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ABSTRACT: With the development of healthcare service trends outside of hospitals, hospitals must strategically manage
competition to maintain and increase the number of patients choosing to return for outpatient care. This research aims to delve
deeper into the factors influencing patients' decisions to return for outpatient services at Asyifa Husada Pamekasan Hospital. The
study utilizes a saturated sample, including all patients who have utilized medical services at Asyifa Husada Pamekasan General
Hospital from October 2023 to December 2023, there are 100 individuals. However, only 96 individuals completed the
questionnaire. Hypothesis testing in this research is conducted using the Structural Equation Model (SEM) based on Partial Least
Square (PLS) approach. Based on the results of hypothesis testing, it was found that out of the 8 hypotheses processed in this study,
1 hypothesis indicated a non-significant influence, while the other 7 hypotheses showed a significant positive impact. In the research
findings, the marketing mix variable (X1) and Service Quality (X2) have a positive and significant impact on Patient Satisfaction
(Z1). Additionally, Service Quality (X2) has a positive and significant influence on Patient Trust (Z2), while the marketing mix
variable (X1) does not have a significant impact on Patient Trust (Z2). Furthermore, the variables Marketing Mix (X1), Service
Quality (X2), Patient Satisfaction (Z1), and Patient Trust (Z2) collectively have a positive and significant influence on the Decision
to Return for Treatment (Y).

KEYWORDS: marketing mix, quality, satisfaction, trust, return-treatment decisions

. INTRODUCTION

A hospital is a health service institution that provides complete individual health services, providing inpatient, outpatient and
emergency services (Ministry of Health, 2018). Currently, many health services compete with hospitals, such as maternity clinics,
specialist doctor's practices, alternative medicine clinics and others (Department of Health of the Republic of Indonesia, 2009).
Effective marketing strategies and improving the quality of outpatient services are very important. Hospitals need to understand
patient needs and preferences, provide a satisfying experience, and proactively communicate the superiority of their services. In this
way, hospitals can maintain their position as health service providers chosen by the community, even though they are faced with
competition from various health service options available outside hospitals.

The success of a health service organization such as a hospital requires a marketing strategy. Hospitals need to prepare coordination
for the performance of health services provided to patients, so that they can meet patient needs and expectations (Eltamo & Sorsa,
2016). Companies must truly understand what consumers' needs and desires are in carrying out marketing activities. In the hospital
sector, competition has become increasingly fierce over time. Factors influencing competition between hospitals include the
increasing need for quality health services, increasingly high customer expectations, and changes in regulations in the health sector.
The challenge of building and maintaining a hospital's reputation is becoming increasingly complex, with the role of social media
enabling patients and the general public to openly share experiences and feedback.

A patient's decision to return for treatment at a hospital is the result of a complex evaluation of various factors. The quality of
services provided, including the competency of medical personnel, operational efficiency, and overall patient experience, plays a
key role in influencing these decisions. Patient trust in hospitals, built through transparency of information and integrity in providing
care, also plays an important role. Patient satisfaction, which reflects their level of satisfaction with previous treatment, is a crucial
factor in considering returning for treatment at the same hospital. Outpatient care at a hospital is likened to the main gateway that
influences a patient's decision to choose and return to using health services at a hospital.
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1. THEORETICAL STUDY

A. Marketing Management

According According to Sudarsono (2020:2), marketing management is the process of planning, implementing (which includes
organizing, directing and coordinating) marketing operations within a company to achieve organizational goals efficiently and
effectively. Of course, in the marketing management function there are analytical activities, namely analysis carried out to
understand the market and its marketing environment, so that we can obtain how big the opportunities are to seize the market and
how big the threats that must be faced. Meanwhile, the meaning of marketing management is the process of analyzing, planning,
organizing and managing programs that include the concept, pricing and distribution of products or services, as well as ideas
designed to create and maintain profitable exchanges with the market to achieve company goals (Suparyanto and Rosad, 2015:1).

B. Consumer Behavior

According to Kotler and Armstrong (2018: 158) consumer behavior is "consumer buyer behavior refers to the buying behavior of
final consumers, individuals and households that buy goods and services for personal consumption". Which means consumer
behavior is shown by the purchasing behavior of each consumer for their own consumption. According to Nugroho (2019:2)
consumer behavior is the action directly involved in obtaining, consuming and disposing of a product or service, including the
decision process that precedes this action.

C. Marketing Mix

According to Kotler and Armstrong (2019; 62) the marketing mix is a series of marketing tools (marketing mix) used by the company
to achieve company goals in the target market. According to Hurriyati (2018; 42) The marketing mix can be interpreted as internal
elements that are very important for forming a marketing program. Furthermore, the key for companies to gain profits is by deciding
on the right marketing strategy to increase consumer purchasing decisions.

D. Service Quality

According to Goesth and Davis (2019), service quality is a dynamic condition related to service products, people, processes,
environments that are able to meet and/or exceed customer expectations. According to Abdullah and Tantri (2019) service quality is
the overall characteristics and characteristics of a good or service that influence its ability to satisfy stated or implied needs. The
quality of service provided by the company is to be able to meet consumer expectations.

E. Patient Satisfaction

According to Kotler and Keller (2018: 138), satisfaction is a person's feeling of joy or disappointment that arises from comparing
the product's perceived performance (or results) against their expectations. If performance fails to meet expectations, customers will
be dissatisfied. If performance meets expectations, customers will be satisfied. Apart from that, if performance exceeds expectations,
customers will be very satisfied or happy. Tjiptono et al (2020), stated that customer satisfaction or customer dissatisfaction is a
comparison of consumer expectations to perceptions regarding actual service interactions.

F. Patient Trust

Trust arises from actions that are honest, fair, competent, consistent, have a sense of responsibility, provide support and are humble
which are felt by consumers which will ultimately give rise to trust (Lusiah, 2018). Nugroho (2019), said that trust is contingent on
specific people or things and depends on the individual's characteristics, abilities, strengths, and integrity.

G. Purchase Decision (Return-Treatment Decision)

According to Firmansyah (2019), purchasing decisions are problem-solving activities carried out by individuals in selecting
appropriate behavioral alternatives from two or more behavioral alternatives and are considered the most appropriate action in
purchasing by first going through the stages of the decision-making process. According to Yusuf (2021) a purchasing decision is a
thought process in which individuals evaluate various options and make a choice on a product from many choices.
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1. CONCEPTUAL FRAMEWORK
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Figure 1 Conceptual Framework

Regarding the research context, problem formulation, literature review, and conceptual framework, then hypothesis that can be
formed is as follows:

H1: Marketing Mix has a significant effect on Patient Satisfaction at Asyifa Husada Pamekasan Hospital.

H2: Marketing Mix has a significant effect on Patient Trust at Asyifa Husada Pamekasan Hospital.

H3: Service Quality has a significant effect on Patient Satisfaction at Asyifa Husada Pamekasan Hospital.

H4: Service Quality has a significant effect on Patient Trust at Asyifa Husada Pamekasan Hospital.

H5: Marketing Mix has a significant effect on Return-Treatment Decision at Asyifa Husada Pamekasan Hospital.

H6: Service Quality has a significant effect on Return-Treatment Decision at Asyifa Husada Pamekasan Hospital.

H7: Patient Satisfaction has a significant effect on Return-Treatment Decision at Asyifa Husada Pamekasan Hospital

H8: Patient Trust has a significant effect on Return-Treatment Decision at Asyifa Husada Pamekasan Hospital.

V. RESEARCH METHOD

A. Data Types and Sources

The approach taken is quantitative research, which aims to verify the hypothesis that has been determined by the researcher. The
research method applied in this study is a survey in the form of a questionnaire. This research used primary data which were retrieved
from November to December 2023.

B. Population

The population in this study were all patients who had used medical services at the Asyifa Husada General Hospital in Pamekasan,
East Java, from October 2023 to December 2023. The population in this study was 100 patients and included outpatients, 68 male
patients and 32 female patients. The technique used in determining this sample uses a Saturated Sample where all the population in
this study is sampled.

C. Data Collection

The data applied in this research comes from primary data sources, which refer to information obtained directly from the original
source. Primary data is information provided directly by the source to the person collecting the data (Sugiyono, 2017:193).
Information for this study was taken from a questionnaire given to visitors (patients) of Asyifa Husada Hospital as patients, with a
focus on the influence of the marketing mix and service quality on patient satisfaction, patient trust and return-treatment decision.
After collecting and recording data, the researcher carried out interaction analysis which involved data reduction, data presentation,
and verification. This analysis process is carried out in parallel with data collection and can also be carried out after the data has
been collected.
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D. Data Analysis Method

Hypothesis testing in this research was carried out using an approach Structural Equation Model (SEM) based Partial Least Square
(PLS). PLS is a component or variant-based structural equation model (SEM). Hypothesis testing is carried out to determine whether
there is an effect of research variables on the others. This testing is done by analyzing the Regression Weight, i.e. Critical Ratio
(CR) and Probability (P) values. The required limits are > 1.96 for the CR value and < 0.05 for the P-value. If the data processing
results show a value that meets these requirements, the proposed research hypothesis is accepted.

V. RESULT & DISCUSSION
A. Evaluation of Measurement Model/ Outer Model
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Figure 2 Outer Model

To test convergent validity, Outer Loading and Average Variance Extracted (AVE) are utilized. An indicator is considered to meet
convergent validity in the good category if the Outer Loading > 0.7 and the Average Variance Extracted > 0.5. The following are
the Outer Loading and Average Variance Extracted for each indicator in this research variable:

Table. 1 Convergent Validity Test - Outer Loading

Variable Indicator Outer Loading
X1.5 0,711
Marketing Mix (X1) ;i g 8’52451
X1.8 0,784
X2.4 0,848
Service Quality (X2) 2= 055
X2.8 0,793
Z1.1 0,700
Z1.2 0,777
Patient Satisfaction (Z1) ;i i 8’2(5)2
Z1.5 0,852
71.6 0,735
Patient Trust (Z2) ;i; g,ggg
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Variable Indicator Outer Loading

724 0,809

72.7 0,807

72.9 0,843

Y3 0,766

Y4 0,766
Return-Treatment Decision (Y) Y6 0,810

Y8 0,773

Y9 0,821

Source: Data processed by Smart-PLS
Based on the data presented in Table 1 Outer Loading above, showing that there are no indicator variables with outer loading values
below 0.5, thus all indicators are considered suitable or valid for use in the study and can be used for further analysis.

Table. 2 Convergent Validity Test - Average Varian Extracted (AVE)

Variable Average Varian Extracted (AVE)
Marketing Mix (X1) 0,593
Service Quality (X2) 0,678
Patient Satisfaction (Z1) 0,622
Patient Trust (Z22) 0,690

Return-Treatment Decision (Y) 0,620
Source: Data processed by Smart-PLS

Based on the data presented in Table 2, it is known that the Average Variance Extracted values for all variables in this study are >
0.5. Therefore, it can be stated that each variable has good convergent validity. In the next section, the results of discriminant validity
testing will be explained using Fornell-Larcker and Cross Loading values. An indicator is considered to meet discriminant validity
standards if the Fornell-Larcker and Cross Loading values for the indicator on its variable are the highest compared to other
variables. The following are the Fornell-Larcker and Cross Loading values for each indicator:

Table. 3 Discriminant Validity Test - Fornell-Larcker

X1 X2 71 72 Y
Marketing Mix (X1) 0.770
Service Quality (X2) 0.662 0.823
Patient Satisfaction (Z1) 0.486 0.670 0.789
Patient Trust (Z22) 0.451 0.533 0.759 0.830
Return-Treatment Decision (Y)  0.547 0.664 0.731 0.690 0.788

Source: Data processed by Smart-PLS

Table. 4 Discriminant Validity Test - Cross Loading

Marketing Mix Service Quality Patient Satisfaction  Patient Trust Return-Treatment Decision
X1.5 0,711 0,692 0,448 0,286 0,365
X1.6 0,825 0,616 0,387 0,473 0,480
X1.7 0,754 0,319 0,351 0,317 0,399
X1.8 0,784 0,379 0,306 0,283 0,431
X2.4 0,655 0,848 0,558 0,457 0,515
X2.5 0,497 0,819 0,539 0,412 0,518
X2.7 0,483 0,832 0,571 0,362 0,518
X2.8 0,538 0,793 0,539 0,511 0,625
Y3 0,534 0,652 0,655 0,635 0,766
Y4 0,388 0,425 0,509 0,422 0,766
Y6 0,391 0,488 0,591 0,471 0,810
Y8 0,470 0,496 0,562 0,543 0,773
Y9 0,339 0,510 0,535 0,605 0,821
Z1.1 0,156 0,378 0,700 0,571 0,383
Z1.2 0,281 0,490 0,777 0,436 0,572
713 0,319 0,571 0,800 0,453 0,587
Z14 0,463 0,618 0,857 0,812 0,532
Z1.5 0,487 0,584 0,852 0,666 0,649
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Marketing Mix Service Quality Patient Satisfaction  Patient Trust Return-Treatment Decision
Z1.6 0,505 0,488 0,735 0,642 0,676
72.1 0,377 0,400 0,609 0,803 0,535
723 0,451 0,451 0,635 0,887 0,578
724 0,524 0,515 0,715 0,809 0,610
72.7 0,229 0,451 0,643 0,807 0,556
72.9 0,254 0,378 0,529 0,843 0,578

Source: Data processed by Smart-PLS

Based on the data presented in Tables 3 and 4, it can be observed that each indicator on the research variable has the highest Fornell-
Larcker and Cross Loading values on the variable it forms compared to the Fornell-Larcker and Cross Loading values on other
variables. Based on these results, it can be stated that the indicators used in this study have good discriminant validity in constructing
their respective variables.

This segment outlines the outcomes obtained from reliability testing, employing composite reliability, rho A, and Cronbach’s alpha
values as evaluation metrics. To adhere to established reliability standards, an indicator is deemed reliable if its composite reliability
values exceed 0.6 (Bagozzi & Yi, 1998; Chin & Dibbern, 2010). Similarly, the reliability is affirmed if tho A and Cronbach’s alpha
values surpass 0.7 (Vinzi, Trinchera, & Amato, 2010). The ensuing values represent the composite reliability, rho A, and Cronbach’s
alpha for each indicator:

Table. 5 Reliability Test - Composite Reliability, rho_A, and Cronbach’s Alpha

Variable Cronbach’s Alpha rho A Composite Reliability
Marketing Mix (X1) 0,771 0,779 0,853
Service Quality (X2) 0,842 0,842 0,894
Patient Satisfaction (Z1) 0,878 0,887 0,908
Patient Trust (Z2) 0,887 0,890 0,917
Return-Treatment Decision (Y) 0,848 0,853 0,891

Source: Data processed by Smart-PLS

Based on the information provided in Table 5, it is evident that the composite reliability values for all the research variables surpass
0.6. Additionally, the values for rho A and Cronbach’s alpha exceed 0.7. These findings collectively signify that each variable
satisfies the specified criteria for composite reliability, rho A, and Cronbach’s alpha. Consequently, it is reasonable to conclude that
the overall variables exhibit a high level of reliability.

B. Evaluation of Structural Model/ Inner Model
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Figure 3 Inner Model
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Based on the inner model scheme displayed, it can be explained that the largest path coefficient value is the influence of service
quality on patient satisfaction of 13,616, then the influence of patient satisfaction on the decision to return for treatment is 7,293,
while the smallest influence is the marketing mix on patient satisfaction of 1,713. This shows that if the greater the value of the path
coefficient on an exogenous variable on an endogenous variable, the stronger the influence will be.

Table. 6 R-Square

R-Square
Patient Satisfaction (Z1) 0.301
Patient Trust (Z2) 0.452
Return-Treatment Decision (Y) 0.636

Source: Processed data Smart-PLS

Based on the data in the table above, it can be seen that the R-Square value for the Patient Satisfaction and Patient Trust variables
is 0.301 and 0.452 respectively, which means the ability of the exogenous variable to explain the endogenous variable is 30.1%
(weak) and 45.2% (Moderate/ Medium) where 69.9% and the remaining 54.8% are the influence of other exogenous variables not
measured in this study. Meanwhile, the R-Square value for Return-Treatment Decision variable is 0.636, which means that the
ability of the exogenous variable to explain the endogenous variable is 63.6% (Moderate), with the remaining 36.4% being the
influence of other exogenous variables not measured in this study.

Table. 7 Hypothesis Test Results

Original Sample Standard Deviation T-Statistics P Values  Sianificant

Sample (O) Mean (M) (STDEV) (|O/STDEV]) g
Marketing Mix (X1) - Patient Significant
Satisfaction (Z1) 0.175 0,176 0,048 3,618 0,000 Positive
Marketing Mix (X1) - Patient 0,075 0,078 0,044 1713 0,087 l\_lot_ _
Trust (Z2) significant
Service Quality (X2) = Patient Significant
Satisfaction (Z1) 0,417 0,415 0,058 7173 0,000 Positive
Service Quality (X2) = Patient 0,620 0,617 0,046 13.616 0,000 Slgr_u_flcant
Trust (Z2) Positive
Marketing Mix (X1) = Return- Significant
Treatment Decision (Y) 0,119 0,117 0,049 2,416 0,016 Positive
Service Quality (X2) = Return- Significant
Treatment Decision (Y) 0,231 0,232 0,051 4,554 0,000 Positive
Patient Satisfaction (Z1) > Significant
Return-Treatment Decision (Y) 0,304 0,304 0,042 7,293 0,000 Positive
Patient Trust (Z2) = Return- Significant
Treatment Decision (Y) 0,283 0,285 0,048 5,899 0,000 Positive

Source: Processed data Smart-PLS

Based on the table above, it can be seen that of the 8 hypotheses processed in this research, it can be declared accepted or significant
if the P — value Values < 0.05 and T — Statistics > 1.96. There is 1 hypothesis which states that the effect is not significant while 7
other hypotheses state that it has a significant positive effect.

H1: Marketing Mix influences Patient Satisfaction

The finding that the marketing mix has a significant effect on patient satisfaction at Asyifa Husada Pamekasan Hospital illustrates
the complexity in the relationship between service marketing strategies and patient perceptions of health services. One reason may
lie in the suitability of marketing strategies to patient needs and preferences. Further analysis is needed to evaluate the extent to
which marketing strategies can reflect patient expectations for healthcare services.

There is a trend that non-marketing factors, such as medical staff interactions, waiting times, and quality of service, have a greater
impact on patient satisfaction. Therefore, it is necessary to involve a deeper understanding of these elements and determine
improvement strategies that can improve overall service quality.

Additionally, there may also be psychological factors or patients' preconceived perceptions of the hospital, which may influence
how they respond to marketing efforts. Evaluation of patient attitudes and perceptions can provide greater insight into the factors
that may have shaped their views of the hospital.

To address these significant outcomes, hospitals can consider adapting their marketing strategies to better suit patient needs and
preferences, making improvements to high-impact service factors, and improving communication with patients to clarify the value
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and benefits of healthcare services. they offer. Thus, this analysis can provide guidance for more effective steps in increasing patient
satisfaction.

These results are supported by research conducted by Nurbani, A., et al (2019), and Khusnul Khotimah (2023) who said that the
service marketing mix has a significant positive effect on customer satisfaction. Likewise, research conducted by Taroreh, S.F., et
al (2023) said that product quality is clear starting from taste and cleanliness, affordable prices, strategic locations and easy to find
as well as promotions in various social media is one strategy that can be used to provide a good identity so that it is better known
and easier to remember by consumers.

H2: Marketing Mix influences Patient Trust

The finding that the marketing mix has no significant effect on patient trust at Asyifa Husada Pamekasan Hospital is that there is
not sufficient evidence to support the existence of a significant relationship between the Marketing Mix and Patient Trust in the
sample tested. These results imply that, at least in the context of this sample, it cannot be assumed that there is a meaningful
relationship between the Marketing Mix variables and Patient Trust and potentially does not have a large impact in the healthcare
context. This positive influence shows that the marketing strategy implemented has not been effective in building trust among
patients.

Further analysis can focus on the extent to which each element of the marketing mix contributes to the formation of patient trust.
For example, perhaps high quality medical services or effective communication through promotions have a greater impact on
perceptions of trust.

The negative impact of the marketing mix on patient trust can mean decreased patient retention, loyalty, and adherence to
recommended medical treatments. In addition, weak trust can give a hospital a bad image, thereby reducing the incentive for patients
to refer others to another hospital, and can play a role in a patient's decision not to return for treatment in the future.

With the understanding that the marketing mix does not significantly decrease patient trust, hospitals cannot continue with this
strategy, instead focusing on elements proven to have a positive impact, and improving certain aspects to strengthen patient trust.
As aresult, this can help create better patient relationships, provide a positive experience, and again improve the hospital's reputation
in the eyes of the community.

These results contradict research conducted by Akbar R.M (2018), which said that the marketing mix has a significant effect on
consumer trust. Likewise, research conducted by Nurbani, A (2019) said that the dimensions of the marketing mix can create positive
value for consumer trust. The better the marketing mix, the more consumers in Harvest City will trust the company in this matter.
The lack of access to renewable technology can be a major factor so that, supported by the marketing mix of services, Asyifa Husada
Pamekasan Hospital has not been able to gain great trust from patients.

H3: Service Quality influences Patient Satisfaction

The finding that service quality has a positive and significant effect on patient satisfaction at Asyifa Husada Pamekasan Hospital is
a very satisfying result. This positive influence suggests that efforts to improve service quality, including aspects such as care
effectiveness, communication, empathy, and administrative processes, effectively increase patient satisfaction.

Further analysis can be carried out to understand the extent to which each service quality element contributes to increased patient
satisfaction. For example, clarity of communication or a patient's sense of security during care may have a greater impact on
satisfaction. The positive impact of service quality on patient satisfaction has a broad positive impact. Satisfied patients tend to have
higher levels of compliance with recommended medical care, as well as being more likely to recommend the hospital to others.
This can also contribute to a good reputation for the hospital in the community and increase patient loyalty. With the understanding
that quality of service significantly increases patient satisfaction, hospitals can continue to focus on improving and maintaining high
quality standards in their health services. Continuously monitoring and evaluating the aspects of quality of care that are most
important to patients can help improve the overall patient experience and support achieving the goal of optimal patient satisfaction.
These results are supported by research conducted by Boediono, M., et al (2018), Anggraini, F., et al (2020), Ismal, T., et al (2021),
and Erpurini, W., et al (2022) who said that Service quality has a significant positive effect on customer satisfaction. Likewise,
research conducted by Cesariana, C., et al (2022) states that the better the quality of service received by consumers, the greater the
satisfaction felt by customers. Of course, the better the service provided by Asyifa Husada Pamekasan Hospital, the greater the level
of satisfaction felt by patients.

H4: Service quality influences patient trust

The research results showing that service quality has a significant effect on patient trust at Asyifa Husada Pamekasan Hospital is
the focus of attention that requires in-depth analysis. This significant finding may be caused by several factors, such as slight
differences in patient perceptions of the service quality elements measured or the presence of external factors that have a greater
influence on patient confidence.

External factors may also be key determinants of patient trust, where a hospital's reputation, recommendations from others, or past
experiences may have a greater impact than the quality of service. In addition, the discrepancy between expectations and reality
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regarding service quality may also be an aspect that influences patient trust. If patient expectations are met, it will be easy to gain
their trust in the hospital. The communication aspect needs to be improved, where certainty or clarity in conveying action times as
an effort to improve the quality of service to patients can create confusion or misunderstanding, affecting patients' perceptions of
trust.

Variability in methods of measuring service quality may be a factor, where certain elements may not fully reflect the concept of
service quality in the patient's view. An in-depth analysis of these factors can provide a more comprehensive and in-depth
understanding of how service quality significantly influences patient trust. By understanding the complexity of these dynamics,
Asyifa Husada Pamekasan Hospital can formulate more appropriate strategies to improve the relationship between service quality
and patient trust.

These results are supported by research conducted by Pasi, L.N.K., et al (2021), and Erpurini, W., et al (2022) which states that
service quality has a significant positive effect on consumer trust. Likewise, research conducted by Ryana, R.M., et al (2023) said
that consumers place their trust when a company is able to guarantee good quality service and benefits for consumers. Of course,
patient trust will continue to grow in Asyifa Husada Pamekasan Hospital as long as they continue to provide the best service and
guarantee a high recovery rate.

H5: Marketing Mix influences Return-Treatment Decision

The finding that the marketing mix has a significant influence on return-treatment decision at Asyifa Husada Pamekasan Hospital
invites further analysis regarding these significant factors. One of the main considerations is the potential for a more dominant
influence from external factors, such as recommendations from doctors, previous patient experiences, or influence from family and
friends, which may have more influence on the patient's decision to return to treatment.

Assessing the role of direct patient experiences during care is also important, including interactions with medical staff, comfort of
facilities, or timeliness of services, as these may have a greater impact on return-to-treatment decisions than elements in the
marketing mix. In addition, evaluation of patient satisfaction as a separate variable needs to be considered, because patient
satisfaction may have a more significant role in influencing return-to-treatment decisions than marketing elements. Variability in
marketing mix measurement is also an important aspect to consider to ensure that each marketing element is measured accurately
and includes aspects that patients consider important. Psychological factors and patient perceptions of marketing efforts are also
relevant considerations, where the success of marketing messages in creating connections and influencing patient views of
healthcare needs to be assessed.

By understanding these dynamics holistically, Asyifa Husada Pamekasan Hospital can take informed steps to improve elements in
its marketing mix more effectively and formulate marketing strategies that better suit patient needs and preferences, with the aim of
increasing return-to-treatment decisions. patient.

These results are supported by research conducted by Andriyanto, L., et al (2019), Sangadji, S.S., et al (2019), Randhy, A., et al
(2020) and Mayasari, 1., et al (2021) saying that the service marketing mix significant positive effect on purchasing decisions. This
marketing mix strategy certainly needs to always be considered, considering that this factor is one of the determining factors for
patients in choosing a place for treatment as well as their decision to choose another place, in this case the Asyifa Husada Pamekasan
Hospital, for treatment.

H6: Service quality influences Return-Treatment Decision

The research results which show that service quality has a significant influence on return-treatment decision at Asyifa Husada
Pamekasan Hospital have interesting implications in the context of health service management. Although quality of care is often
considered a key element in influencing patient satisfaction and retention, these findings highlight that other factors may have a
more dominant role in patient decision making.

These findings highlight the importance of understanding more deeply the dynamics of patient decisions. Factors such as
affordability, physician recommendations, or economic factors may have a greater impact on return-to-treatment decisions than the
experience of the service itself. Therefore, hospitals may need to broaden their outlook to design strategies that are more
representative and suited to patients' unique needs.

Another impact is the importance of adjusting service management strategies. Service quality dominates the decision to return to
treatment, so it is necessary to identify other elements that need to be improved or highlighted. This may involve further emphasis
on aspects such as communication, efficiency of administrative processes, or development of relationships between patients and
medical staff. Thus, these results challenge hospitals to better understand the dynamics of patient decisions and adopt a more
comprehensive approach to improving patient retention. In conclusion, while quality of care remains important, hospitals need to
understand that patient experience and other factors can play a significant role in building trust and motivating patient return-to-
treatment decisions.

These results are supported by research conducted by Boediono, M., et al (2018), Adabi, N (2019), Tanady, E.S., et al (2020), and
Pasi, L.N.K., et al (2021) which states that service quality has a significant positive effect on purchasing decisions. Likewise,
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research by Cesariana, C., et al (2022) states that if a company provides the best service in the form of a quick response when
responding to consumer complaints, then consumers will feel satisfied with the service provided and it will become the place where
consumers go to make purchases. Likewise, Asyifa Husada Pamekasan Hospital responds quickly to problems faced by patients,
making patients feel comfortable, which can increase the decision to return for treatment.

H7: Patient satisfaction influences Return-Treatment Decision

The research results show that patient satisfaction has a positive and significant influence on return-treatment decision at Asyifa
Husada Pamekasan Hospital, providing a fairly good and meaningful indication in the management of health services. These
findings confirm that the level of patient satisfaction has a substantial impact in shaping patient loyalty and desire to return for
treatment at the same hospital. These findings also provide a basis for improving marketing strategies and service management.
Hospitals can use these results to emphasize the importance of providing satisfactory service and strengthen aspects that create
patient satisfaction, such as personal interaction, quality of care, and open communication. In addition, these findings can strengthen
the urgency to continue to improve overall service quality. If patient satisfaction makes a significant positive contribution to the
decision to return to treatment, consideration should be given to identifying specific areas in the service that can be improved to
increase patient satisfaction.

The positive impact of the relationship between patient satisfaction and the decision to return to treatment can also help build a
hospital's reputation. Satisfied patients tend to provide positive recommendations, promote the hospital, and help expand the scope
of services. Thus, these results provide a strong basis for Asyifa Husada Pamekasan Hospital to maintain and improve their service
standards, with the aim of building strong relationships with patients, promoting retention, and advancing a positive image in the
community.

These results are supported by research conducted by Marlina, S (2018), Naninsih, N., et al (2019), and Simanjuntak, D.C.Y ., et al
(2020) who said that customer satisfaction has a significant effect on purchasing decisions. Likewise, research by Cesariana, C., et
al (2022) says that the company will strive to produce high quality products and services that can meet consumer expectations, so
that consumers feel satisfied and are more inclined to make purchases. Asyifa Husada Pamekasan Hospital's quick response to
patient problems has a positive impact on patient comfort, which of course can increase the patient's tendency to choose to return
for treatment at the hospital.

H8: Patient confidence influences Return-Treatment Decision

The research results which show that patient trust has a significant influence on return-treatment decision at Asyifa Husada
Pamekasan Hospital have interesting implications in understanding the dynamics of the relationship between patient trust and their
retention in seeking health services. These findings inspire in-depth reflection regarding other factors that tend to be more dominant
in motivating patients to return to treatment.

These results indicate that patient confidence may be considered a significant aspect in the context of return-to-treatment decisions.
Therefore, hospitals may consider exploring other aspects of the patient-physician interaction or other elements that may better
influence the long-term relationship with the patient. The impact also includes the importance of a transparent communication
approach and providing information to patients.

Patient trust has a significant impact, hospitals need to adapt and add to their communication strategies to place greater emphasis
on elements that can build positive relationships with patients. Thus, these results indicate that in managing patient return-to-
treatment decisions, hospitals need to detail and understand the more dominant factors. Adapting strategies to better capture the
most influential elements in patient decisions can help improve patient retention and stronger relationships with the community.
These results are supported by research conducted by Simanjuntak, D.C.Y ., et al (2020), Adabi, N (2020), Tirtayasa, S., et al (2021)
and Nur, D.S., et al (2022) which states that consumer trust has a significant positive effect on buying decision. Likewise, research
by Pasi, L.N.K., (2021) which says that If consumers have high awareness because the product meets expectations, purchases will
also increase. The provision of services at the Asyifa Husada Pamekasan Hospital is of course based on improving quality in all
areas, so that it can build patient trust. The high level of patient trust in this hospital will have an impact on the level of the patient's
decision to return for treatment at the Asyifa Husada Pamekasan Hospital.
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Table. 8 Indirect Effect

Original ﬁ/laergﬁle Standard Deviation T-Statistics P Values  Significant
sample 0) (STDEV) (JO/STDEV]) g
Marketing Mix (X1) =
Patient Satisfaction (Z_l)_% 0,023 0,024 0,014 1678 0,094 Not significant
Return-Treatment Decision
(Y)
Marketing Mix (X1) =
Patient Trust (Z2) > 4 g 0051 0,018 2,791 0005  Slgnificant
Return-Treatment Decision Positive
(Y)
Service Quality (X1) -
Patient Satisfaction (Z_l)_% 0,188 0,188 0,029 6,423 0,000 Slgr_u.flcant
Return-Treatment Decision Positive
(Y)
Service Quality (X1) -
Patient Trust (Z2) > 149 0119 0,029 4,036 0000  Slgnificant
Return-Treatment Decision Positive

(Y)

Source: Processed data Smart-PLS

Based on the table above, indirect effect or indirect influence through mediating variables, 3 indirect influences are accepted because
they have an influence indicated by the P-value Values is < 0.05. Meanwhile 1 is rejected because it has an influence as indicated
by the P-Values value being > 0.05. So it can be stated that the influence indirect effect in this study 3 were accepted and 1 was
rejected.

H9: The Influence of Marketing Mix on Return-Treatment Decision with Patient Satisfaction as a Mediating Variable
From table 8 above, it can be seen that the original sample value (O) is 0.023, which states that the three variables have a positive
relationship. Then by looking at the P-Values value of 0.094, which is above 0.05 and the significance value or t-statistic is 1.678 <
1.96 (smaller than 1.96). The P-Values and t-statistics indicate that the Marketing Mix (X1) has no effect on return-treatment
decision (Y) with Patient Satisfaction (Z1) as the mediator. Based on the regression results, it can be concluded that the eighth
hypothesis Rejected and Not significant.

Based on the results of the previous analysis, the marketing mix is also rejected and is not significant on return-treatment decision,
so0 in this case the nature of patient satisfaction as a mediator is No Mediation. No mediation is meant here to mean that the presence
of patient satisfaction as a mediator is not expected because the presence or absence of patient satisfaction as a mediator cannot
influence the relationship between exogenous (marketing mix) and endogenous variables (return-treatment decision).

This states that patient satisfaction still does not mean that the marketing mix can guarantee the patient's decision to return for
treatment. With further understanding of the mediating role of patient satisfaction, Asyifa Husada Pamekasan Hospital can design
more targeted and holistic marketing strategies to increase patient retention. Additionally, evaluating each element of the marketing
mix in the context of return-to-treatment decisions can help hospitals build strong relationships with patients and maintain their
competitive advantage in the healthcare marketplace.

H10: The Influence of Marketing Mix on Return-Treatment Decision with Patient Trust as a Mediating Variable

From table 8 above, it can be seen that the original sample value (O) is 0.049, which states that the three variables have a positive
relationship. Then by looking at the P-Values value of 0.005, which is below 0.05 and the significance value or t-statistic is 2.791
> 1.96 (greater than 1.96). The P-Values and t-statistics indicate that the Marketing Mix (X1) influences return-treatment decision
() with Patient Trust (Z2) as a mediator. Based on the regression results, it can be concluded that the ninth hypothesis was Accepted
and Significant.

Based on the results of the previous analysis that the marketing mix is acceptable and significant on return-treatment decision, then
in this case the nature of the patient's trust as a mediator is Mediation. What is meant by mediation here is that the patient's trust as
a mediator is expected because the patient's trust as a mediator can influence the relationship between exogenous (marketing mix)
and endogenous variables (return-treatment decision). This states that with patient trust, the marketing mix can guarantee the
patient's decision to return for treatment.

Although the Marketing Mix can influence patient confidence, the results of the study show that patient confidence significantly
mediates this influence on the decision to return to treatment. Therefore, hospitals need to evaluate and perhaps update their
marketing strategies to better emphasize other factors that have a more direct impact on a patient's decision to return for treatment.
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Thus, the results of this study provide valuable insights for the development of more effective marketing strategies, considering the
role of patient trust as a mediating variable in the context of return-to-treatment decisions.

H11: The Influence of Service Quality on Return-Treatment Decision with Patient Satisfaction as a Mediating Variable
From table 8 above, it can be seen that the original sample value (O) is 0.188, which states that the three variables have a positive
relationship. Then by looking at the P-Values value of 0.000, which is below 0.05 and the significance value or t-statistic is 6.423
> 1.96 (greater than 1.96). The P-Values and t-statistics indicate that Service Quality (X2) influences return-treatment decision ()
with Patient Satisfaction (Z1) as the mediator. Based on the regression results, it can be concluded that the tenth hypothesis was
accepted and significant.

Based on the results of the previous analysis, the quality of service was rejected and was not significant on return-treatment decision,
so in this case the nature of patient satisfaction as a mediator is Full Mediation. What is meant by full mediation here is that the
presence of patient satisfaction as a mediator is highly desirable because the presence of patient satisfaction as a mediator can
influence the relationship between exogenous (service quality) and endogenous variables (return-treatment decision). This states
that patient satisfaction means that service quality can guarantee the patient's decision to return for treatment.

These findings illustrate that improving the quality of service in hospitals contributes positively to the level of patient satisfaction,
which in turn, positively and significantly influences the patient's decision to return for treatment in the future. Therefore, it can be
considered that service quality has an indirect positive impact on the patient's decision to return for treatment through increasing the
level of patient satisfaction.

H12: The Influence of Service Quality on Return-Treatment Decision with Patient Trust as a Mediating Variable

From table 8 above, it can be seen that the original sample value (O) is 0.118, which states that the three variables have a positive
relationship. Then by looking at the P-Values value of 0.000, which is below 0.05 and the significance value or t-statistic is 4.036
> 1.96 (greater than 1.96). The P-Values and t-statistics indicate that Service Quality (X2) influences return-treatment decision ()
with Patient Trust (Z2) as a mediator. Based on the regression results, it can be concluded that the eleventh hypothesis was accepted
and significant.

Based on the results of the previous analysis, the quality of service is also rejected and is not significant on return-treatment decision,
so0 in this case the nature of the patient's trust as a mediator is Mediation. What is meant by mediation here is that the patient's trust
as a mediator is expected because the patient's trust as a mediator can influence the relationship between exogenous (service quality)
and endogenous variables (return-treatment decision). This states that the patient's trust continues to ensure that the quality of service
can guarantee the patient's decision to return for treatment.

These results provide insight into the complexity of the relationship between quality of care, patient confidence, and return to
treatment decisions. Hospitals may want to consider further evaluating specific elements of their services and factors that may
further influence patient decisions, to then design a more holistic strategy for management.

VI. CONCLUSION

The research findings emphasize the importance of tailoring marketing strategies to align with patient needs, recognizing the
significant impact of non-marketing factors like medical staff interactions and service quality on patient satisfaction. Patient trust,
though not directly influenced by the marketing mix, requires strategic evaluation to enhance patient retention. Service quality plays
a crucial role in positively affecting both patient trust and satisfaction, suggesting that improvements in specific elements can
contribute to an enhanced patient experience. Transparent communication and information are key in building patient confidence
and satisfaction, positively influencing their decision to return for treatment. Notably, patient satisfaction acts as a mediator in the
relationship between service quality and patient trust, underscoring the importance of focusing on aspects that increase satisfaction
for optimal healthcare outcomes.

RECOMMENDATIONS

The following are suggestions that the author can give based on the results of this research, hopefully they can be useful for previous
research:

1. Improvement of Staff Training. Conduct regular training to improve communication skills, empathy and friendliness of
medical and non-medical staff. This will help create a positive experience during interactions with patients.

2. Cost Transparency. Increase cost transparency by providing patients with clear and complete information regarding the costs
involved. Avoid unexpected cost surprises to build trust regarding financial aspects.

3. Evaluation of Patient Experience. Conduct regular patient surveys and interviews to evaluate their experiences. This feedback
can guide improvements in service and create a better environment.
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4. Improving the Quality of Medical Services. Focus on improving the quality of medical services, including speed in providing
care, accuracy of diagnosis, and overall quality healthcare experience.

5. Involve Patients in Decision Making. Actively involves patients in decisions regarding their care. This creates a feeling of
control for patients and increases their involvement in the treatment journey.

6. Improved Access and Facilities. Increase ease of access, including online appointment services and efficient administrative
processes. Strategic locations and convenient operating hours can also increase patient satisfaction.
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