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Lampiran 1 Kuesioner Penelitian

INFORMED CONSENT
(PERSETUJUAN SETELAH PENJELASAN)

Assalamu’alaikum Warrahmatullahi Wabarakatuh,

Saya yang bertanda tangan di bawah ini adalah Mahasiswa Manajemen Rumah
Sakit Program Studi Magister Administrasi Rumah Sakit Universitas Hasanuddin
Makassar yang akan mengadakan penelitian dengan judul “PENGARUH PERCEIVED
VALUE DAN PATIENT SATISFACTION TERHADAP COSTUMER LOYALTY DI
RSUD LABUANG BAJI DAN RS GRESTELINA MAKASSAR TAHUN 2022”.

Tidak ada risiko fisik yang akan terjadi dalam penelitian ini. Risiko yang mungkin
didapat adalah waktu yang tersita dari karyawan sekalian untuk menjawab pertanyaan
ini sekitar 15-30 menit. Keuntungan nya, informasi yang di berikan dapat menjadi
masukan bagi manajemen rumah sakit tempat penelitian.

Pada penelitian ini, identitas anda akan disamarkan. Data penelitian ini akan
dikumpulkan dan disimpan tanpa menyebutkan nama anda dalam arsip tertulis atau
elektronik (komputer), yang tidak bisa dilihat oleh orang lain selain peneliti.
Kerahasiaan data anda sepenuhnya akan dijamin. Bila data akan dipublikasikan,
kerahasiaan tetap akan dijaga. Jika anda tidak ingin berpartisipasi, kami tidak akan
memasukkan anda sebagai objek penelitian dan anda dapat menolak untuk mengisi
kuesioner yang dibagikan.

Jika anda setuju untuk berpartisipasi, diharapkan untuk mengisi dan
menandatangani formulir persetujuan mengikuti penelitian. Atas perhatian dan
kesediaan Bapak/Ibu sebagai responden saya ucapkan terima kasih.

Makassar, 2022

Peneliti
Desy Filda Zulkifli

No. Responden: (diisi oleh peneliti)
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STS
TS
KS
S
SS

IDENTITAS RESPONDEN
1. Jenis Kelamin:

o Pria o Wanita

2. Usia:
o 17-25Tahun o 46-55 Tahun
o 26-35 Tahun o>55 Tahun

o 36-45 Tahun
3. Pendidikan Terakhir :

o SD o D3
o SMP o S1
o SMA/SMK 0S2
o Lainnya........
4. Pekerjaan:
o Pelajar o Pegawai Swasta
o Mahasiswa o Wiraswata
o Pegawai Negeri o Tidak Bekerja
o Lainnya........

5. Jarak rumah anda ke rumah sakit ini :
o <5 KM o>5 KM

6. Sudah berapa kali anda melakukan pemeriksaan kesehatan di RS ?
Sebutkan, ....... Kali o Tak Terhingga

Kuisioner ini menggunakan skala likert dengan 5 pilihan jawaban sebagai berikut.

: Sangat Tidak Setuju
: Tidak Setuju

: Kurang Setuju

: Setuju

: Sangat Setuju
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A. Perceived Value

No.

Pernyataan

STS
(Sangat
tidak
setuju)

TS
(Tidak
setuju)

KS
(Kurang
Setuju)

(Setuju)

SS
(Sangat
setuju)

Installation

Gedung Rumah  Sakit
didesain mendukung
kenyamanan dan privasi

Rumabh sakit terlihat rapi
dan bersih dengan baik

Ruangan terlihat
modern dan bersih

luas,

Lokasi Rumah Sakit sangat
mudah untuk ditemukan
dan dapat diakses

Profesionalsme

Petugas rumah sakit
memahami pekerjaan
mereka dengan baik

Petugas rumah sakit
profesional dalam
menjalankan tugasnya

Informasi yang diberikan
oleh petugas sangat
berharga bagi saya

Petugas menguasai
seluruh layanan yang ada di
rumahsakit

Quality Value

Pelayanan rumah sakit
terorganisir dengan baik

10.

Kualitas layanan
senantiasa ditingkatkan
oleh pihak rumah sakit

11

Kualitas layanan yang
diberikan tidak kalah
dengan rumah sakit lain
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No.

Pernyataan

STS
(Sangat
tidak
setuju)

TS
(Tidak
setuju)

KS
(Kurang
Setuju)

(Setuju)

SS
(Sangat
setuju)

12

Petugas rumah sakit selalu
baik dan ramah dalam
melayani pasien

13

Tim medis melakukan
diagnosis dan perawatan
yang akurat

Emotiona

I Value

14.

Saya merasa rileks / tidak
tertekan oleh pihak rumah
sakit selama dalam proses
perawatan

15.

Petugas pelayanan
memberikan saya perasaan
positif

16.

Petugas dapat bekerja
sama dengan baik dalam
berbagai hal dengan pasien

17.

Saya merasa rileks / tidak
tertekan oleh pihak rumah
sakit selama dalam proses
perawatan

Social Value

18.

Banyak orang yang saya
kenal datang berobat di
rumah sakit ini

19.

Berobat di rumah sakit ini
dipertimbangkan secara
sosial dengan sangat baik

20.

Orang-orang yang saya
kenal berpikir benar saya
berobat di rumah sakit ini
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B. PATIENT SATISFACTION

STS KS
TS SS
(Sangat . (Kurang S
No. Pernyataan tidak (Tldgk Setuju) | (Setuju) (Sangat
. setuju) setuju)
setuju)
Perilaku Interpersonal
1 Saya merasa  petugas
kesehatan memperlakukan
pasien dengan adil
2 Saya tidak menunggu lama
proses perawatan karena
petugas administrasi yang
cekatan
Kualitas Teknis
3 Cara petugas kesehatan
menyampaikan kondisi

kesehatan dengan baik dan
tidak membuat cemas

Perugas kesehatan
menjelaskan tujuan dari tes-
tes kesehatan yang saya
jalani

Akses

Saya mendapat kepastian
betapa lama saya harus
menunggu

leluasa
keluhan
saya

Saya
menyampaikan
kondisi  kesehatan
pada dokter

Keuangan

Saya tidak merasakan
kerumitan dalam megurus
administrasi keuangan

Saya merasa biaya
pengobatan di RS ini lebih
murah dibandingkan dengan
pelayanan yang saya
dapatkan

Lingkungan Fisik

Saya tidak tersesat ketika
menuju  keruangan lain
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No.

Pernyataan

STS
(Sangat
tidak
setuju)

TS

(Tidak
setuju)

KS
(Kurang
Setuju)

(Setuju)

SS
(Sangat
setuju)

karena
arah

banyak petunjuk

10

ruang tunggu RS ini sangat
nyaman

C.LOYALTY

No.

Pernyataan

STS
(Sangat
tidak
setuju)

TS
(Tidak
setuju)

KS
(Kurang
Setuju

S
(Setuju)

SS
(Sangat
setuju)

Trust

Saya percaya terhadap
semua hal terkait manajemen
RS

Saya percaya terhadap
konsistennsi pelayanan RS
yang diterima

Saya percaya bahwa semua
pertanyaan  pasien akab
dijawab tenaga medis secara
benar

Kepercayaan terhadap RS
bahwa akan menepati janji
yang diberikan kepada pasien

Psych

ological Commitment

Saya merasa memiliki ikatan
emosional terhadap RS ini

Rasa memiliki saya tinggi
terhadap RS ini

Keramahan para
medis membuat
senang

tenaga
pasien

Saya tidak  terpengaruh
terhadap alternative yang
ditawarkan RS lain

Switching cots

Beban biaya yang saya terima
Ketika terjadi perubahan akan
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No.

Pernyataan

STS
(Sangat
tidak
setuju)

TS
(Tidak
setuju)

KS
(Kurang
Setuju

(Setuju)

SS
(Sangat
setuju)

lebih kecil dibandingkan harus
pindah ke RS lain

10.

Saya merasa sangat kesulitan
jika harus berpindah ke RSlain

Word of m

outh

10.

Saya merekomendasikan RS
ini kepada orang lain

11.

Saya akan menginformasikan
pengalaman RS kepada
pasienn lain tentang kinerja
RS ini

12

Memberikan tanggapan positif
kepada pasien lain tentang
kinerja RS ini

Cooperation

13.

Saya akan menginformasikan
kepada manajemen RS
tentang suatu ide yang baik

14.

Membolehkan nama dan
komentar positif kepada RS
untuk dipergunakan sarana
promosi

15.

Saya lebih membicarakan
masalah yang terjadi kepada
pihak RS
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Lampiran 2 Surat Izin Penelitian
a. Surat Izin Dinas Penanaman Modal Dan Pelayanan Terpadu Satu Pintu
s ¥

5

g

e
fri 5\?‘“

PEMERINTAH PROVINSI SULAWESI SELATAN
DINAS PENANAMAN MODAL DAN PELAYANAN TERPADU SATU PINTU

Ji.Bougenville No.5 Telp. (0411) 441077 Fax. (0411) 448936
Website : http://simap-new.sulselprov.go.id Email : ptsp@sulselprov.go.id

Makassar 80231
Nomor - 12980/S.01/PTSP/2023 Kepada Yth.
i X 1. Direktur RSUD Labuang Baji
Lampiran - Makassar
Perihal . lzin penelitian 2. Direktur RS Grestelina Makassar
di-
Tempat

Berdasarkan surat Wakil Dekan Bid. Akademik dan Kemahasiswaan Fak. Kesehatan Masyarakat
UNHAS Makassar Nomor : 20565/UN4.14/PT.01.04/2023 tanggal 08 Maret 2023 perihal tersebut
diatas, mahasiswa/peneliti dibawah ini:

) ]
Nama - DESY FILDA ZULKIFLI "
Nomor Pokok - K022201020
Program Studi . Mars
Pekerjaan/Lembaga - Mahasiswa (S2)
Alamat - JI.P. Kemerdekaan Km, 10 Makassa
PROVINS| SULAWESI| SELATAN
Bermaksud untuk melakukan penelitian di daerah/kantor saudara dalam rangka menyusun Tesis,
dengan judul :

" PENGARUH PERCEIVED VALUE DAN PATIENT SATISFACTION TERHADAP CUSTOMER
LOYALTY DI RSUD LABUANG BAJI PROV SUL-SEL DAN RUMAH SAKIT GRESTELINA
MAKASSAR TAHUN 2022 "

Yang akan dilaksanakan dari : Tgl. 10 Maret s/d 31 Mei 2023

Sehubungan dengan hal tersebut diatas, pada prinsipnya kami menyetujui kegiatan dimaksud
dengan ketentuan yang tertera di belakang surat izin penelitian.

Demikian Surat Keterangan ini diberikan agar dipergunakan sebagaimana mestinya.

Diterbitkan di Makassar
Pada Tanggal 10 Maret 2023

A.n. GUBERNUR SULAWESI SELATAN
KEPALA DINAS PENANAMAN MODAL DAN PELAYANAN TERPADU
SATU PINTU PROVINSI SULAWESI SELATAN

E Ir. H. SULKAF S LATIEF, M.M.

_- :h Pangkat : PEMBINA UTAMA MADYA
E -u-. Nip - 19630424 198903 1 010

Tembusan Yth

1. Waki Dekan Bid. Akademik dan Kemahasiswaan Fak. Kesehatan Masyarakat UNHAS Makassar di Makassar;
2. Pertinggal.




Lampiran 3 Dokumentasi Penelitian

d. Rumah Sakit Grestelina Makassar




e. Rumah Sakit Labuang Baiji
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Lampiran 4 Hasil Uji Validatasi dan Reliabel Variabel Penelitian

No Nilai r tabel Validitas Nilai Standar Reliabilitas
Pearson Cronbach’
Correlat sAlpha
ion
Perceived Value
X1 0.620 0,3061 Valid 0.885 0,60 Reliabel
X.2 0.564 0,3061 Valid 0.889 0,60 Reliabel
X.3 0.625 0,3061 Valid 0.885 0,60 Reliabel
X.4 0,629 0,3061 Valid 0,837 0,60 Reliabel
X.5 0,668 0,3061 Valid 0,884 0,60 Reliabel
X.6 0,576 0,3061 Valid 0,889 0,60 Reliabel
X.7 0,691 0,3061 Valid 0,882 0,60 Reliabel
X.8 0,809 0,3061 Valid 0,876 0,60 Reliabel
X.9 0,663 0,3061 Valid 0,884 0,60 Reliabel
X.10 0,583 0,3061 Valid 0,890 0,60 Reliabel
X.11 0,664 0,3061 Valid 0,884 0,60 Reliabel
X112 0,622 0,3061 Valid 0,833 0,60 Reliabel
X.13 0,795 0,3061 Valid 0,826 0,60 Reliabel
X.14 0,643 0,3061 Valid 0,833 0,60 Reliabel
X.15 0,582 0,3061 Valid 0,890 0,60 Reliabel
X.16 0.540 0,3061 Valid 0.915 0,60 Reliabel
X7 0,631 0,3061 Valid 0,886 0,60 Reliabel
X.18 0,508 0,3061 Valid 0,893 0,60 Reliabel
X.19 0,602 0,3061 Valid 0,888 0,60 Reliabel
X.20 0,508 0,3061 Valid 0,893 0,60 Reliabel
Patient Satisfactiom
Y. 0,629 0,3061 Valid 0,837 0,60 Reliabel
Y.2 0,710 0,3061 Valid 0,833 0,60 Reliabel
Y.3 0,852 0,3061 Valid 0,824 0,60 Reliabel
Y.4 0,812 0,3061 Valid 0,828 0,60 Reliabel
Y.5 0,862 0,3061 Valid 0,824 0,60 Reliabel
Y.6 0.637 0,3061 Valid 0.884 0,60 Reliabel
Y.7 0.620 0,3061 Valid 0.885 0,60 Reliabel
Y.8 0.536 0,3061 Valid 0.891 0,60 Reliabel
Y.9 0.735 0,3061 Valid 0.879 0,60 Reliabel
Y.10 0.777 0,3061 Valid 0.875 0,60 Reliabel
Customer Loyalty
Z1 0,629 0,3061 Valid 176 0,962 0,60 Reliabel
22 0,710 0,3061 Valid 0,958 0,60 Reliabel




Z.3 0,852 0,3061 Valid 0,961 0,60 Reliabel
Z4 0,812 0,3061 Valid 0,959 0,60 Reliabel
Z.5 0,862 0,3061 Valid 0,962 0,60 Reliabel
Z.6 0,832 0,3061 Valid 0,963 0,60 Reliabel
2.7 0,789 0,3061 Valid 0,960 0,60 Reliabel
Z.8 0,842 0,3061 Valid 0,961 0,60 Reliabel
Z.9 0,615 0,3061 Valid 0,963 0,60 Reliabel
Z10 0,798 0,3061 Valid 0,958 0,60 Reliabel
Z11 0,806 0,3061 Valid 0,961 0,60 Reliabel
212 0,622 0,3061 Valid 0,960 0,60 Reliabel
Z13 0,795 0,3061 Valid 0,963 0,60 Reliabel
Z14 0,643 0,3061 Valid 0,958 0,60 Reliabel
Z15 0,733 0,3061 Valid 0,963 0,60 Reliabel

177




Frequency Table

Lampiran 7 Hasil Input SPSS Penelitian
Analisis Univariat Karakteristik Responden Dan Variabel

Umur
Cumulative
Frequency Percent Valid Percent Percent
Valid  17-25 176 32.7 32.7 32.7
26-35 201 37.4 37.4 70.1
36-45 143 26.6 26.6 96.7
46-55 18 3.3 3.3 100.0
Total 538 100.0 100.0
JenisKelamin
Cumulative
Frequency Percent Valid Percent Percent
Valid  Laki-laki 172 32.0 32.0 32.0
Perempuan 366 68.0 68.0 100.0
Total 538 100.0 100.0
Pekerjaan
Cumulative
Frequency Percent Valid Percent Percent
Valid PNS 138 25.7 25.7 257
Swasta 121 225 225 481
Wiraswasta 171 31.8 31.8 79.9
Tidak bekerja 62 11.5 11.5 91.4
Lainnya 46 8.6 8.6 100.0
Total 538 100.0 100.0
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Penghasilan

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak ada 66 12.3 12.3 12.3
< Rp 1.000.000 148 27.5 27.5 39.8
Rp 1.000.000 - Rp 2.500.000 185 34.4 34.4 74.2
Rp.2.500.000 - Rp 5.000.000 100 18.6 18.6 92.8
> Rp 5.000.000? 39 7.2 7.2 100.0}
Total 538 100.0 100.0
JenisPembiayaan
Cumulative
Frequency Percent Valid Percent Percent
Valid Umum 48 8.9 8.9 8.9
BPJS 452 84.0 84.0 92.9
Asuransi lain 38 71 71 100.0
Total 538 100.0 100.0
Pendidikan
Cumulative
Frequency Percent Valid Percent Percent
Valid  SMP/SLTP 10 1.9 1.9 1.9
SMA/ SMK/ SLTA 404 751 751 77.0
DIl 43 8.0 8.0 84.9|
S1 67 12.5 12.5 97.4
Lainnya 14 2.6 2.6 100.0
Total 538 100.0 100.0
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HASIL UNIVARIAT RS GRESTELINA

Perceived Value

Cumulative
Frequency Percent Valid Percent Percent
Valid  Kurang Baik 123 45.6 45.6 45.6
Baik 147 54.4 54.4 100.0
Total 270 100.0 100.0
Patient Satisfaction
Cumulative
Frequency Percent Valid Percent Percent
Valid Kurang Puas 125 46.3 46.3 46.3
Puas 145 53.7 53.7 100.0
Total 270 100.0 100.0
Costumer Loyalty
Cumulative
Frequency Percent Valid Percent Percent
Valid Kurang Puas 126 46.7 46.7 46.7
Puas 144 53.3 53.3 100.0
Total 270 100.0 100.0
HASIL UNIVARIAT RSUD LABUANG BAJI
Perceived Value
Cumulative
Frequency Percent Valid Percent Percent
Valid  Kurang Baik 142 53.0 53.0 53.0
Baik 126 47.0 47.0 100.0
Total 268 100.0 100.0




Patient Satisfaction

Cumulative
Frequency Percent Valid Percent Percent
Valid Kurang Puas 158 59.0 59.0 59.0
Puas 110 41.0 41.0 100.0
Total 268 100.0 100.0
Customer Loyalty
Cumulative
Frequency Percent Valid Percent Percent
Valid Kurang Puas 150 56.0 56.0 56.0
Puas 118 44.0 44.0 100.0
Total 268 100.0 100.0
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a. Perceived Value
Frequency Table

Analisis Per Pertanyaan

X1
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 21 3.9 3.9 3.9|
TS 57 10.6 10.6 14.5
KS 412 76.6 76.6 91.1
S 46 8.6 8.6 99.6
SS 2 4 4 100.0}
Total 538 100.0 100.0
X2
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 40 74 74 74
TS 134 249 24.9 323
KS 274 50.9 50.9 83.3
S 85 15.8 15.8 99.1
SS 5 9 9 100.0}
Total 538 100.0 100.0
X3
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 25 4.6 4.6 4.6
TS 110 20.4 20.4 251
KS 291 541 541 79.2
S 98 18.2 18.2 97.4
SS 14 2.6 2.6 100.0}
Total 538 100.0 100.0
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X4

Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 15 2.8 2.8 2.8
TS 130 242 24.2 27.0)
KS 283 52.6 52.6 79.6
S 95 17.7 17.7 97.2
SS 15 2.8 2.8 100.0}
Total 538 100.0 100.0
X5
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 8 1.5 1.5 1.5
TS 136 25.3 25.3 26.8
KS 305 56.7 56.7 83.5
S 79 14.7 14.7 98.1
SS 10 1.9 1.9 100.0}
Total 538 100.0 100.0
X6
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 20 3.7 3.7 3.7
TS 132 245 24.5 28.3
KS 300 55.8 55.8 84.0]
S 67 12.5 12.5 96.5
SS 19 3.5 3.5 100.0]
Total 538 100.0 100.0
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X7

Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 14 2.6 2.6 2.6
TS 155 28.8 28.8 314
KS 265 49.3 49.3 80.7
S 96 17.8 17.8 98.5
SS 8 1.5 1.5 100.0}
Total 538 100.0 100.0
X8
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 25 4.6 4.6 4.6
TS 172 32.0 32.0 36.6
KS 228 424 42.4 79.0]
S 108 201 20.1 99.1
SS 5 9 9 100.0}
Total 538 100.0 100.0
X9
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 9 1.7 1.7 1.7
TS 146 271 271 28.8
KS 212 39.4 39.4 68.2
S 170 31.6 31.6 99.8
SS 1 2 2 100.0}
Total 538 100.0 100.0
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X10

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 17 3.2 3.2 3.2
TS 129 24.0 24.0 271
KS 284 52.8 52.8 79.9]
S 101 18.8 18.8 98.7
SS 7 1.3 1.3 100.0]
Total 538 100.0 100.0
X11
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 45 8.4 8.4 8.4
TS 129 24.0 24.0 323
KS 251 46.7 46.7 79.0]
S 108 201 20.1 99.1
SS 5 9 9 100.0}
Total 538 100.0 100.0
X12
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 13 24 24 24
TS 119 221 221 24.5
KS 304 56.5 56.5 81.0]
S 100 18.6 18.6 99.6
SS 2 4 4 100.0}
Total 538 100.0 100.0
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X13

Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 12 22 22 2.2
TS 133 247 24.7 27.0)
KS 297 55.2 55.2 82.2
S 95 17.7 17.7 99.8
SS 1 2 2 100.0}
Total 538 100.0 100.0
X14
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 9 1.7 1.7 1.7
TS 121 225 225 242
KS 261 48.5 48.5 72.7
S 141 26.2 26.2 98.9
SS 6 1.1 1.1 100.0
Total 538 100.0 100.0
X15
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 37 6.9 6.9 6.9
TS 112 20.8 20.8 27.7
KS 251 46.7 46.7 74.3
S 130 242 24.2 98.5
SS 8 1.5 1.5 100.0}
Total 538 100.0 100.0
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X16

Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 21 3.9 3.9 3.9
TS 108 20.1 201 24.0
KS 254 47.2 47.2 71.2
S 152 28.3 28.3 99.4
SS 3 .6 .6 100.0}
Total 538 100.0 100.0
X17
Cumulative
Frequency Percent Valid Percent Percent
Valid  STS 12 22 22 2.2
TS 110 204 20.4 227
KS 288 53.5 53.5 76.2
S 113 21.0 21.0 97.2
SS 15 2.8 2.8 100.0}
Total 538 100.0 100.0
b. Patient Satisfaction
Frequency Table
Y1
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 128 23.8 23.8 23.8
TS 95 17.7 17.7 414
KS 113 21.0 21.0 62.5
S 171 31.8 31.8 94.2
SS 31 5.8 5.8 100.0
Total 538 100.0 100.0
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Y2

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 104 19.3 19.3 19.3
TS 100 18.6 18.6 37.9]
KS 110 20.4 20.4 58.4
S 146 271 271 85.5
SS 78 14.5 14.5 100.0}
Total 538 100.0 100.0
Y3
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 48 8.9 8.9 8.9
TS 88 16.4 16.4 253
KS 244 454 454 70.6
S 152 28.3 28.3 98.9
SS 6 1.1 1.1 100.0
Total 538 100.0 100.0
Y4
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 50 9.3 9.3 9.3
TS 101 18.8 18.8 28.1
KS 224 41.6 41.6 69.7
S 107 19.9 19.9 89.6
SS 56 10.4 10.4 100.0]
Total 538 100.0 100.0
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Y5

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 74 13.8 13.8 13.8
TS 109 20.3 20.3 34.0]
KS 130 242 242 58.2
S 197 36.6 36.6 94.8
SS 28 5.2 5.2 100.0}
Total 538 100.0 100.0
Y6
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 56 10.4 10.4 10.4
TS 75 13.9 13.9 24.3
KS 133 247 247 491
S 221 411 411 90.1
SS 53 9.9 9.9 100.0}
Total 538 100.0 100.0
Y7
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 29 54 54 5.4
TS 107 19.9 19.9 253
KS 247 459 459 71.2
S 145 27.0 27.0 98.1
SS 10 1.9 1.9 100.0}
Total 538 100.0 100.0
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Y8

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 30 5.6 5.6 5.6
TS 177 32.9 32.9 38.5
KS 218 40.5 40.5 79.0
S 109 20.3 20.3 99.3
SS 4 7 7 100.0}
Total 538 100.0 100.0
Y9
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 18 3.3 3.3 3.3
TS 155 28.8 28.8 32.2
KS 226 42.0 420 74.2
S 123 229 229 97.0
SS 16 3.0 3.0 100.0
Total 538 100.0 100.0
Y10
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 36 6.7 6.7 6.7
TS 117 217 217 28.4
KS 252 46.8 46.8 75.3
S 102 19.0 19.0 94.2
SS 31 5.8 5.8 100.0}
Total 538 100.0 100.0
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c. Customer Loyalty

Frequency Table

1
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 27 5.0 5.0 5.0
TS 75 13.9 13.9 19.0
KS 342 63.6 63.6 82.5
S 89 16.5 16.5 99.1
SS 5 .9 9 100.0]
Total 538 100.0 100.0
z2
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 34 6.3 6.3 6.3
TS 108 20.1 20.1 26.4
KS 305 56.7 56.7 83.1
S 80 14.9 14.9 98.0
SS 11 2.0 2.0 100.0
Total 538 100.0 100.0
Z3
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 28 5.2 5.2 5.2
TS 127 23.6 23.6 28.8
KS 272 50.6 50.6 79.4
S 104 19.3 19.3 98.7
SS 7 1.3 1.3 100.0]
Total 538 100.0 100.0
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24

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 10 1.9 1.9 1.9]
TS 127 23.6 23.6 25.5
KS 296 55.0 55.0 80.5
S 95 17.7 17.7 98.1
SS 10 1.9 1.9 100.0]
Total 538 100.0 100.0
z5
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 40 7.4 74 74
TS 120 22.3 223 29.7
KS 241 44.8 44.8 74.5
S 132 24.5 24.5 99.1
SS 5 .9 9 100.0]
Total 538 100.0 100.0
Z6
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 33 6.1 6.1 6.1
TS 130 24.2 24.2 30.3
KS 260 48.3 48.3 78.6
S 107 19.9 19.9 98.5
SS 8 1.5 1.5 100.0]
Total 538 100.0 100.0
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7

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 24 4.5 4.5 4.5
TS 134 24.9 249 294
KS 261 48.5 48.5 77.9]
S 117 21.7 217 99.6
SS 2 4 4 100.0]
Total 538 100.0 100.0
Z8
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 15 2.8 2.8 2.8
TS 146 271 271 29.9]
KS 244 454 454 75.3
S 130 24.2 242 99.4
SS 3 .6 .6 100.0]
Total 538 100.0 100.0
29
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 84 15.6 15.6 15.6
TS 147 27.3 27.3 42.9]
KS 170 31.6 31.6 74.5
S 122 22.7 227 97.2
SS 15 28 2.8 100.0]
Total 538 100.0 100.0
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210

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 54 10.0 10.0 10.0)
TS 142 26.4 26.4 36.4
KS 203 37.7 37.7 74.2
S 115 214 214 95.5
SS 24 4.5 4.5 100.0]
Total 538 100.0 100.0
Z11
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 23 43 43 4.3
TS 150 27.9 27.9 32.2
KS 222 41.3 41.3 73.4
S 134 249 24.9 98.3
SS 9 1.7 1.7 100.0]
Total 538 100.0 100.0
212
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 29 5.4 54 5.4
TS 151 281 281 33.5
KS 244 454 454 78.8
S 103 19.1 19.1 98.0
SS 11 2.0 2.0 100.0
Total 538 100.0 100.0
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213

Cumulative
Frequency Percent Valid Percent Percent
Valid STS 25 46 4.6 4.6
TS 145 27.0 27.0 31.6
KS 239 44 .4 44 .4 76.0
S 121 225 22.5 98.5
SS 8 1.5 1.5 100.0
Total 538 100.0 100.0
214
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 23 43 43 4.3
TS 158 294 29.4 33.6
KS 235 43.7 43.7 77.3
S 111 20.6 20.6 98.0
SS 11 2.0 2.0 100.0
Total 538 100.0 100.0
215
Cumulative
Frequency Percent Valid Percent Percent
Valid STS 32 5.9 5.9 5.9
TS 149 27.7 27.7 33.6
KS 243 45.2 452 78.8
S 111 20.6 20.6 99.4
SS 3 .6 .6 100.0
Total 538 100.0 100.0
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Analisis Bivariat Rumah Sakit Labuang Baji

Perceived Value * costumer Loyalty Crosstabulation

costumer Loyalty
TINGGI RENDAH Total
Perceived Value = TINGGI Count 63 59 122
Expected Count 442 77.8 122.0
% within Perceived Value 51.6% 48.4% 100.0%
% within costumer Loyalty 64.9% 34.5% 45.5%
% of Total 23.5% 22.0% 45.5%
RENDAH  Count 34 112 146
Expected Count 52.8 93.2 146.0
% within Perceived Value 23.3% 76.7% 100.0%
% within costumer Loyalty 35.1% 65.5% 54.5%
% of Total 12.7% 41.8% 54.5%
Total Count 97 171 268
Expected Count 97.0 171.0 268.0
% within Perceived Value 36.2% 63.8% 100.0%
% within costumer Loyalty 100.0% 100.0% 100.0%
% of Total 36.2% 63.8% 100.0%
Chi-Square Tests
Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 23.133% 1 .000
Continuity Correction® 21.922 1 .000
Likelihood Ratio 23.353 1 .000
Fisher's Exact Test .000 .000
Linear-by-Linear Association 23.047 1 .000
N of Valid Cases® 268

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 44.16.

b. Computed only for a 2x2 table
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Perceived Value * Patient Satisfaction Crosstabulation

Patient Satisfaction

TINGGI RENDAH Total

Perceived Value  TINGGI Count 73 49 122
Expected Count 50.1 71.9 122.0

% within Perceived Value 59.8% 40.2% 100.0%

% within Patient Satisfaction 66.4% 31.0% 45.5%

% of Total 27.2% 18.3% 45.5%

RENDAH  Count 37 109 146

Expected Count 59.9 86.1 146.0

% within Perceived Value 25.3% 74.7% 100.0%

% within Patient Satisfaction 33.6% 69.0% 54.5%

% of Total 13.8% 40.7% 54.5%

Total Count 110 158 268
Expected Count 110.0 158.0 268.0

% within Perceived Value 41.0% 59.0% 100.0%

% within Patient Satisfaction 100.0% 100.0% 100.0%

% of Total 41.0% 59.0% 100.0%
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Chi-Square Tests

Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)

Pearson Chi-Square 32.6792 .000

Continuity Correction® 31.270 .000

Likelihood Ratio 33.216 .000

Fisher's Exact Test .000 .000
Linear-by-Linear Association 32.558 .000

N of Valid Cases® 268

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 50.07.

b. Computed only for a 2x2 table
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Patient Satisfaction * costumer Loyalty Crosstabulation

costumer Loyalty
TINGGI RENDAH Total
Patient Satisfaction  TINGGI Count 60 50 110}
Expected Count 39.8 70.2 110.0
% within Patient Satisfaction 54.5% 45.5% 100.0%
% within costumer Loyalty 61.9% 29.2% 41.0%
% of Total 22.4% 18.7% 41.0%
RENDAH  Count 37 121 158
Expected Count 57.2 100.8 158.0
% within Patient Satisfaction 23.4% 76.6% 100.0%
% within costumer Loyalty 38.1% 70.8% 59.0%
% of Total 13.8% 45.1% 59.0%
Total Count 97 171 268
Expected Count 97.0 171.0 268.0
% within Patient Satisfaction 36.2% 63.8% 100.0%
% within costumer Loyalty 100.0% 100.0% 100.0%
% of Total 36.2% 63.8% 100.0%
Chi-Square Tests
Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 27.2092 .000
Continuity Correction® 25.878 .000
Likelihood Ratio 27.253 .000
Fisher's Exact Test .000 .000
Linear-by-Linear Association 27.107 .000
N of Valid Cases® 268

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 39.81.

b. Computed only for a 2x2 table

199




Analisis Bivariat Rumah Sakit Grestelina

Perceived Value * costumer Loyalty Crosstabulation

costumer Loyalty
TINGGI RENDAH Total
Perceived Value = TINGGI Count 105 55 160}
Expected Count 85.3 74.7 160.0
% within Perceived Value 65.6% 34.4% 100.0%
% within costumer Loyalty 72.9% 43.7% 59.3%
% of Total 38.9% 20.4% 59.3%
RENDAH  Count 39 71 110]
Expected Count 58.7 51.3 110.0
% within Perceived Value 35.5% 64.5% 100.0%
% within costumer Loyalty 27.1% 56.3% 40.7%
% of Total 14.4% 26.3% 40.7%
Total Count 144 126 270]
Expected Count 144.0 126.0 270.0
% within Perceived Value 53.3% 46.7% 100.0%
% within costumer Loyalty 100.0% 100.0% 100.0%
% of Total 53.3% 46.7% 100.0%
Chi-Square Tests
Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 23.840° 1 .000
Continuity Correction® 22.643 1 .000
Likelihood Ratio 24.134 1 .000
Fisher's Exact Test .000 .000
Linear-by-Linear Association 23.752 1 .000
N of Valid Cases® 270

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 51.33.

b. Computed only for a 2x2 table




Perceived Value * Patient Satisfaction Crosstabulation

Patient Satisfaction
TINGGI RENDAH Total
Perceived Value = TINGGI Count 114 46 160}
Expected Count 100.1 59.9 160.0
% within Perceived Value 71.2% 28.8% 100.0%
% within Patient Satisfaction 67.5% 45.5% 59.3%
% of Total 42.2% 17.0% 59.3%
RENDAH  Count 55 55 110]
Expected Count 68.9 411 110.0
% within Perceived Value 50.0% 50.0% 100.0%
% within Patient Satisfaction 32.5% 54.5% 40.7%
% of Total 20.4% 20.4% 40.7%
Total Count 169 101 270]
Expected Count 169.0 101.0 270.0
% within Perceived Value 62.6% 37.4% 100.0%
% within Patient Satisfaction 100.0% 100.0% 100.0%
% of Total 62.6% 37.4% 100.0%
Chi-Square Tests
Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 12.5712 1 .000
Continuity Correction® 11.680 1 .001
Likelihood Ratio 12.528 1 .000
Fisher's Exact Test .001 .000
Linear-by-Linear Association 12.525 1 .000
N of Valid Cases® 270

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 41.15.

b. Computed only for a 2x2 table
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Patient Satisfaction * costumer Loyalty Crosstabulation

costumer Loyalty
TINGGI RENDAH Total
Patient Satisfaction  TINGGI Count 109 60 169]
Expected Count 90.1 78.9 169.0
% within Patient Satisfaction 64.5% 35.5% 100.0%
% within costumer Loyalty 75.7% 47.6% 62.6%
% of Total 40.4% 22.2% 62.6%
RENDAH  Count 35 66 101
Expected Count 53.9 471 101.0
% within Patient Satisfaction 34.7% 65.3% 100.0%
% within costumer Loyalty 24.3% 52.4% 37.4%
% of Total 13.0% 24.4% 37.4%
Total Count 144 126 270]
Expected Count 144.0 126.0 270.0
% within Patient Satisfaction 53.3% 46.7% 100.0%
% within costumer Loyalty 100.0% 100.0% 100.0%
% of Total 53.3% 46.7% 100.0%

Chi-Square Tests

Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)

Pearson Chi-Square 22.6224 1 .000

Continuity Correction® 21.439 1 .000

Likelihood Ratio 22.882 1 .000

Fisher's Exact Test .000 .000
Linear-by-Linear Association 22.539 1 .000

N of Valid Cases® 270

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 47.13.

b. Computed only for a 2x2 table
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ANALISIS MULTIVARIAT

No. Variabel Koefisie Nilai P Ket
n

1. Perceived Value 0.267 0.000 Direct
-->Patient Satisfaction

2. Perceived Value 0.230 0.000 Direct
-->Customer Loyalty

3. Patient Satisfaction 0.278 0.000 Direct
-->Customer Loyalty

4. Perceived Value 0.076 0.000 Indirect

-->Patjent Satisfaction

-->Customer Loyalty

.07

Patient Satisfaction

Perceived Value

23

28

Customer Loyalty




Output AMOS

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P Label

V2 <--—- V1 , 267 ,04 6,54 *E . par_2
1 6

V3 <-- V1 227 ,04 5,62 ** par_1
0 6

V3 <--—- V2 279 ,04 6,79 ** par_3
1 3

Standardized Regression Weights: (Group number 1 - Default model)

Estimate

V2 <--- V1

27

2

Estimat

V3 <--- 27

Variances: (Group number 1 - Default model)

Estimate S.E. C.R. P Label

V1 250 ,01 16,386 *** par 4
5

e 223 ,01 16,386 *** par_5
4

e2 203 ,01 16,386 *** par_6
2

Squared Multiple Correlations: (Group number 1 - Default model)
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Estimat

V2 ,07

4
V3

Matrices (Group number 1 - Default model)

Implied (for all variables) Covariances (Group number 1 - Default model)

V1 V2 V3
V1 250
V2 ,067 .24

v3 ,075 ,08 24

Implied (for all variables) Correlations (Group number 1 - Default model)

V1 V2 V3
V1 1,000

v2 272 1,000
v3 ,306 ,341 1,000
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Implied Covariances (Group number 1 - Default model)

V1 V2 V3
V1,250
V2 ,067 .24

v3 ,075 ,08 24

Implied Correlations (Group number 1 - Default model)

V1 V2 V3
V1 1,000

v2 272 1,000
v3 ,306 ,341 1,000

Residual Covariances (Group number 1 - Default model)

V1 V2 V3
V1 ,000
v2 ,000 ,00
0
v3 ,000 ,00 ,00
0 0

Standardized Residual Covariances (Group number 1 - Default model)

V1 V2 V3
V1 ,000
v2 ,000 ,00
0
v3 ,000 ,00 ,00
0 0

206



Total Effects (Group number 1 - Default model)

V1 V2

V2 ,267 ,00
0

v3 ,302 ,27
9

Standardized Total Effects (Group number 1 - Default model)

V1 V2

V2 272 ,00
0

v3 ,306 ,27
8

Direct Effects (Group number 1 - Default model)

V1 V2

V2 ,267 ,00
0

V3 227 27
9

Standardized Direct Effects (Group number 1 - Default model)

V1 V2

V2 272 ,00
0

V3 ,230 ,27
8

Indirect Effects (Group number 1 - Default model)

Vi V2

v2 ,000 ,00
0

v3 ,075 ,00
0
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Standardized Indirect Effects (Group number 1 - Default model)

V1 V2
V2 ,000 ,00
0
V3 ,076 ,00
0
mediator
A variable 8
S &) N Gependent
variable variable
[0z o
o [ozm o
st (oo o
sty (oot o

Calculate!

Sobel test statistic: 4.69680202
One-tailed probability: 0.00000132
Two-tailed probability: 0.00000264
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