisfaction as an intervening variable. 

Despite extensive research on these factors, there has been no in-depth analysis of how service 

quality, marketing mix, and patient satisfaction specifically influence the decision to choose a place of 

delivery, particularly in the context of Hermina Serpong Hospital. This research fills that gap, offering 

a novel perspective by examining these variables with patient satisfaction as an intervening variable, 

thereby providing insights that have not been explored in previous studies (Uzir et al., 2021). 

The primary objective of this study is to analyze the influence of service quality, marketing mix, 

and patient satisfaction on the decision to choose a place of delivery at Hermina Serpong General 

Hospital. By identifying the key factors that contribute to patient satisfaction and decision-making, this 

research aims to provide valuable insights for hospital management in improving service quality and 

marketing strategies. The expected benefits of this study include enhancing patient satisfaction, 

increasing patient loyalty, and ultimately boosting the hospital's competitiveness in the healthcare 

industry (Hossain et al., 2020). 

 

METHOD 

This study was conducted to determine the influence of service quality and marketing mix on the 

decision to choose a place of delivery at Hermina Serpong Hospital, with satisfaction as an intervening 

variable. The research design is quantitative with a cross-sectional approach. The sampling method was 

carried out using the non-probability sampling method in a purposive way. Data collection was carried 

out using a questionnaire instrument consisting of Service Quality Variables with the Dimensions of 

Tangibles, Reliability, Responsiveness, Assurance, and Empathy. by using the Likert scale (1-4), 

Variable Marketing Mix with the Dimensions of Product, Price, Promotion, Place, People, Process, and 

Physical Evidence) by using the Likert scale (1-4), Variable of Patient Satisfaction with the Dimension 

of the outcome, continuity of care and availability with using the Likert scale (1-4) and the Place 

Selection Decision Variable with the dimension of problem recognition, information search, evaluation 

of alternatives, purchase decision, and post-purchase behavior with Using Likert Scale (1-4) 

Inferential Stadot data analysis was carried out to assess the significance of the relationship 

between variables (Norris & Walker, 2020). Test the hypothesis with a path coefficient to find out the 

direction of influence between variables in the research model. 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Model 

Sample 
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The number of samples determined was 190 patients. The sampling technique was carried out by 

purposive sampling with the criteria that the respondent was an ANC patient at Hermina Serpong 

Hospital 

Research Hypothesis 

a) There is a relationship between service quality and patient satisfaction at Hermina Serpong Hospital 

b) There is a relationship between marketing mix and patient satisfaction at Hermina Serpong Hospital 

c) There is a relationship between patient satisfaction and consideration of the decision to choose a 

place of delivery at Hermina Serpong Hospital 

d) There is a relationship between the quality of service and the consideration of the decision to choose 

a place of delivery at Hermina Serpong Hospital 

e) There is a marketing mix relationship and consideration of the decision to choose a place of delivery 

at Hermina Serpong Hospital. 

f) There is a relationship between service quality, marketing mix, patient satisfaction and consideration 

of the decision to choose a delivery place at Hermina Serpong Hospital. 

 

RESULT AND DISCUSSION 

Respondent profiles 

In this study, as many as 190 patients of Hermina Serpong Hospital. Based on gender, 100% of 

respondents are Women. Based on age groups, 16 people, or 8.42%, are 18-22 years old, 98 people, or 

51.58%, are 23-30 years old, 36 people, or 40%, are 31-60 years old, and age > 60 years is non-existent. 

Based on the type of work, it is dominated by private employees, namely 97 people or 51.05%, in the 

2nd position of patients with the profession of housewives, which is as many as 45 people or 23.6%, in 

the 3rd position of Civil Servants 26 people or 13.68%, self-employed as many as 21 people or 11.05%, 

others less than 10%.  Based on your monthly income, less than Rp. 3,000,000 7 people or 3.68%, the 

group of patients with an income of Rp. 3,000,100 – 5,000,000 as many as 39 people 20.53%, Rp. 

5,000,100 – 7,000,000 as many as 54 people or 28.42% and Rp. 7,000,100 – 9,000,000 as many as 76 

people or 40%, > 9 million as many as 14 people or 7.37%. 

Analysis of Partial Least Square - structural equation modeling (SEM-PLS) 

1) Determinant Coefficient (R-Squared) 

The R-squared tilapia or determination coefficient explains how much the dependent variable 

can be affected by the independent variable. The R-squared value ranges from 0 to 1 (0 ≤ R2 ≤ 1); the 

higher the R-squared value, the greater the influence of the independent variable on the dependent 

variable. As a rule of thumb, the R2 value > 0.75 (strong), R2 >0.50 (moderate), and R2 >0.25 (weak), 

but if the R-square value is found above 0.9, the model can be considered overfit. (Sarstedt et al., 2017; 

(Hair et al., 2019). 

Table 1. 

R-Squared Values 

Dependent R Square Adjusted Classification 

Patient Satisfaction                       0.501  Moderate 

Patient Decision                       0.648  Strong 

Source: Research Data Processing (2022) 

 

Based on the data presented in the table above, it can be seen that the R-squared value for the 

patient satisfaction variable of 0.501 was obtained. This value explains that the percentage of patient 

satisfaction can be explained by the quality of service and marketing mix of 50.1%; the remaining 

(100%-50.1%) 49.9% is influenced by other variables that are not in the model. The R-squared value 
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for the patient decision variable of 0.648 obtained the value explained that the percentage of patient 

decision size can be explained by the variables of patient satisfaction, service quality, and marketing 

mix of 64.8%, the remaining (100%-64.8%) 35.2% is influenced by other variables that are not in the 

model. 

2) Hypothesis Testing  

The main part of the analysis of the inner model or structural model in this study is to look at the 

value of the path coefficient to find out the direction of influence between the variables in the research 

model. It is said that there is a positive and significant influence if the T-statistic value > T-table (1.645) 

is at a significance level of 5% (alpha = 0.05); on the other hand, if the T-statistic < T-table (1.645) then 

there is no significant influence between the two variables (Ringle et al., 2015; Sarstedt et al., 2017). 

Table 5 below shows the results of PLS-SEM data processing for the determination of hypothesis test 

results. 

 
Figure 2. Hypothesis Test Results 

 

Table 2. 

 Results of Hypothesis Test 

 Standardized 

Coefficient 

T-

Statistics 

P-

Value 
Result 

H1 0.470 4.076 0.000 Supported 

H2 0.271 2.518 0.006 Supported 

H3 0.322 2.415 0.008 Supported 

H4 0.354 3.217 0.001 Supported 

H5 0.216 1.894 0.029 Supported 

H6.a 0.151 1.852 0.032 Supported 

H6.b 0.138 2.865 0.002 Supported 

 

The Effect of Service Quality on Patient Satisfaction 

From the table above, it is known that the t calculation for the service quality variable is 4.076 at 

a significance level of 0.000 with a regression coefficient value (Path Coefficient) of +0.470. Because 

the path coefficient value is marked positively, the t-value statistic is >1.645, and the p-value is 

0.000<0.05, it can be concluded that the service quality variable has a positive and significant effect on 

patient satisfaction. Thus, the H1 hypothesis "There is a relationship between service quality and patient 

satisfaction at Hermina Serpong Hospital" is accepted. 

The Effect of Marketing Mix on Patient Satisfaction 

From the table above, it is known that the t calculation for the marketing mix variable is 2.518 at 

a significance level of 0.006 with a regression coefficient value (Path Coefficient) of +0.271. Because 
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the path coefficient value is marked positively, the t-value statistic is >1.645, and the p-value is 

0.006<0.05, it can be concluded that the marketing mix variable has a positive and significant effect on 

patient satisfaction. Thus, the H2 hypothesis "There is a relationship between marketing mix and patient 

satisfaction at Hermina Serpong Hospital" is accepted. 

The Effect of Patient Satisfaction on Patients' Decision to Choose a Hospital 

From the table above, it is known that the t calculation for the Patient Satisfaction variable is 

2.415 at a significance level of 0.008 with a regression coefficient value (Path Coefficient) of +0.322. 

Because the path coefficient value is marked positively, the t-value statistically >1.645, and the p-value 

is 0.008<0.05, it can be concluded that the Patient Satisfaction variable has a positive and significant 

effect on the patient's decision to choose a hospital. Thus, the H3 hypothesis "There is a relationship 

between patient satisfaction and patient decision in choosing a hospital" is accepted. 

The Influence of Service Quality on Patients' Decision to Choose a Hospital 

From the table above, it is known that the t calculation for the service quality variable is 3.217 at 

a significance level of 0.001 with a regression coefficient value (Path Coefficient) of +0.354. Because 

the path coefficient value is marked positively, the t-value statistically >1.645, and the p-value 

0.001<0.05, it can be concluded that the service quality variable has a positive and significant effect on 

the patient's decision to choose a hospital. Thus, the H4 hypothesis "There is a relationship between 

service quality and patient decision in choosing a hospital" is accepted. 

The Influence of Marketing Mix on Patients' Decision to Choose a Hospital 

From the table above, it is known that the t calculation for the marketing mix variable is 1.894 at 

a significance level of 0.029 with a regression coefficient value (Path Coefficient) of +0.216. Because 

the path coefficient value is marked positively, the t-value statistic is >1.645, and the p-value is 0.029 

<0.05, it can be concluded that the marketing mix variable has a positive and significant effect on the 

patient's decision to choose a hospital. Thus, the H5 hypothesis "There is a relationship between 

marketing mix and patient decision in choosing a hospital" is accepted. 

The Effect of Patient Satisfaction as an Intervening Variable on the Relationship between Service 

Quality and Patient Decision in Choosing a Hospital 

 
Figure 3. Path Analysis Hypothesis 6 

 

a) Direct effect  = 0.354 

b) Indirect Effect = 0.151 

c) Total effect = Direct effect + Indirect effect = 0.354 + 0.151 = 0.505 

d) Variance accounted for (VAF) value = Direct effect / Total Effect = (0.354/ 0.505) = 0.701 or 70.1% 

From the figure above, it is known that the p-value for the influence of the patient satisfaction 

variable on the relationship between service quality and patient welfare (indirect effect) is 0.032 with a 

regression coefficient value (Path Coefficient) of +0.151. Because the path coefficient value is positive 

and the p-value is 0.032<0.05, it can be concluded that the patient satisfaction variable has a significant 

effect on the relationship between service quality and patient well-being. The VAF value is 0.701 or 
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70.1% because the VAF value is> 20%, so it can be concluded that patient satisfaction is a mediating 

variable. Thus, the H6a hypothesis "There is a relationship between service quality and patient decision 

in choosing a hospital through patient health" is accepted. 

The Effect of Patient Satisfaction as an Intervening Variable on the Relationship between 

Marketing Mix and Patient Decision in Choosing a Hospital 

 
Figure 4 Path Analysis Hypothesis 6b 

a) Direct effect = 0.216 

b) Indirect Effect = 0.087 

c) Total effect = Direct effect + Indirect Effect = 0.216 + 0.087 = 0.303 

d) Variance accounted for (VAF) value = Direct effect / Total Effect = (0.216 / 0.303) = 0.713 or 71.3% 

From the figure above, it is known that the p-value for the influence of the patient satisfaction 

variable on the relationship between the marketing mix and patient retention (indirect effect) is 0.038 

with a regression coefficient value (Path Coefficient) of +0.087. Because the path coefficient value is 

marked positively and the p-value is 0.038<0.05, it can be concluded that the patient satisfaction 

variable has a significant effect on the relationship between marketing mix and patient well-being. The 

VAF value is 0.729 or 72.9% because the VAF value is> 20%, so it can be concluded that patient 

satisfaction is a mediating variable. Thus, the H6b hypothesis, "the relationship between the marketing 

mix and the patient's decision to choose a hospital through patient intelligence," is accepted. 

The effect of service quality on patient satisfaction  

The results of the research show that the t-value for the service quality variable is 4.476 at a 

significance level of 0.000 with a regression coefficient value (Path Coefficient) of +0.470. Because the 

path coefficient value is marked positively, the t-value statistic is >1.645, and the p-value is 0.000<0.05, 

it can be concluded that the service quality variable has a positive and significant effect on patient 

satisfaction. Thus, the H1 hypothesis "There is a relationship between service quality and patient 

satisfaction at Hermina Serpong Hospital" is supported. This means that the better the service quality 

that patients get, the more significant the impact on increasing patient satisfaction (Karsana & Murhadi, 

2021).  

The results of this study were showed that to increase patient satisfaction, it is necessary to 

improve the quality of service by increasing Tangibles, Reliability, Responsiveness, Assurance, and 

Empathy (Agustina & Handayani, 2023). Efforts made to improve the quality of service are that the 

hospital improves services by increasing the class of pregnant and maternity women so that patients 

know the benefits and advantages, especially from the aspects of safety, convenience, and comfort 

during the delivery process, the hospital improves communication and services to patients such as 

making 24-hour online consultations, contacting patients to re-control according to schedule,  asking 

for opinions and patient input to get service feedback after pregnancy control, the hospital carries out a 

"pick up the ball" service strategy for mothers who are close to the estimated delivery so as to increase 

access to services at health facilities. The hospital creates programs and packages of childbirth services 

that are attractive to patients, such as providing services for making birth certificates, Family Cards, 

and Child Identity Cards in collaboration with the Population and Civil Registration Office. 
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The results of this study corroborate the theory of Parasuraman et al. (2016) about service quality 

is greatly influenced by how the quality of the service dimension is felt by service users with the 

SERVQUAL dimensions, namely Tangibles, Reliability, Responsiveness, Assurance, and Empathy. 

Service quality is an assessment given on the perfection of a product or service from the value of 

benefits perceived by consumers on the basis of a comparison between what consumers expect and what 

consumers receive. This is supported by a study conducted by Kondasani & Panda (2018), a study on 

patients in 5 private hospitals in Rourkela, India. The results of the study show that the aspects of service 

quality consisting of the physical environment, reliability, customer-friendly staff, communication, 

responsiveness, privacy & safety have a positive effect on patient satisfaction (Singh & Dixit, 2020).  

The effect of marketing mix on patient satisfaction  

Based on the results of the research, it is known that the t calculation for the marketing mix 

variable is 2.518 at a significance level of 0.006 with a regression coefficient value (Path Coefficient) 

of +0.217. Because the path coefficient value is marked positively, the t-value statistic is >1.645, and 

the p-value is 0.006<0.05, it can be concluded that the marketing mix variable has a positive and 

significant effect on patient satisfaction. Thus, the H2 hypothesis "There is a positive and significant 

influence between marketing mix on patient satisfaction at Hermina Serpong Hospital" is supported. 

This means that the better the marketing mix will have an impact on high patient satisfaction (Nasution 

et al., 2020). 

The results of this study showed that to increase patient satisfaction, it is necessary to increase 

the marketing mix by increasing the 7P (Product, Price, Promotion, Place, People, Process, and Physical 

Evidence). Efforts are made to increase the marketing mix; namely, the Hospital complies with the use 

of the hospital management information system (SIMRS) and reviews the Standard Operating 

Procedures (SOP) for outpatient services in which quality indicators related to outpatient waiting times 

are set.  Making the indicator of response time and service waiting time as indicators of service quality. 

Re-socialize service procedures with quality indicators of outpatient waiting time to all officers so that 

health workers can provide maximum service to patients (Oosterhuis, 2014). Improving services on 

time and according to the schedule that the hospital has determined. Increase the competitiveness of 

hospitals by creating online consultation services for patients. The Management of the Board of 

Directors reminds and motivates all doctors in the Hospital to start services in the Outpatient Unit on 

time and, if necessary, implement the "punishment and reward concept." The hospital reviews the SPO 

of patient service procedures starting from the registration process, outpatient polyclinic and inpatient. 

Optimizing all activities carried out with the Hospital Management Information System and online 

registration system to make it easier for patients (Wager et al., 2021). Periodic evaluation of the 

implementation of the Hospital Management Information System and the online registration system. 

There are rewards and penalties for members who implement the Hospital Management Information 

System and the online registration system. Mobilizing internal commitments to have the same mission 

for improving patient services.  

According to Zeithaml and Bitner (2023) about the marketing mix where classifying the elements 

of the marketing mix into seven variables (7P) by adding 4P (Product, Price, Promotion, and Place) and 

3P (People, Process, and Physical Evidence) that can be used well in the service business. The overall 

marketing mix is a series of marketing variables that can be controlled and used by hospital marketing 

implementers to market the health services produced. The results of this study are supported by research 

conducted by Mene Paradill (2022). 

The effect of patient satisfaction on the decision to choose a place of delivery 

The results of the study showed that the t calculation for the Patient Satisfaction variable was 

2.415 at a significance level of 0.008 with a regression coefficient value (Path Coefficient) of +0.322. 
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Because the path coefficient value is marked positively, the t-value statistically >1.645, and the p-value 

is 0.008<0.05, it can be concluded that the Patient Satisfaction variable has a positive and significant 

effect on the patient's decision to choose a hospital. Thus, the H3 hypothesis "There is a positive and 

significant influence between patient satisfaction and the patient's decision to choose a hospital" is 

supported.  

From the results of this study, it was found that to improve the decision to choose a place of 

delivery, it is necessary to increase satisfaction. In an effort to increase patient satisfaction, it is 

necessary to increase the ease of information and appointments for patients with 24-hour online services 

and excellent service. 

The results of this study confirm the theory of Ware et al. (2021) that Patient satisfaction is built 

based on 8 dimensions, namely: interpersonal manner (patient understanding of politeness, friendliness, 

and attention), technical quality of care (competence or skills), accessibility (ease and waiting time), 

finances, efficacy (reducing diseases suffered), continuity of care (similarity of doctors and nurses in 

serving), physical environment (physical condition of health service facilities), and availability (the 

presence of officers and the availability of medical equipment). 

The results of this study are supported by the research of Siti Lubis (2017), stating that purchasing 

decisions have a positive influence on consumer satisfaction. Pighin et al (2022) results of the study 

show that there is a significant influence between patient satisfaction and patient decisions in reusing 

health services. Results of the study show that patient satisfaction contributes significantly to increasing 

revisit intention 

The effect of service quality on the decision to choose a place of delivery 

The results showed that the t calculation for the service quality variable was 3.217 at a 

significance level of 0.001 with a regression coefficient value (Path Coefficient) of +0.354. Because the 

path coefficient value is marked positively the t-value statistically >1.645 and p-value 0.001<0.05, it 

can be concluded that the service quality variable has a positive and significant effect on the patient's 

decision to choose a hospital. Thus, the H4 hypothesis "There is a positive and significant influence 

between service quality and patients' decisions in choosing hospitals" is supported. This means that the 

better the patient's assessment of the quality of the service received, the more positive it will have on 

the patient's decision to choose a hospital (Meesala & Paul, 2018).  

The results of this study were obtained that to improve the decision to choose a place of delivery, 

it is necessary to improve the quality of plea services by increasing the class of pregnant and maternity 

women so that patients know the benefits and advantages, especially from the aspects of safety, 

convenience, and comfort during the delivery process, the hospital improves communication and 

services to patients such as making 24-hour online consultations, contacting patients to re-control 

according to schedule, asking for opinions and patient input to get service feedback after pregnancy 

control, the hospital carries out a "pick up the ball" service strategy for mothers who are close to the 

estimated delivery so as to increase access to services at health facilities. The hospital creates programs 

and packages of childbirth services that are attractive to patients, such as providing services for making 

birth certificates, Family Cards, and Child Identity Cards in collaboration with the Population and Civil 

Registration Office. 

The results of this study are supported by research conducted by Park et al (2021), a study 

conducted on 540 clinic patients in South Korea. The results of the study show that service quality has 

a significant effect on patient satisfaction and revisit intention. Siripipatthanakul (2021), a study on 352 

clinic patients in Thailand, the results of the study showed that service quality (Tangibles, Reliability, 

and Empathy) had a positive and significant effect on patients' decisions to reuse health services. Siti 

Araini Lubis (2017) shows that the existence of quality service will encourage consumer purchase 
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decisions. In addition, quality service can also encourage consumers to establish a strong bond with the 

company (Wangsa et al., 2023). 

The influence of marketing mix on the decision to choose a place of delivery 

The results of the study show that the t calculation for the marketing mix variable is 1.894 at a 

significance level of 0.029 with a regression coefficient value (Path Coefficient) of +0.216. Because the 

path coefficient value is marked positively, the t-value statistic is >1.645, and the p-value is 0.029 <0.05, 

it can be concluded that the marketing mix variable has a positive and significant effect on the patient's 

decision to choose a hospital. Thus, the H5 hypothesis "There is a positive and significant influence 

between marketing mix on patients' decisions in choosing hospitals" is supported. 

The results of this study were obtained that to improve the decision to choose a place of delivery, 

it is necessary to increase the marketing mix by increasing compliance with the use of the hospital 

management information system (SIMRS), review Standard Operating Procedures (SOP) for outpatient 

services in which quality indicators related to outpatient waiting times are set.  This is in accordance 

with the theory of consumer behavior of (Kotler & Amstrong, 2018). When making a choice, there are 

five stages that are passed, starting from when the buyer recognizes a need or problem, the buyer feels 

a difference between reality and the desired situation. Then, consumers who are aroused by their needs 

will be encouraged to look for more information. The next stage is that consumers try to meet their 

needs; consumers seek certain benefits from product solutions, and consumers view each product as a 

set of attributes with different abilities in providing benefits that are used to satisfy these needs. The 

stages that form preferences among product brands in the selection group. Consumers form the intention 

of purchase to buy the most preferred brand and after the purchase, the consumer may experience a 

discrepancy due to noticing certain features that are annoying or with pleasant things about other brands 

and will always be alert to information that supports his decision. This is supported by research 

conducted by Tarihoran et al. (2021); these results show that mix marketing (7P) has proven to be very 

helpful for hospitals in increasing the number of patient visits. 

The influence between service quality, marketing mix and patient satisfaction has a positive effect 

on the decision to choose a delivery place at Hermina Serpong Hospital 

Based on the results of the analysis of the role of patient satisfaction as a mediation or intervening 

variable, it is known that the patient satisfaction variable has a significant effect on the relationship 

between service quality and patient literacy. The VAF value is 0.701 or 70.1% because the VAF value 

is> 20%, so it can be concluded that patient satisfaction is a mediating variable. Thus, the H6a 

hypothesis, "There is a positive and significant influence between service quality and the patient's 

decision to choose a hospital through patient intelligence," is supported.  Patient satisfaction has a 

significant effect on the relationship between marketing mix and patient literacy. The VAF value is 

0.729 or 72.9% because the VAF value is> 20%, so it can be concluded that patient satisfaction is a 

mediating variable. Thus, the H6b hypothesis "There is a positive and significant influence between 

marketing mix on patient decisions in choosing hospitals through patient satisfaction" is supported. 

The results of this study are supported by several previous studies, namely Pighin et al (2022); 

Park et al (2021) and Siripipatthanakul (2021), the results of the study show that service quality has a 

positive and significant effect on patients' decisions in choosing a clinic through patient satisfaction. 

 

CONCLUSION 

Based on an analysis conducted on 190 samples of patients at Hermina Serpong Hospital. The 

study was conducted with the aim of analyzing the influence of service quality and marketing mix on 

the decision to choose a place of delivery at Hermina Serpong Hospital, with satisfaction as an 

intervening variable. the conclusions that can be stated in this study are as follows: The quality of 
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service affects patient satisfaction at Hermina Serpong Hospital is supported. To increase patient 

satisfaction, it is necessary to improve the quality of service by improving timely services, providing 

accurate information, and providing fast and responsive services. The marketing mix affects patient 

satisfaction at Hermina Serpong Hospital, and it is supported. To increase patient satisfaction, it is 

necessary to increase the marketing mix by increasing compliance with the use of the hospital 

management information system (SIMRS), improving services on time and according to schedule, and 

creating online consultation services for patients. Patient satisfaction affects the patient's decision to 

choose a hospital at Hermina Serpong Hospital. To improve patient decisions in choosing a hospital, it 

is necessary to increase patient satisfaction with easy access to information and appointments for 

patients. The quality of service affects the patient's decision to choose a hospital at Hermina Serpong 

Hospital. To improve patients' decisions in choosing a hospital, it is necessary to improve the quality of 

service with a pick-up service and a program to make baby identity cards. Marketing mix affects 

patients' decisions when choosing a hospital at Hermina Serpong Hospital. To improve patients' 

decisions in choosing hospitals, it is necessary to increase the marketing mix by increasing the classes 

of pregnant and maternity women and expanding information on service flows and hospital facilities 

for the community. Service quality, marketing mix, and patient satisfaction affect the patient's decision 

to choose a hospital at Hermina Serpong Hospital. To improve patient decisions when choosing a 

hospital, it is necessary to improve the quality of service, marketing mix, and patient satisfaction. 
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