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ABSTRACT 

Patient loyalty is a significant aspect of marketing strategies in the health industry, 

including hospitals. Loyal patients will return for treatment and recommend the hospital to 

others, reducing marketing expenditure. Several factors can influence this attribute, such as 

satisfaction, perceived value, commitment, trust, and brand image. Therefore, this study aims 

to determine the effect of the independent variable, perceived value and brand image, on the 

dependent variable, such as loyalty. 

Data were collected by distributing questionnaires via a google form to 261 respondents 

treated at XYZ Hospital, selected using a simple random sampling technique. The data 

collected were analyzed using partial lease square-structural equation modeling (PLS-SEM) 

with the SmartPLS application. The results showed that brand image, commitment, and 

satisfaction have a positive impact on loyalty, brand image has a positive impact on 

satisfaction, perceived value has a positive impact on trust and satisfaction, and satisfaction 

has a positive impact on trust and commitment. Moreover, perceived value and trust do not 

positively impact the study.  
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INTRODUCTION 

On March 11, 2020, the World Health 

Organization (WHO) declared COVID-19 

a pandemic due to the increasing number of 

positive cases spread worldwide.1 The 

COVID-19 pandemic has put the health 

industry under immense pressure and strict 

supervision, with a significant increase in 

patients and a decrease in medical services 

for other diseases. People avoided visiting 

health facilities due to the risk of being 

infected with the virus, which was 

relatively high in hospitals.2–4 

All countries have implemented the 

New Normal, including Indonesia, enabling 

people to carry out daily activities while 

maintaining the recommended health 

protocols. Implementing the New Normal 

encouraged people to be careful while 

conducting outdoor activities. Furthermore, 

people are eager to seek treatment in 

hospitals or other health facilities. Patient 

loyalty is an important element that can be 

influenced by satisfaction due to the 

patient's perception of the service quality 

provided by the hospital. When patients are 

satisfied with the treatment received, they 

will return and ultimately recommend the 

hospital to others. 

Health care has shifted from a 

paternalistic to a patient-centered care 

approach. Therefore, healthcare providers 

must collaborate with patients, create an 

environment to gain positive experiences, 
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and build relationships. This passion-

centered approach will enable healthcare 

providers to understand patients' needs 

better and engage them to achieve positive 

service outcomes. Patients have 

demonstrated the need for satisfaction and 

the right to demand the expected service. 

Satisfaction is obtained when the 

performance of services and healthcare 

providers meets or exceeds patients' 

expectations. It is one of the variables of 

concern used in marketing because it relates 

to value co-creation for service providers 

and customers.5  

MacStravic reported that patients' 

loyalty is highly significant in a hospital's 

marketing strategy because they are sources 

of repeat business, potential users for new 

services, and positive spokespersons who 

provide recommendations to others. The 

existence of loyal patients reduces hospital 

advertising costs.6 

Patients' assessment of health 

services is subjective, and recipients cannot 

describe the quality of these services, 

hence, there needs to be a proper 

expectation. Furthermore, patient 

evaluation is only a measure of perceived 

quality-based outcomes, not an objective 

item. The quality of health services is also 

intangible because of the variety of services 

provided. Perceived service quality is a 

consumer assessment that compares 

consumers' expectations with their 

perceptions of actual performance.7 

Several studies focus on comparing 

satisfaction and loyalty in public and 

private hospitals.8–12 The results of these 

studies indicate a strong, moderate 

correlation between the two variables.9 This 

shows that healthcare providers must 

recognize the patients' needs capable of 

affecting their satisfaction and loyalty to 

improve service quality. Therefore, this 

study was conducted in a private hospital, 

due to the essential need for patient 

satisfaction and loyalty in the long term.  

Apart from satisfaction, perceived 

value, a form of subjective evaluation by 

consumers of the products or services 

received, is another factor that affects 

loyalty. This attribute can increase when 

consumers obtain satisfaction due to their 

good perceived value for the services 

provided. Moreover, strengthening the 

relationship between healthcare providers 

and patients can also increase satisfaction, 

perceived value, and loyalty.11,13 

Trust in the health services provided 

by the hospital encourages established 

patients to revisit it for treatment. These are 

attitudinal and behavioral loyalties, 

encouraging patients to say positive things 

about the hospital to others. This can 

benefit hospitals due to its ability to reduce 

advertisement costs and attract new 

patients.14 Commitment is one of the 

factors that affect the relationship with 

consumers, thereby making them 

committed or uncommitted. The 

relationship between the patient and the 

hospital can last for a long time, with 

commitment as a significant factor in 

loyalty. However, satisfaction does not 

always prompt a patient's commitment to 

the hospital.15,16 

This study was conducted at XYZ 

Hospital, a private health center in 

Indonesia accredited by the Hospital 

Accreditation Commission (KARS). It is 

also the first hospital to have Joint 

Commission International (JCI) 

accreditation four times in Indonesia. The 

private hospital was chosen because 

previous studies on patient satisfaction and 

loyalty mostly focused on public hospitals 

and those owned by universities. The 

government does not fund private hospitals, 

hence, it gained profit by focusing on the 

quality of services provided, consequently 

allowing the patients to choose a hospital 

for treatment based on their perception of 

the facilities and its advantages. Some 

studies indicate that patients prefer private 

hospitals because they require services to 

get satisfied. For this reason, they prefer to 

spend more money to get the quality of 

services provided.17  

Previous studies stated a relationship 

between patient satisfaction, commitment, 
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and perceived value to loyalty, as well as a 

relationship between satisfaction and 

commitment.11,18,19 However, other studies 

indicate no relationship between patient 

satisfaction, commitment, and perceived 

value on loyalty.11,14,20 In the study by Sha 

Liu et al., there is no direct relationship 

between patient satisfaction and loyalty.14  

This is different from the study by Dian A. 

Fitriani et al., which has p-value results 

between satisfaction and patient loyalty.11 

In addition, Dian A. Fitriani et al. 

investigated a relationship between 

perceived value, patient satisfaction, and 

patient loyalty. This study showed that 

perceived value had no direct impact on 

patient loyalty, with a p-value of 0.416.11. 

Meanwhile, according to Debajani Sahoo 

and Achyut Telang, based on the study 

conducted at the bank points, perceived 

value has a direct relationship with 

loyalty.19  

Another study by Antonio Carrizo M 

and Silva, conducted at a health facility in 

the cardiology department, discovered that 

the relationship between commitment and 

loyalty, as well as satisfaction and 

commitment, were rejected.20 According to 

Ayhan Durmus et al., regarding satisfaction 

towards commitment, the results indicate a 

positive impact between the two 

variables.18 Previous studies have different 

opinions regarding the perceived value, 

patient satisfaction, commitment, and 

loyalty. This study was conducted to 

determine the effect of perceived value, 

trust, patient satisfaction, and commitment 

to loyalty. 

 

RESEARCH METHOD 

This is a quantitative study with a 

cross-sectional survey type used to test the 

hypothesis. Furthermore, a correlational 

method was used to determine the 

relationship between the dependent 

(loyalty) and independent (perceived value 

and brand) variables. This study was 

conducted to determine the independent 

variable's positive influence, perceived 

value, and brand image on the dependent 

(loyalty). 

The population was all those who had 

received outpatient treatment at the 

hospital. There are several criteria for 

selecting the respondents who will fill out 

the questionnaire, such as being more than 

or equal to 18 years old at the time of 

treatment, having been treated at least twice 

at the hospital, and having the primary 

disease is non-psychiatric. The sample was 

patients who had received outpatient 

treatment at XYZ Hospital in September 

2022, selected using a non-probability and 

simple random sampling technique. The 

sample-to-item ratio, by multiplying five by 

forty to obtain the minimum number of 200 

respondents. 

Data were collected by distributing 

questionnaires directly to respondents 

through google form. The questionnaire 

comprises questions regarding the 

demographic profile of the respondents 

related to outpatient services at XYZ 

Hospital. It comprises forty statements, of 

which five answer choices have been 

provided based on a Likert scale describing 

the respondents' opinions on the existing 

statements. 

The instruments used to conduct this 

study are described as follows: Perceived 

value is the patient’s assessment of the 

health services received.23 It comprises 14 

indicators, including QV3: In my opinion, 

this hospital has an excellent standard of 

quality. QV5: Based on its quality, it will 

exist for the long term. QV6: This hospital 

provides services consistently. EV2: when 

I get sick, I will go to this hospital for 

treatment. EV3: I feel relaxed when I get 

treatment at this hospital. EV5: I feel 

comfortable getting treatment at this 

hospital. PV1: This hospital charges a fair 

price. PV2: it provides treatment according 

to the price. PV3: It provides excellent 

service for the price. PV4: The price 

charged is economically efficient. SV1: 

Being a patient at this hospital makes one 

feel welcome. SV2: Being a patient at this 

hospital improves the way others perceive 
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me. SV3: Being a patient in this hospital 

makes a good impression on others.  SV4: 

Being a patient in this hospital can increase 

my acceptance in any social circle.24 

Commitment is the participants' 

intention to maintain the relationship.16 

There are five indicators, including COM1: 

I will conduct my health treatment at this 

hospital in the future, COM2: I have a very 

strong commitment to this hospital, COM3: 

I want to maintain a relationship with this 

hospital, COM4: I am loyal to it, and 

COM5: My relationship with the hospital is 

important.25 

Satisfaction is consumer perceptions 

by emotionally evaluating the quality and 

relationships in exchange (trading).26 There 

are three indicators, including SAT1: I am 

satisfied with the health services provided 

at this hospital, SAT2: The health services 

performance exceeds my expectations, and 

SAT3: The health services performance is 

in accordance with my wishes.27 

Trust is the consumer's desire to 

continue the relationship with the seller 

because of a positive attitude, accompanied 

by the consumer's willingness.16 There are 

three indicators, including TRU1: I believe 

this hospital provides the best health care 

for me, TRU2: In my opinion, it is 

consistent in providing quality health 

services, and TRU3: I trust this hospital as 

a whole.28 

Brand image is the perception of 

consumers towards a brand.29 There are 

four indicators: BI1: This hospital is honest 

with patients, BI2: It has a clean 

environment, BI3: It has a relaxed 

environment, and BI4: It has a positive 

image.29 

Loyalty is the patient's desire to 

return to health care providers, say positive 

things about health services, and 

recommend them to others.16 There are four 

indicators, including LOY1: I will say 

positive things about this hospital to others, 

LOY2: I recommend it to people who ask 

me for advice, LOY3: I will return to this 

hospital for treatment when needed, and 

LOY4: I consider it as my first choice.30 

After the data collection process, the 

next step is statistical data analysis to 

answer study questions or test the existing 

hypotheses. This study uses a multivariate 

analysis method because several variables 

were estimated to have a relationship and 

correlation. The data analysis method in 

this study uses Partial Least Squares 

Structural Equation Modeling (PLS-SEM) 

with the Smart PLS version 3.2.9. PLS-

SEM is an analytical method currently 

famous for estimating the path model with 

latent variables and their relationships. This 

study is a research study that considering a 

number of ethical approach that appropriate 

with the method of the study (002M/EC-

Jan/I/2023). 

 

RESULT AND DISCUSSION 

This is a quantitative study on 

perceived value, trust, commitment, brand 

image, and satisfaction towards loyalty in a 

private hospital located in Tangerang. 

Approximately 261 respondents willing to 

fill out a survey in September 2022 were 

included in the inclusion criteria. The value 

of outer loadings, which represent the 

existing construct, should be greater than 

0.708, 31, although other studies accepted 

values >0.400. 32,33 A composite reliability 

value >0.70 indicates good reliability while 

judging from the Average Variance 

Extracted (AVE) value, it must be >0.5 to 

meet the convergence validity.31  

 

Table 1 Outer Loadings, Composite Reliability (CR), and AVE 
Model Construct & Measurement 

Item 

Loading Model Construct & Measurement 

Item 

Loading 

Perceived Value (CR=0.947; 

AVE=0,564) 

 Commitment (CR=0.945; 

AVE=0.774) 

 

EV3 0.880 COM1 0.847 

EV4 0.837 COM2 0.905 
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EV5 0.823 COM3 0.912 

PV1 0.563 COM4 0.915 

PV2 0.789 COM5 0.815 

PV3 0.793 Brand Image (CR=0.889; 

AVE=0.729) 

 

PV4 0.499 BI2 0.857 

QV3 0.770 BI4 0.788 

QV5 0.639 BI5 0.912 

QV6 0.789 Satisfaction (CR=0.929; 

AVE=0.814) 

 

SV1 0.810 SAT1 0.895 

SV2 0.760 SAT2 0.895 

SV3 0.748 SAT3 0.916 

SV4 0.711 Loyalty (CR=0.921; AVE=0.744)  

Trust (CR=0.958; AVE=0.884)  LOY1 0.907 

TRU1 0.932 LOY2 0.893 

TRU2 0.942 LOY3 0.872 

TRU3 0.946 LOY4 0.772 

Notes: CR=Composite Reliability; 

AVE=Average Variance Extracted 

  

 

Table 1 consists of the outer loadings 

results of all indicators of the variables and 

the results of discriminant validity. All 

indicators have a value >0.400, indicating 

that they are acceptable and reliable. 

Meanwhile, composite reliability >0.7, and 

an AVE value of >0.5, indicate that they 

meet convergence validity. 

Table 2 shows the heterotrait-

monotrait Ratio (HTMT) to assess 

discriminant validity, which must be ≤0.90. 

In this study, all values in the table are 

≤0.90, indicating adequate discriminant 

validity.31 

 

Table 2 HTMT 
  Brand 

Image 

Commitment Loyalty Perceived 

Value 

Satisfaction Trust 

Brand Image 
      

Commitment 0.738 
     

Loyalty 0.851 0.882 
    

Perceived 

Value 

0.893 0.762 0.806 
   

Satisfaction 0.900 0.811 0.890 0.887 
  

Trust 0.863 0.709 0.802 0.882 0.878 
 

 

Table 3 consists of VIF values used to 

assess collinearity statistics. In this study, 

there is a VIF value <5.0, indicating that 

there is no problem with the collinearity 

statistic.31 

  

Table 3 Collinearity Statistic 

Variables Commitment Loyalty Satisfaction Trust 

Brand Image - 3.279 2.742 - 

Commitment - 2.370 - - 

Loyalty - 
 

- - 
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Perceived Value - 4.731 2.742 2.960 

Satisfaction 2.784 4.248 - 2.960 

Trust 2.784 3.945 - - 

Table 4 shows the results of R square, 

which has three levels, namely 0.75, 0.50, 

and 0.25, categorized as substantial, 

moderate, and weak, respectively.31 The 

higher the value of R square, the greater the 

number of predictor constructs. The results 

of all variables used in this study were at a 

moderate level. Five variables affect loyalty 

as much as 74.9%, while the other 25.1% 

are influenced by factors not examined in 

this study. 

 

Table 4 R Square 
Variable R square Remarks 

Commitment 0.556 Moderate 

Loyalty 0.749 Moderate 

Satisfaction 0.708 Moderate 

Trust 0.739 Moderate 

 

 
Figure 1 Study Model 

 

Figure 1 shows six existing variables, 

their indicators, the direction of the existing 

hypotheses, the R-value, and t-statistics. A 

model from a previous study by Sha Liu et 

al. was modified and used in this study.14 

The table below shows the results of 

bootstrapping using a one-tail t-statistic. 

Therefore, it must have a value higher than 

the t-table, which is 1.645, to show a 

positive impact on the variable. P-

value<0.05 indicates a significant 

relationship between variables.31 

 

Table 5 Bootstrapping 

Path Coefficient t-value P value Conclusion 

Brand image → loyalty 0.168 2.683 0.004 Supported 

Brand image → satisfaction 0.356 5.338 0.000 Supported 

Perceived value → loyalty 0.005 0.071 0.471 Not supported 

Perceived value → satisfaction 0.530 8.159 0.000 Supported 

Perceived value → trust 0.538 7.605 0.000 Supported 
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Path Coefficient t-value P value Conclusion 

Satisfaction → commitment 0.576 7.154 0.000 Supported 

Satisfaction → loyalty 0.251 2.631 0.004 Supported 

Satisfaction → trust 0.362 4.638 0.000 Supported 

Commitment → loyalty 0.418 6.958 0.000 Supported 

Trust → commitment 0.199 2.250 0.012 Supported 

Trust → loyalty 0.123 1.615 0.053 Not supported 

 

Table 5 shows that there are nine 

supported pathways on t-value and p-value, 

including brand image to loyalty, brand 

image to satisfaction, commitment to 

loyalty, perceived value to satisfaction, 

perceived value to trust, satisfaction to 

commitment, and satisfaction to loyalty, 

satisfaction to trust, and trust to 

commitment. Two pathways are not 

supported, namely perceived value to 

loyalty and trust to loyalty, because their t-

statistic value is less than the limit, i.e., 

0.071 and 1.615, with a p-value greater than 

the limit, i.e., 0.471 and 0.053. 

Study conducted by Dayan M et al. in 

the health industry in the United Arab 

Emirates state hospital showed that hospital 

image positively impacted patient loyalty.12 

Another study by Pinar Ozkan et al. 

supports the positive impact of bank image 

and loyalty carried out in the banking 

industry in Turkey.21  

Assila Anis Asnawi et al. study in the 

health industry at a public hospital in 

Terangginu, Malaysia, revealed that 

hospital image positively affects patient 

satisfaction.10Another study by Dayan, M, 

et al. conducted in United Arab Emirates 

state government hospitals, showed that 

hospital image positively impacts patient 

satisfaction.12 

However, this study provides results 

that are not significant and do not have a 

positive impact between perceived value 

and loyalty. It is similar to Dian A. Fitriani 
et al.'s study, indicating that perceived 

value did not directly impact patient 

loyalty. 11 This is different from several 

previous studies, which positively impacted 

the two variables in the health sector and 

telecommunications.13,34 It is influenced by 

the differences in the industries used, such 

as telecommunications in the healthcare 

industry in Turkey. 

Perceived value has a significant 

positive effect on satisfaction. Other studies 

also support its positive relationship in the 

health sector and the café business sector 
11,13,35. Satisfaction will increase, assuming 

the perceived value rises. 

Perceived value has a significant 

effect on trust, as supported by previous 

study in healthcare and the 

telecommunications industries and online 

learning platforms.8,34,36 This indicates that 

the increase in perceived value raises trust 

in the hospital. There is a positive and 

significant relationship between 

satisfaction and commitment, which is 

supported by other study in the fields of 

healthcare in Turkey, and the plywood 

industry in Indonesia.18,37,38  

Furthermore, there is a positive 

impact between satisfaction and loyalty. 

Other studies in several fields also support 

the positive impact between satisfaction 

and loyalty, such as in health, banking, e-

commerce, cafe business, and the 

hospitality industry. Study conducted by 

Wenyi Lin carried out in the health industry 

at a dental clinic in Dongguan, Guangdong 

Province, China, states that satisfaction 

positively impacts loyalty.39 Dayan M et al. 

conducted another similar study in the 

health industry in The United Arab 

Emirates state government hospital and 

obtained the same results.12 Additionally, a 
survey by Pinar Özkan et al. conducted in 

the banking industry in Turkey supports a 

positive relationship between satisfaction 

and loyalty.21 

Patient satisfaction has a positive and 

significant impact on trust, with a p-value 

of 0.000 and a t-statistic of 5.104. This is in 
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accordance with other studies in the 

healthcare industry, which support the 

positive impact between the two 

variables.8,14,18  

The relationship between 

commitment and loyalty has a p-value of 

0.000 and a t-statistic of 6.958. 

Commitment has a positive and significant 

relationship with loyalty in this study, as 

supported by other health, branded retail, 

and plywood studies.15,38,40  

This study obtained supported results 

on the relationship of trust and commitment 

with a p-value of 0.012 and a t statistic of 

2.249. This is in accordance with other 

studies, which also support a positive and 

significant relationship between trust and 

commitment conducted in the 

telecommunications and aviation 

sectors.34,41 

The positive relationship between 

trust and loyalty in this study was rejected 

because the p-value and t-statistic were 

0.095 and 1.313, respectively. These values 

differ from other studies which accept the 

relationship between the two variables, 

such as in the health sector and e-

commerce.18,42 Furthermore, this study 

does not support this relationship due to 

differences in industry and the country 

where it was conducted. Other studies on 

the coal industry also reject the relationship 

between the two variables. A study in the 

health industry at Karya Bhakti Dipa 

Jakarta Clinic, Indonesia, showed that trust 

does not significantly impact loyalty. The 

study revealed that it takes commitment and 

a sense of responsibility toward the patient 

to generate trust. 43,44 

 

CONCLUSION 

In conclusion, brand image, 

commitment, and satisfaction positively 

affected patient loyalty. This is in addition 

to perceived value, which has a positive 

effect on satisfaction and trust. Brand 

image positively affects satisfaction, which 

positively affects trust and commitment. 

Furthermore, trust positively affects 

commitment, while perceived value and 

trust have a positive and insignificant effect 

on loyalty. This study can be feedback for 

hospitals in increasing patient loyalty. A 

subsequent study is needed to determine the 

independent and mediating variables 

affecting patient loyalty and hospital 

service quality.  

All hospital staff must conduct 

training to improve and understand the 

quality of health and non-health services. 

Training is also essential to provide 

services according to the wishes and 

expectations of patients. This can help 

improve the hospital's image and increase 

patient satisfaction and loyalty while 

recommending it to others.  
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