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Abstract-For the last few decades, health industries have been identified as an important role for the community. In the 
competitive health care industry, the impact of service quality, trust and customer satisfaction has become an important 
issue. Many people believe that these three factors are important in gaining patient’s loyalty, which plays a vital role in the 
hospital industries nowadays. 
Providing excellent service quality and achieving customer satisfaction and loyalty is the most important and challenging 
issue faced by the service industry, including hospital (health) industry. Thus, it is essential that service providers understand 
customer expectations and perceptions as well as the factors that influence their evaluation and satisfaction. 
This research has proposed a conceptual framework to investigate the effects of customers’ perceived service quality, trust, 
and customer satisfaction on customer loyalty. To test the conceptual framework, multiple regression has been used to 
analyze the data collected from 150 patients of 3 heart hospitals in Jakarta. There are: Binawaluya Heart Hospital and 
Harapan Kita Heart Hospital. 
Data were collected using self-administered questionnaire. Descriptive analysis, factor analysis, reliability analysis, 
correlation analysis, and SEM were performed to analyze the data.  
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I. INTRODUCTION 
 
The rapid growth of service sectors all over the world 
and the deregulation of many services industries have 
lead researchers with an interest in quality issues to 
the importance of acquiring more understanding 
about service quality. It is recognized that high 
quality service is essential for firms that want to be 
successful in their business (Rust & Oliver, 1994). It 
leads to customer loyalty (Lewis 1994), higher 
profitability (Gundersen, Heide& Olsson, 1996) and 
lower cost (Grant 1998).  Most would agree without 
any prompting on the importance of offering their 
customers with service quality. Quality service 
provision, customer satisfaction, and customer loyalty 
has recently been emerging asimportant parameters 
for both researchers and practitioners. 
Hospital Industry currently has been advanced and 
prolific rapidly along with the improvement of 
technology and medical science. It is reflected by the 
majority of more sophisticated medical equipment 
possessed by hospitals and more hospitals are 
established by the government initiative. This 
circumstances encourages service providers (in this 
case hospitals) to put a lot of efforts in order to be 
loyal to hospitals.The development of hospital 
industries in Indonesia has been improving in the 
recent years. Not only the government hospitals, but 
also the private hospitals began to appear. This is 
surely brings changes in terms of the level of service 
and also the availability of better medical facilities. It 
can’t be denied that hospitals became one of the 
health facilities that play an important role for the 
society.Another evidence of the development of 
hospitals in Indonesia is the issuance of regulations 

and legislation that aims to encourage investment and 
create a better business condition and hospital 
services. Evidently, not only the government does 
have an obligation to provide health care services to 
the community, but also are businesses increasingly 
active investing in Indonesian hospital industry. 
On the other side, health care institutions face unique 
challenges around the world. An increasing number 
of hospitals faceextremely competitive environments 
owing to open-doorpolicies in the medical service 
market (Kim et al., 2008b).The emergences of many 
new disease and growingfocus on health are 
dynamically increases particularhealth wants and 
needs within the general populace. Thecurrent 
medical service market favours the buyer, rather than 
the seller (Lee et al., 2010). Hence, the field 
ofmedical service is now emphasizing the importance 
of customer-oriented marketing. Hospitals endeavor 
to establish marketing strategies for enhancing the 
satisfaction and loyaltyof patients as well as further 
promoting performance. 
 
II. LITERATURE BACKGROUND 
 
2.1 Service Quality  
Service quality is defined as the degree of 
discrepancy between customers’ normative 
expectation for service andtheir perceptions of service 
performance (Parasuraman et al., 1988). The 
definition of service quality was furtherdeveloped as 
“the overall evaluation of a specific service firm that 
results from comparing that firm’sperformance with 
the customer’s general expectations of how firms in 
that industry should perform (Parasuraman et al., 
1988). Premium service quality is a key to gain a 
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competitive advantage in services industry. The 
satisfaction level of customers is dependent on their 
perception of service quality and the trust in service 
provider (Ismail et al., 2006). 
A review of literature implies that service quality is 
one of the main antecedents ofcustomer satisfaction. 
Service quality is seen as the total assessment of how 
well a service provided meets the expectations of the 
customer (Zeithaml, Berry & Parasuraman 1988, 35). 
What is more, the relationship is positive, suggesting 
that higher service quality is likely to increase 
customer satisfaction. The most common definition 
of service quality is the comparison customers make 
between their expectations and perceptions of the 
received service (Parasuraman et al., 1988). 
Service quality by Parasuraman has dimensions, such 
as: tangible, reliability, responsiveness, assurance, 
empathy. Many researchers have already analyze 
about the importance of each dimension in doing 
business.  SERVQUAL has been used in numerous 
sectors. The scale has also been applied to the 
healthcare field in numerous studies (Babakus and 
Mangold 1992; Lee, Delene et al. 2000). We can 
conclude that the relationship between service quality 
and customer satisfaction, as it was examined in 
different service contexts and in different countries: 
Caruana (2002) (banking services in Malta), Wang et 
al. (2009) (tourist destination in China), Huang et al. 
(2010)  (tour guide services in Shanghai) that service 
quality is positively and significantly related to 
customer satisfaction. 
 
2.2 Trust 
In business, trust is viewed as one of the most 
relevant antecedents of stable andcollaborative 
relationships. Just like commitment, trust is one of the 
most widely examined and confirmed constructs in 
relationship marketing research (Crosby, Evans & 
Cowles 1990, Wilson 1995). Researchers 
hadestablished that trust is essential for building and 
maintaining long-term relationships (Singh & 
Sirdeshmukh, 2000). Morgan and Hunt (1994) stated  
that trust exists only when one party has confidence 
in an exchange partner’s reliability and integrity. 
A number of researchers have advocated that trust is 
fundamental in developing customer loyalty (Morgan 
&Hunt, 1994). The importance of trust in explaining 
loyalty is also supported by authors like 
Garbarinoand Johnson (1999), Chaudhuri and 
Holbrook (2001) and Sirdeshmukh, Singh, and Sabol 
(2002). However, in a market with suitable 
alternatives lack of trust might lead to negative 
loyalty. Corbitt, Thanasankit, and Yi (2003) have 
pointed out that a strong positive effect of trust on 
customer loyalty in case of telecommunications 
sector. 

 
2.3 Customer Satisfaction 
The study of customer satisfaction have broadly 
considered by the social psychologists, marketing 

researchers, and the field of consumer behavior. 
Throughout the past few decades, service quality has 
drawn a tremendous consideration from researchers 
and practitioners due to its significance contribution 
on business performance, customer satisfaction, 
customer loyalty and profitability (Santouridis & 
Trivellas, 2010). Thus, they have been identified as 
an integral part of the organization for expanding 
market share by attracting customer and retain them 
for long run. Due to change of dynamic nature of 
business environment in health care industry Flood 
and Romm (1996) mentioned the “redesigning” and 
“customer needs” must be regularly improved to 
maintain the good relationship of the service quality 
and patients overall satisfaction (Haque, et al 2012). 
 
2.4 Customer Loyalty 
Griffin (2005) emphasizes customer loyalty as a more 
reliable measure to predict the growth of sales and 
finance, compared to consumer satisfaction. Many 
companies rely on the consumer satisfaction as 
guarantee of success later but then they are 
disappointed to find out their customers are satisfied 
to purchase competitor’s products without hesitation. 
Kotler and Keller (2009) express loyal customers are 
indeed valuable for a company and generally 
competitors feel difficult to snatch them. Besides, 
they can be company marketers, meaning they can 
make recommendation and contribute huge profit to 
the company since they affect customer purchasing 
pattern and free recommendation given to others. 
Heskett et al., (1994) suggested that customer loyalty 
motivates customers for repeatpurchases and 
persuade them to refer those products or services to 
others. Duffy (2003) proposed that customer loyalty 
is a feeling of association which a customer has 
towards abrand. This feeling incites customer for 
acquiring a good or service repeatedly.Subsequently 
this generates sizeable and better financial outcomes 
for the firm. 
 
III. METHODOLOGY 

 
3.1 Study Framework and Hypothesis 
The framework for the present study was developed 
based on the extensive literature review and is shown 
in Figure 2. 

 

 
Figure 2. Study Framework 
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In order to meet study’s objectives, following 
hypothesis is proposed: 
H1a : Reliability has positive and significant 
effect on customer satisfaction. 
H1b : Tangibles has positive and significant 
effect on customer satisfaction. 
H1c : Responsiveness has positive and significant 
effect on customer satisfaction. 
H1d : Assurance has positive and significant 
effect on customer satisfaction. 
H1e : Empathy has positive and significant effect 
on customer satisfaction. 
H2 : Trust has positive and significant effect on 
customer satisfaction. 
H3 : Trust has positive and significant effect on 
customer loyalty. 
H4 : Customer satisfaction has positive and 
significant effect on customer loyalty. 
H5 : Service quality and trust have positive and 

significant effect on customer loyalty 
through customer satisfaction. 

 
3.2 Research Instrument 
The instrument for collecting primary data in this 
study was on-site and self-administered 
questionnaire. The foundation for measuring 
perceived service quality was SERVQUAL model  
(Parasuraman et al., 1988) that was modified to meet 
specific features. All the dimension in service quality 
was assessed with 5-point Likert-type scale.  
The data were analyzed using Multiple Regression 
and applied SPSS software as the analysis tool. 
Multiple regression is used to assess the relative 
influence of a number of independent (predicting) 
variables when they are used to predict a dependent 
variable. All the classical assumption are tested to 
know whether the model is good. Descriptive 
statistics, exploratory factor analysis, reliability 
analysis, and multiple regression are used to interpret 
the data. 
 
IV. ANALYSIS AND RESULT 
 
4.1 Demographic Characteristic 
Demographic profile of the sample is as follow: 
among the 150 respondents in the sample, 54% are 
male and 46% arefemale. Most of the respondents are 
around 51 until 60 year old; they are about 37%, 
followed by those who are around 41 until 50 year 
old, for about 33about 19% respondents with the age 
under 31until 40 year old, about 8% of respondents 
are round 20 until 30 year old, and 3% respondents 
are below 20 year old. The education of the 
respondents that fill the questionnaire are divided in 
to Junior High School, for about 3%,Senior High 
School, for about 8%, Diploma, for about 29%, and 
Bachelor for about 260%. Most of the respondents, 
about 42% have become patients in the Heart 
Hospital under 5 year, while about 39% respondents 
have become patients in the Heart Hospital for 6 until 

10 year, and there are 17% of respondents who have 
become patients in the Heart Hospital for about 11 
until 20 year, and the rest, about 2% of respondents 
have become patients in Heart Hospital for more than 
21 year. 

 
4.2 Perceived service quality dimensions (Validity 
and Reliability) 
First step to be done in analyzing the data is doing the 
validity and also reliability test. The validity and also 
reliability test are two important test that should be 
done before we start doing the analysis. The result of 
validity and reliability test shows that all the indicator 
of each variables are valid and also reliable. After the 
validity and reliability done, the regression analysis is 
done to know which factor has the largest impact to 
the customer satisfaction in heart hospitals in Jakarta 
and also to know the impact of customer satisfaction 
in customer loyalty. The multiple regression analysis 
revealed the following.  
 

Table 4. Multiple Regression Result 

 
 
V. DISCUSSION AND CONCLUSION 
 
This study examines a model combing service 
quality, trust, patient satisfaction, and loyalty. All of 
the five research hypotheses examined in thisstudy 
were found to be supported. The results of this study 
could help hospital managers better understand the 
inter-relationship among service quality, trust, patient 
satisfaction, as wellas the mechanism for improving 
patient loyalty. Evidences entail that service quality is 
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an excellent technique for enhancing customers 
‘satisfaction level and loyalty to the organization in 
today’s competitive environment. Findings indicate 
that service quality and all its dimensions such as 
tangibles, reliability, assurance and empathy have 
significant and positive association with satisfaction 
and loyalty of customers towards their respective 
financial service providing organizations. These 
findings are in conformity with the existing literature 
(Athanassopoulos et al.,2001; Bloemer et al., 1998). 
The satisfaction of the customers is a very much 
important factor that not only forcesthe customers to 
remain loyal with the organization but also proves as 
a marketing mechanism through which other people 
are attracted towards the organization. The wordof 
mouth of a satisfied customer probability has more 
worth than any other advertising channel. Through 
this research, we found that trust and all the 
dimensions in service quality variables have a 
positive and strong impact to the patient satisfaction. 
Customer satisfaction performs an important 
mediating role between service quality and customer 
loyalty is supported by this research. Hence, the 
management should primarily focus on customer 
satisfaction for which service quality is an important 
antecedent. Because the impact of perceived service 
quality on preference loyalty is considerably strong. 
In this study, it is also found that satisfaction has 
mediating effect on the relationships between trust 
and service quality dimensions (tangibles, reliability, 
responsiveness, empathy and assurance) and 
customer loyalty. This result isconsistent with studies 
done by Caruana(2002), Butcher(2001), Ehigie 
(2006). 
In conclusion, although customer service and 
customer loyalty has been evaluated long time ago, 
but it is still one study that service industry must 
continue to conduct in order to meet the changes in 
the industry. Researches and related questionnaires 
must also be accommodated with the new standard of 
hospitals requirements of the customer. A clearer 
understanding as to the sequence of relationship 
between service quality, customer satisfaction and 
customer loyalty can help to ensure better targeting of 
customer using limited marketing resources. 
There are of course some limitation in this research. 
Firstly, control variables of socio-demographics 
variables have not been taken into consideration. 
According to Caruana (2002), education and age are 
found to be salient segmentation variables. Secondly, 
the respondent coverage in this study consists of only 
Jakarta State. The generalizations to a wider 
population or industry and cultural issues should be 
taken with caution 
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