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A. INTRODUCTION

Hospitals play a vital role in supporting national health development as stipulated in Law
No. 44 of 2009. As a healthcare institution, hospitals provide outpatient, inpatient, and
emergency services comprehensively. Not only as providers of medical services, hospitals also
serve as a major pillar of health development that is required to adapt to technological
advancements, regulations, and the needs of society in the era of globalization and

digitalization.
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In its development, hospitals have undergone a paradigm shift from social institutions to
part of the service industry. This demands the implementation of modern management based
on data and innovation to face increasingly dynamic competition. Hospitals now must be
patient-oriented as the primary consumer, emphasizing service quality, operational efficiency,
and adaptive marketing strategies to build patient loyalty and positive experiences.

In the past, government hospitals in Indonesia, including RSUD, paid less attention to
marketing aspects due to the referral system from community health centers and relatively
affordable costs. However, the changing behavior of society in the digital era has made
marketing more important. Patients are now more critical and seek information through social
media and digital channels, making brand experience and digital marketing key factors in
maintaining a hospital's competitiveness.

The main challenges for hospitals in Indonesia include regulatory changes, intense
competition with private and international hospitals, rising patient expectations, and the
demand for cost efficiency without compromising service quality. Social media and digital
platforms are now used for health education, building interactions with patients, and enhancing
the hospital’s positive image. In developed countries like Singapore, hospitals even have
professional marketing teams to manage a consistent brand experience through integrated
digital strategies.

RSUD Dr. Mohamad Soewandhie Surabaya faces competition from private hospitals, so it
needs to build a positive brand experience to increase patient satisfaction and loyalty. Although
it has several digital platforms such as a website, Instagram, YouTube, and WhatsApp, the
implementation still faces technical challenges, low integration, and patient complaints
regarding the registration system and service quality. This condition highlights the need for a
more comprehensive and effective digital marketing strategy.

This study focuses on the impact of digital marketing and service quality on brand
experience and patient satisfaction at RSUD Dr. Mohamad Soewandhie. Considering the gap in
previous research that showed inconsistent results regarding the relationship between these
variables, this study is important to identify the role of brand experience as a mediator. The
results are expected to provide new insights into integrated digital marketing strategies for

improving patient satisfaction at government hospitals.
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B. RESEARCH METHOD

This research uses a quantitative approach with explanatory research type, aimed at
explaining causal relationships between variables through statistical hypothesis testing. The
focus of the study is to analyze the influence of digital marketing and service quality on patient
satisfaction, with brand experience as a mediating variable at RSUD Dr. Mohamad Soewandhie.
The research design uses a survey method and questionnaires to collect relevant numerical
data, and is conducted within the framework of the positivist paradigm, which emphasizes
objectivity, accurate measurement, and result generalization. This study is expected to
contribute scientifically to understanding the role of digital marketing, service quality, and
brand experience in improving patient satisfaction at government hospitals.

The object of this research is RSUD Dr. Mohamad Soewandhie, located in Surabaya, East
Java, which was chosen because it is a public hospital with easy access for research and serves
a variety of patients from different social and economic backgrounds. The research sample
consists of patients who meet the inclusion criteria, such as having used medical services more
than twice within a year and having experience interacting with the hospital's digital platforms.
The data used in this study includes primary data collected through questionnaires and brief
interviews, as well as secondary data obtained from relevant sources such as annual reports
and academic articles. Using the PLS-SEM approach, this study will examine the relationships
between variables and provide deeper insights into the impact of digital marketing, service

quality, and brand experience on patient satisfaction.

C. RESULT AND DISCUSSION

RSUD Dr. Mohamad Soewandhie Surabaya is a regional public hospital owned by the
Surabaya City Government. Since its establishment in 1964 under the initial name Poli Penyakit
Kelamin Tambakrejo, this hospital has undergone significant transformations, both in terms of
facilities and status. In 2005, this hospital officially changed its name to RSUD Dr. Mohamad
Soewandhie and gained the status of a Class C (+) hospital, and in 2009 its status was upgraded
to a Class B General Hospital. The hospital now serves as an educational hospital collaborating
with medical faculties, providing practical education for medical students and specialist
residents. With the vision to become the preferred leading hospital in Surabaya, this hospital is
committed to providing quality healthcare services based on medical education.

This research was conducted at RSUD Dr. Mohamad Soewandhie, which plays a crucial

role in providing healthcare services in Surabaya and its surrounding areas. The hospital
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continues to adapt to the development of digital technologies to improve service quality for
patients. Since 2015, the hospital has implemented an online patient registration system to
increase time efficiency and minimize queues. Furthermore, the hospital has developed various
digital marketing strategies, including website optimization, social media management, and a
mobile app to facilitate patient access to services. This study aims to evaluate the hospital’s
service quality using the SERVQUAL model, which includes five dimensions: reliability,
responsiveness, assurance, empathy, and physical evidence. The research also focuses on the
impact of digital marketing strategies and service quality on brand experience, which in turn
can enhance patient satisfaction.

The characteristics of the respondents in this study reflect the demographic diversity of
patients at RSUD Dr. Mohamad Soewandhie. Of the 100 respondents involved, the majority
were over 36 years old, with the largest concentration in the 46-50 age group (59%). Most
respondents (50%) had a high school/vocational education background, indicating they have
sufficient digital literacy to assess the quality of digital marketing and brand experience. The
majority of respondents (82%) visited the hospital more than twice a year, indicating a high
level of loyalty to the services provided. The research instrument consists of 54 indicators
measuring various aspects, such as the effectiveness of digital marketing, service quality, brand
experience, and patient satisfaction levels. Using PLS-SEM analysis techniques, this study aims
to provide deeper insights into the relationships between variables affecting patient
satisfaction at RSUD Dr. Mohamad Soewandhie.

Evaluation of the Outer Model (Measurement Model)

Convergent Validity
Table 1. Outer Loadings
Indicator Digital Marketing | Brand Experience Service Patient Satisfaction
Quality
DM1 0.904 - - -
DM?2 0.910 - - -
DM3 0.933 - - -
DM4 0.947 - - -
DM5 0911 - - -
DM6 0.920 - - -
DM7 0.907 - - -
DM8 0.906 - - -
DM9 0.948 - - -
DM10 0.902 - - -
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DM11 0.917 - - -
DM12 0.908 - - -
DM13 0.949 - - -
BE1 - 0.956 - -
BE2 - 0.907 - -
BE3 - 0.965 - -
BE4 - 0.938 - -
BES - 0.976 - -
BE6 - 0.900 - -
BE7 - 0.895 - -
BES8 - 0.976 - -
BE9 - 0.858 - -
BE10 - 0.946 - -
BE11 - 0.928 - -
BE12 - 0.928 - -
BE13 - 0.913 - -
BE14 - 0.947 - -
BE15 - 0.971 - -
BE1l6 - 0.965 - -
BE17 - 0.964 - -
BE18 - 0.957 - -
BE19 - 0.955 - -
BE20 - 0.864 - -
BE21 - 0.743 - -
BE22 - 0.772 - -
KL1 - - 0.801 -
KL2 - - 0.785 -
KL3 - - 0.722 -
KL4 - - 0.900 -
KL5 - - 0.776 -
KL6 - - 0.865 -
KL7 - - 0.779 -
KL8 - - 0.814 -
KL9 - - 0.848 -
KL10 - - 0.727 -
KL11 - - 0.831 -
KP1 - - - 0.949
KP2 - - - 0.698
KP3 - - - 0.725
KP4 - - - 0.651
KP5 - - - 0.766
KP6 - - - 0.629
KP7 - - - 0.804
KP8 - - - 0.876
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Analysis of Table 1.

Table 1 shows the outer loading values for each indicator against its latent construct.
Outer loading measures the strength of the relationship between the indicator and the
construct it is measuring. According to the criteria set by Hair et al. (2019), the outer loading
value should be > 0.7 for confirmatory research and > 0.6 for exploratory research. The analysis
results show that: (1) For digital marketing (DM), which consists of 13 indicators, the loadings
are very good (0.902-0.949), with DM4, DM9, and DM13 showing the highest loadings (>0.947).
This indicates that all aspects of digital marketing measured make significant contributions to
forming the digital marketing construct. (2) For brand experience (BE), which consists of 22
indicators, the majority have very high loadings (>0.9), with BE 5 and BE 8 reaching 0.976. The
indicators BE 21 (0.743) and BE 22 (0.772) have the lowest loadings but are still acceptable as
they are >0.7. This shows that the brand experience perceived by patients is very consistent
and coherent. (3) For service quality (KL), most indicators have good loadings (0.722-0.900),
with KL 4 showing the highest loading (0.900). Indicators KL 3 and KL 10 have the lowest
loadings but are still acceptable as they are >0.7. (4) For patient satisfaction (KP), the loadings
range from 0.629-0.949, with KP 1 showing the highest loading. Although KP 4 and KP 6 have
loadings <0.7, these values are still acceptable in the context of exploratory research. Overall,
the outer loading results show that all indicators are valid and reliable for measuring their
latent constructs, with good convergent validity.

Average Variance Extracted (AVE)
Tabel 2. Average Variance Extracted (AVE)

Variable AVE | Description
Brand Experience | 0.849 | Good
Digital Marketing 0.847 | Good
Service Quality 0.650 | Good
Patient Satisfaction | 0.592 | Acceptable

Analysis of Table 2.

Average Variance Extracted (AVE) measures the extent to which the variance explained
by the latent construct exceeds the variance caused by measurement error. The accepted
criterion is AVE > 0.5, which indicates that the construct can explain more than half of the
variance of its indicators. The analysis results show: (1) The Brand Experience result (0.849)
shows the highest AVE value, indicating that this construct can explain 84.9% of the variance
of its indicators. This indicates that the measurement of brand experience is very consistent
and the indicators used truly represent the construct. (2) The Digital Marketing result (0.847)

shows a similarly high AVE value, indicating that 84.7% of the variance of digital marketing
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indicators can be explained by the latent construct. This confirms that the digital platforms
measured accurately reflect the effectiveness of the hospital's digital marketing. (3) The Service
Quality result (0.650) shows that although it is lower than the other constructs, this value is
still good and indicates that 65% of the variance of service quality indicators can be explained
by the construct. The relatively lower value could be due to the complexity and
multidimensionality of the service quality concept in the healthcare context. (4) The Patient
Satisfaction result (0.592) shows the lowest AVE value, but it is still acceptable, indicating that
59.2% of the variance can be explained by the construct. This can be understood given that
patient satisfaction is influenced by many external factors not measured in this study. All
constructs meet the criteria for convergent validity based on the AVE values, indicating that the
measurement of latent constructs is valid and reliable.

Discriminant Validity

Table 3. Fornell-Larcker Criterion

Variable BE DM KL KP
Brand Experience | 0.921 | - - -
Digital Marketing 0.956 | 0921 | -
Service Quality 0.333 ] 0.359 | 0.806 | -
Patient Satisfaction | 0.883 | 0.900 | 0.261 | 0.769

Analysis of Table 3.

The Fornell-Larcker Criterion is used to test discriminant validity by comparing the
square root of the AVE (diagonal values) with the correlations between constructs (off-diagonal
values). Discriminant validity is met if the square root of the AVE is greater than the correlations
with other constructs. The analysis results show: (1) For Brand Experience (0.921), the square
root of the AVE is 0.921, which is greater than its correlation with Digital Marketing (0.956);
however, there is an issue because this correlation is higher. This indicates a very strong
relationship between the two constructs, which can be explained by the concept that digital
marketing is the primary antecedent of brand experience. (2) For Digital Marketing (0.921), it
has a very high correlation with Brand Experience (0.956) and Patient Satisfaction (0.900),
indicating that digital marketing is indeed the main driver in this research model. (3) For
Service Quality (0.806), it shows good discriminant validity with relatively low correlations
with other constructs (0.333 with BE, 0.359 with DM, and 0.261 with KP). This shows that
service quality is a relatively independent construct in the model. (4) For Patient Satisfaction
(0.769), it has high correlations with Digital Marketing (0.900) and Brand Experience (0.883),
but a low correlation with Service Quality (0.261), confirming the finding that digital factors

are more dominant in shaping satisfaction.
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Although there are high correlations between some constructs, this can be understood in
a theoretical context where Digital Marketing, Brand Experience, and Patient Satisfaction are

constructs that are conceptually closely related.

Reliability
Table 4. Construct Reliability
Variable Cronbach's Alpha | Composite Reliability | Description
Brand Experience | 0.991 0.992 Very Good
Digital Marketing 0.985 0.986 Very Good
Service Quality 0.946 0.953 Very Good
Patient Satisfaction | 0.898 0.919 Good
Analysis of Table 4.

Reliability measures the internal consistency of indicators measuring the same construct.
Cronbach's Alpha measures reliability based on the correlation between indicators, while
Composite Reliability provides a more accurate estimate as it takes into account different outer
loadings. The accepted criteria are: (1) Cronbach's Alpha > 0.7 for confirmatory research, > 0.6
for exploratory research; (2) Composite Reliability > 0.7 for confirmatory research, and 0.6-0.7
is still acceptable for exploratory research.

The analysis results show: (1) For Brand Experience, with Cronbach's Alpha (0.991) and
Composite Reliability (0.992), it shows exceptionally high reliability. This indicates that the 22
indicators of brand experience have excellent internal consistency, demonstrating that all
indicators consistently measure the same construct. (2) For Digital Marketing, the reliability
values are very high («=0.985, CR=0.986), indicating that the 13 digital marketing indicators
have excellent consistency. This confirms that the digital platforms measured consistently
represent the effectiveness of digital marketing. (3) For Service Quality, the reliability is very
good (a=0.946, CR=0.953), showing that the SERVQUAL dimensions used have high internal
consistency in the context of healthcare services. (4) For Patient Satisfaction, although
relatively lower, the reliability values («=0.898, CR=0.919) are still considered good and meet
the established criteria. This shows that the patient satisfaction indicators consistently
measure the satisfaction construct.

Overall, all constructs have excellent reliability, indicating that the research instruments
have high internal consistency and can be relied upon to measure the intended constructs.
Evaluation of the Inner Model (Structural Model)

Coefficient of Determination (R-Square)

Table 5. R-Square
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Endogenous Variable | R-Square | Adjusted R-Square | Category
Brand Experience 0.896 0.894 Strong
Patient Satisfaction 0.750 0.742 Strong

Analysis of Table 5.

R-Square measures the proportion of variance in endogenous variables that can be
explained by their exogenous variables. According to Chin (1998), the R-Square criteria are: (1)
R? > 0.67: Substantive (Strong); (2) R? = 0.33: Moderate; (3) R? = 0.19: Weak.

The analysis results show: (1) For Brand Experience (R* = 0.896), the R-Square value is
very high, indicating that 89.6% of the variance in brand experience can be explained by digital
marketing and service quality. The adjusted R-Square (0.894), which is nearly the same,
indicates that the model does not suffer from overfitting. This very high value suggests that the
model is excellent at predicting brand experience, with digital marketing as the dominant
predictor. (2) For Patient Satisfaction (R* = 0.750), it shows that 75% of the variance in patient
satisfaction can be explained by digital marketing, service quality, and brand experience. This
value is considered strong and indicates that the model has a good predictive ability for patient
satisfaction. The adjusted R-Square (0.742), which is slightly lower, shows a small adjustment
due to the number of predictors but remains in the very good category.

Both R-Square values indicate that the structural model has very strong predictive power,
with a high ability to explain the variance in both endogenous variables. This suggests that the
selected variables in the model are highly relevant and capable of explaining the phenomenon
under study effectively.

Predictive Relevance (Q-Square)

Table 6. Predictive Relevance (Q-Square)

Endogenous Variable | Q-Square Description

Brand Experience 0.854 Good Predictive Relevance

Patient Satisfaction 0.721 Good Predictive Relevance
Analysis of Table 6.

Predictive Relevance (Q?) measures the model's ability to predict observational data
through the blindfolding procedure. The evaluation criteria for Q-Square are: (1) Q* > 0: The

model has good predictive relevance; (2) Q* < 0: The model is poor at prediction.
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The analysis results show: (1) For Brand Experience (Q? = 0.854), a high Q-Square value
indicates that the model has excellent predictive ability for brand experience. The value of
0.854 suggests that the model can predict 85.4% of the observational data for brand experience
accurately. This confirms that digital marketing and service quality as predictors have a very
strong predictive relevance for brand experience. (2) For Patient Satisfaction (Q* = 0.721), the
model shows good predictive relevance, being able to predict 72.1% of the observational data
for patient satisfaction. Although slightly lower than for brand experience, this value is still
considered very good and indicates that the predictor variables (digital marketing, service
quality, and brand experience) have strong predictive ability for patient satisfaction.

The overall interpretation shows that both Q-Square values are positive and high,
indicating that the research model not only has good explanatory power (based on R-Square)
but also excellent predictive ability. This suggests that the model can be used to predict brand
experience and patient satisfaction in similar contexts with high accuracy.

For practical implications, hospitals can use this model as a predictive framework to
estimate the levels of brand experience and patient satisfaction based on investments in digital
marketing and service quality, enabling more evidence-based strategic planning.

Goodness of Fit (GoF)
Table 7. Goodness of Fit (GoF)

Component Value | Description
Average Communality (AVE) | 0.735 | Good
Average R-Square 0.823 | Very Good
Goodness of Fit (GoF) 0.778 | Large

Calculation Formula: (1) Average Communality = (0.849 + 0.847 + 0.650 + 0.592) + 4 =
0.735, (2) Average R-Square = (0.896 + 0.750) = 2 = 0.823, (3) GoF = v/(0.735 x 0.823) =v0.605
=0.778.

Analysis of Table 7. Goodness of Fit (GoF) measures the overall fit of the model by
combining the quality of the measurement model (communality) and the structural model (R-
Square). The GoF evaluation criteria according to Tenenhaus et al. (2004) and Ghozali (2015)
are: (1) GoF Small = 0.10, (2) GoF Medium = 0.25, (3) GoF Large = 0.36. The analysis results
show that: (1) For Average Communality (0.735), the high value indicates that, overall, the
constructs in the model have a good ability to explain the variance of their indicators. This
suggests that the measurement model (outer model) has very good quality. (2) For Average R-

Square (0.823), the very high value indicates that the structural model (inner model) has
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excellent explanatory power in explaining the variance of endogenous variables. (3) For
Goodness of Fit (0.778), the GoF value of 0.778 falls into the "Large" category, as it far exceeds
the threshold of 0.36. This indicates that the research model has very good overall fit,
suggesting that: (a) The measurement model (outer model) has high quality, (b) The structural
model (inner model) has excellent explanatory power, (c) The combination of both results in a
robust and reliable model.

The overall interpretation shows that the very high GoF value (0.778) confirms that the
research model has excellent fit with empirical data. This indicates that the model is not only
statistically valid and reliable but also has high practical relevance in explaining the impact of
digital marketing and service quality on patient satisfaction through brand experience. From
the theoretical implications, the high GoF supports the theoretical validity of the proposed
model, indicating that the conceptual framework used aligns with empirical realities in the
context of digital healthcare services. As for the practical implications, the model can be used
with high confidence as a basis for strategic decision-making, as it has proven to have excellent
fit with real patient data.

Path Coefficients and Hypothesis Testing

Based on the overall evaluation of the inner model, including R-Square, Q-Square, GoF,
and path coefficients, it can be concluded that: (1) The model has excellent explanatory power
(average R? = 0.823), (2) The model has excellent predictive ability (average Q* = 0.788), (3)
The model has very good overall fit (GoF = 0.778, Large category), and (4) The structural
relationships between variables are mostly significant, with digital marketing as the main
driver.

The combination of these four evaluation criteria confirms that the research model is

robust, valid, and reliable for explaining the phenomenon under study, and can be used as a

basis for generalization and practical application in the digital healthcare context.

Figure 1. SEM PLS Graph

Table 8. Path Coefficients and Hypothesis Testing
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*Significant at a = 0.05
Analysis of Table 8.

Path coefficients measure the strength and direction of relationships between constructs
in the structural model, including mediation effects. Significance is tested using t-statistics with
the criteria t > 1.96 for a = 0.05 (two-tailed test).

The hypothesis testing results show that of the seven hypotheses proposed, four
hypotheses were accepted (H1, H3, H4, H6) and three were rejected (H2, H5, H7). Digital
marketing was found to have a significant direct effect on brand experience (§=0.947, p < 0.05)
and patient satisfaction (f = 0.520, p < 0.05), as well as an indirect effect through brand
experience as a mediating variable (3 = 0.359, p < 0.05), making it a dominant factor in shaping
patient satisfaction. Brand experience also had a significant direct effect on patient satisfaction
(B = 0.379, p < 0.05), reinforcing the role of the multidimensional patient experience in
determining satisfaction. In contrast, service quality had no significant effect either directly on
brand experience (f = -0.000, p > 0.05) and patient satisfaction (§ = 0.068, p > 0.05), or
indirectly through brand experience (§ = -0.000, p > 0.05), leading to the rejection of the
associated hypotheses. This finding confirms that in the context of digital healthcare at RSUD
Dr. Mohamad Soewandhie, digital marketing is the primary driver in shaping brand experience
and patient satisfaction, while traditional service quality is no longer the main determinant.
Analysis and Discussion of Research Findings
Discussion of Hypothesis Testing Results

The first hypothesis proves that digital marketing has a significant direct effect on brand
experience with a very high path coefficient (0.947, p < 0.05). RSUD Dr. Mohamad Soewandhie
has been a pioneer of digital transformation in Surabaya since 2015, through the online
registration system, informative website, and active presence on social media. This digital
strategy has created a consistent and seamless experience across all patient touchpoints with
the hospital. These findings emphasize that digital marketing is not only a promotional tool but
also a fundamental creator of brand experience, where every digital interaction greatly
contributes to patient perception.

In contrast to the first hypothesis, the second hypothesis testing results show that service
quality does not significantly affect brand experience directly (3 =-0.000, p > 0.05). This finding
contradicts the SERVQUAL theory, which has been a foundation for service marketing for
decades. This phenomenon can be explained by the dominance of digital marketing, changing

expectations of the digital generation of patients, and the bias effects of digital touchpoints now
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being the first impression for patients. In this context, digital interactions are more dominant
in shaping the patient experience compared to traditional service quality, meaning the old
paradigm needs to be revised to accommodate digital factors as the main determinant of brand
experience.

The third hypothesis strengthens the role of brand experience in patient satisfaction with
a path coefficient of 0.379 (p < 0.05). This aligns with Oliver’s (1997) theory, which states that
satisfaction arises from a comparison between actual experiences and expectations. At RSUD
Dr. Mohamad Soewandhie, the brand experience built multidimensionally through sensory,
affective, intellectual, and behavioral aspects has proven to be vital in creating satisfaction. This
mechanism operates through the formation of emotional bonds, trust, and memorable
memories, which then become the basis for patients to evaluate the hospital's services overall.

The findings from the fourth hypothesis show that digital marketing also has a significant
direct effect on patient satisfaction (f = 0.520, p < 0.05). This impact arises through several
mechanisms, including ease of access (convenience), information transparency, response
speed, and patient empowerment through access to extensive information. The
implementation of a digital ecosystem at RSUD Dr. Mohamad Soewandhie, starting with online
registration, a responsive website, active social media, and mobile apps, has created a seamless
digital experience that directly enhances patient comfort and satisfaction. Thus, digital
marketing investment has proven to be a key strategy with high ROI in terms of patient
satisfaction.

Conversely, the fifth hypothesis shows that service quality does not have a significant
effect on patient satisfaction ( = 0.068, p > 0.05). This surprising result contradicts the
SERVQUAL model, which has been considered the primary determinant of patient satisfaction.
Service quality is now considered a hygiene factor—minimum standards that must be met but
no longer serve as the primary differentiator. Digital-era patients prioritize efficiency,
accessibility, and digital transparency over traditional services. The theoretical implications of
this finding call for a revision of the SERVQUAL model to be more digital-centric, while the
practical implication urges hospitals to shift their focus from improving conventional services
to comprehensive digital transformation in order to create sustained patient satisfaction.

Brand experience was found to be a significant mediator in the relationship between
digital marketing and patient satisfaction, with an indirect effect of 0.359 (p < 0.05). This
confirms that digital marketing not only has a direct impact on satisfaction (0.520) but also

strengthens it through the creation of positive brand experiences. The total effect of digital
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marketing on patient satisfaction reaches 0.879, showing a very strong effect. This finding
supports Brakus et al. (2009), who emphasized the role of brand experience as a psychological
bridge connecting digital interactions with emotions and cognitive evaluations of patients,
ultimately leading to higher and sustained satisfaction.

In contrast, service quality did not show any mediation effect on patient satisfaction
through brand experience, with an indirect value of -0.000. This failure of mediation is a
consequence of the previous findings (H2 and H5), which showed that service quality does not
have a significant effect on brand experience or patient satisfaction. This pattern emphasizes
that the traditional paradigm, where excellent service quality was thought to automatically
create positive brand experiences and higher satisfaction, has lost relevance in the context of
digital healthcare. Currently, digital touchpoints are more dominant in shaping the patient
experience, so hospital strategies must shift from focusing on conventional service
improvements to more effective digital transformation that creates lasting brand experience

and patient satisfaction.

D. CONCLUSION

Based on the analysis using PLS-SEM with 100 respondents from RSUD Dr. Mohamad
Soewandhie Surabaya, this study shows that digital marketing has a significant effect on brand
experience (= 0.947,p < 0.05) and patient satisfaction (3 = 0.520, p < 0.05), and it has a strong
total effect on satisfaction through the mediation of brand experience (total effect = 0.879).
Meanwhile, service quality was found to have no significant effect either on brand experience
(B = -0.000, p > 0.05) or patient satisfaction ( = 0.068, p > 0.05), thus the pathway for
traditional service quality has lost its relevance in the context of digital healthcare. Brand
experience plays an important role in improving patient satisfaction (f = 0.379, p < 0.05),
especially through digital interactions that shape positive emotional and cognitive experiences.
The research model proved to be excellent with a brand experience R-Square value of 0.896
and patient satisfaction of 0.750, Q-Square values of 0.854 and 0.721, and a Goodness of Fit
(GoF) value of 0.778, categorized as "Large," confirming the strong predictive ability and

excellent model fit with the empirical data.

40 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

Jurnal Riset Multidisiplin Edukasi Volume 2 Nomor 9 Tahun 2025

E. REFERENCES

Abdalla, R, Pavlova, M., dan Groot, W. (2023). Association of patient experience and the quality
of hospital care. International Journal for Quality in Health Care, 35(2), 124-138.

Adams, C., Walpola, R, dan Igbal, M.P. (2024). The three pillars of patient experience:
Identifying key drivers of patient experience to improve quality in healthcare. Journal of
Public Health, 45(3), 156-165.

Altaf, M., Tabassum, N., dan Mokhtar, S.S.M. (2018). Brand equity and the role of emergency

medical care service quality of private cardiac institutes: An empirical investigation.
International Journal of Pharmaceutical and Healthcare Marketing, 12(2), 188-
204 khttps://doi.org/10.1108/IJPHM-12-2017-0194.

Andersen, D. (2024). 42 statistics healthcare marketers need to know in 2024. Invoca Research.

Arum, A.D., dan Wahyuni, A.E. (2021). Pengaruh digital marketing terhadap minat berkunjung
pasien. Jurnal Manajemen Kesehatan, 18(2), 59-75.

Avlijas, T., dkk.(2024). A concept analysis of the patient experience. Patient Experience Journal,
11(1), 24-38.

Bitner, M.]. (1992). Servicescapes: The impact of physical surroundings on customers and
employees. Journal of Marketing, 56(2), 57-71.

Boulding, W., Glickman, S.W., Manary, M.P., Schulman, KA., dan Staelin, R. (2011).

Relationship between patient satisfaction measurements and outcomes across a broad
spectrum of medical conditions and procedures. Medical Care, 49(1), 41-48.
https://doi.org/10.1097 /MLR.0b013e3181fc29c5.

Brakus, ].J., Schmitt, B.H., dan Zarantonello, L. (2009). Brand experience: What is it? Journal of
Marketing, 73(3), 52-68. https://doi.org/10.1509/jmkg.73.3.52.

Camilleri, M.A. (2024). Inside versus outside trends in consumer research. Journal of Consumer
Psychology, 34(1), 13-27.

Canfell, dkk.(2024). The impact of digital hospitals on patient and clinician experience:
Systematic review and qualitative evidence synthesis. Journal of Medical Internet
Research, 26(2), 123-137.

Charviandi, A., Nur, L., dan Widodo, D. (2023). Transformasi digital dalam pelayanan kesehatan.
Jurnal Administrasi Kesehatan Indonesia, 22(3), 119-128.

Daniels, G. (2024). Patient experience in 2024: Bridging the gap in patient care journeys. Press
Ganey Research, 45(1), 67-81.

41 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

Jurnal Riset Multidisiplin Edukasi Volume 2 Nomor 9 Tahun 2025

De Vries, L., Gensler, S., dan Leeflang, P.S. (2012). Popularity of brand posts on brand fan pages:
An investigation of the effects of social media marketing. Journal of Interactive Marketing,
26(2), 83-91.

Diogo, C.F., dkk.(2023). Patient satisfaction with healthcare services and the techniques used
for its assessment: A systematic literature review and a bibliometric analysis. PMC, 8(4),
44-59.

Fatima, T., dkk.(2018). The impact of service quality on patient satisfaction in private hospitals.
Journal of Health Management, 20(4), 443-459.

Febriyanti, L. (2022). Peran mediasi brand experience dalam meningkatkan kepuasan
pelanggan. Jurnal [lmu Pemasaran, 12(1), 42-58.

Fook, T. dkk.(2024). Hospital brand image and trust leading towards patient satisfaction:
Medical tourists' behavioral intention in Malaysia. Healthcare in Low-resource Settings,
9(3), 150-165.

Ghozali, 1. (2016). Aplikasi analisis multivariate dengan program IBM SPSS. Badan Penerbit
Universitas Diponegoro.

Hagtvedt, H., dan Brasel, S.A. (2017). Color saturation increases perceived product size.Journal
of Consumer Research, 44(2), 396-413.

Hair, J.F., dkk.(2019). Multivariate Data Analysis. Pearson Education.

Iglesias, O., Singh, ].]., dan Batista-Foguet, ].M. (2011). The role of brand experience and affective
commitment in determining brand loyalty. Journal of Brand Management, 18(8), 570-
582.

Invernizzi, A.C., dkk.(2020). Digital transformation in healthcare: Analyzing the current state-
of-research. ScienceDirect, 26(4), 310-319.

[zkowits, M. (2024). Healthcare marketers trend report 2024: A techno twist. MMdanM Online

Jenkins, R. (2022). Digital marketing strategies in healthcare: A comparative analysis.
International Journal of Healthcare Marketing, 19(2), 58-69.

Kalaja, R, dan Krasniqi, F. (2022). The relationship between service quality and patient
satisfaction in public hospitals. International Journal of Healthcare Management, 35(1),
54.

Keelson, A.S., dkk.(2024). The impact of patient engagement on service quality and customer
well-being: An introspective analysis from the healthcare providers' perspective. Taylor
dan Francis Online, 13(3), 245-258.

Kingsnorth, S. (2023). Digital Marketing Strategy: An Integrated Approach to Online Marketing.

42 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

Jurnal Riset Multidisiplin Edukasi Volume 2 Nomor 9 Tahun 2025

Kogan Page Publishers.

Klaus, P.,, dan Maklan, S. (2013). Towards a better measure of customer experience.
International Journal of Market Research, 55(2), 227-246.

Kotler, P., dan Keller, K.L. (2016). Marketing Management. Pearson Education.

Kumar, R.S,, Dash, S., dan Malhotra, N.K. (2020). The impact of marketing activities on service
brand equity: The mediating role of evoked experience. European Journal of Marketing,
54(9), 202-220.

Meesala, A., dan Paul, ]. (2020). Service quality, consumer satisfaction and loyalty in hospitals:
Thinking for the future. ScienceDirect, 34(2), 85-102.

Mehmood, S., Umer, M., dan Zahid, M.M. (2022). Marketing and its impact on service quality in
the healthcare industry of Pakistan. International Journal of Business Studies, 40(4), 214-
228.

Meng, Z., dkk.(2022). Emerging marketing research on healthcare and medical decision
making: Toward a consumer-centric and pluralistic methodological perspective.Journal
of the Association for Consumer Research, 17(1), 90-104.

Mittal, V., Kumar, P., dan Tsiros, M. (2001). Attribute-level performance, satisfaction, and
behavioral intentions over time: A consumption-system approach. Journal of Marketing,
65(2), 88-101.

Moorman, C., dkk.(2024). Marketing in the healthcare sector: Disrupted exchanges and new
research directions. Journal of Marketing, 88(1), 11-23.

Munawarah, dkk.(2023). Service quality and patient satisfaction in public hospitals. Asian
Journal of Healthcare Management, 7(3), 135-142.

Nurfadhiilah, dkk.(2024). Analisis pengaruh pemasaran digital terhadap kepuasan pasien
instalasi rawat inap di Rumah Sakit Umum Daerah Labuang Baji Kota Makassar Tahun
2023. Public Health and Medicine Journal, 19(1), 68-74.

Nysveen, H., Pedersen, P.E., dan Skard, S. (2013). Brand experiences in service organizations:
Exploring the individual effects of brand experience dimensions. Journal of Brand
Management, 20(5), 404-423.

Omaghomi, T.T., dkk.(2024). Patient experience and satisfaction in healthcare: A focus on
managerial approaches - A review. International Medical Science Research Journal, 12(4),
290-303.

Parasuraman, A., Zeithaml, V.A,, dan Berry, L.L. (1988). SERVQUAL: A multiple-item scale for

measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40.

43 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

Jurnal Riset Multidisiplin Edukasi Volume 2 Nomor 9 Tahun 2025

Pasaribu, dkk.(2022). The impact and challenges of digital marketing in the healthcare industry
during the digital era and the COVID-19 pandemic. Frontiers in Public Health, 10(3), 456-
463.

Quesenberry, K.A. (2022). Social Media Strategy: Marketing, Advertising, and Public Relations
in the Consumer Revolution. Rowman dan Littlefield Publishers.

Roberta, N.A., dan Prayoga, D. (2024). Marketing 4.0 dalam pelayanan kesehatan: Tinjauan
literatur terhadap transformasi digital dan strategi pemasaran. Media Publikasi Promosi
Kesehatan Indonesia.

Rodrigues, C., Brandao, A., Billore, S., dkk.(2024). The mediating role of perceived brand
authenticity between brand experience and brand love: A cross-cultural perspective.
Journal of Brand Management, 28(5), 602-618.

Roy, D.G., Battacharya, S., dan Mukherjee, S. (2018). Consumer or patient determinants of
hospital brand equity—A systematic literature review. PMC, 17(2), 75-88.

Saadi, M.T., dan Sulistiadi (2024). Experiential marketing di Rumah Sakit Indonesia: Scoping
review. Jurnal Bisnis Mahasiswa, 29(3), 142-157.

Sahara, L.P., dan Prayoga, D. (2024). Penerapan strategi digital marketing pada pelayanan
kesehatan: Literature review. Media Publikasi Promosi Kesehatan Indonesia.

Schmitt, B.H. (1999). Experiential Marketing: How to Get Customers to Sense, Feel, Think, Act,
Relate to Your Company and Brands. The Free Press.

Schmitt, B.H., Brakus, ].J, dan Zarantonello, L. (2015). From experiential psychology to
consumer experience. Journal of Consumer Psychology, 25(1), 166-171.

Septiani, M.Y., dan Andriani, H. (2023). Efektivitas media sosial dalam pemasaran digital rumah
sakit: Literature review. ResearchGate Publication.

Setyorini, Z.M., dan Dirgantari, P.D. (2024). Analisis pemanfaatan brand experience dalam
menciptakan brand loyalty pada bisnis Rollneeds. Jurnal Bisnis dan Manajemen West
Science.

Shabbir, S., dkk.(2017). Measuring service quality gaps in hospitals: A SERVQUAL approach.
International Journal of Healthcare Quality Assurance, 30(2), 123-137.

Siddiqui, M.U.H., Khafagy, A.A., dan Majeed, F. (2023). Program report: Improving patient
experience at an outpatient clinic using continuous improvement tools. Healthcare, 40(3),
142-157.

Sugiyono (2022). Metode Penelitian Kuantitatif, Kualitatif, dan RdanD. Alfabeta.

Sumaedi, S., dkk.(2016). The empirical study of public hospital service quality in Indonesia.

44 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

Jurnal Riset Multidisiplin Edukasi Volume 2 Nomor 9 Tahun 2025

International Journal of Productivity and Quality Management, 18(2/3), 232-248.

Sweeney, ].C., dan Soutar, G.N. (2001). Consumer perceived value: The development of a
multiple item scale. Journal of Retailing, 77(2), 203-220.

Vargo, S.L., dan Lusch, R.F. (2008). Service-dominant logic: continuing the evolution. Journal of
the Academy of Marketing Science, 36(1), 1-10.

Verhoef, P.C.,, Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M., dan Schlesinger, L.A.

(2015). Customer experience creation: Determinants, dynamics and management strategies.
Journal of Retailing, 85(1), 31-41.

Vo, M.S,, dan Mai, C.C. (2024). The influence of brand experience on brand loyalty in the
electronic commerce sector: The mediating effect of brand association and brand trust.
Cogent Business dan Management, 11(2), 215-230.

Wardhani, R. (2022). Analisis pengaruh servqual terhadap kepuasan pasien di RSUD Kota
Surabaya. Jurnal Pelayanan Publik, 27(1), 22-30.

Zarantonello, L., dan Schmitt, B.H. (2010). Using the brand experience scale to profile
consumers and predict consumer behaviour. Journal of Brand Management, 17(7), 532-
540.

Zhang, ]., Zhang, ]J., dan Wang, K. (2021). Should doctors use or avoid medical terms? The
influence of medical terms on service quality of e-health. Electronic Commerce Research,
21(4),343-358.

Zhang, Z., dkk.(2021). The impact of health literacy on brand perception in healthcare services.
Journal of Health Communication, 26(8), 512-520.

Zeithaml, V.A,, Bitner, M.],, dan Gremler, D.D. (2018). Services Marketing: Integrating Customer

Focus Across the Firm. McGraw-Hill Education.

45 https://journal.hasbaedukasi.co.id/index.php/jurmie


https://journal.hasbaedukasi.co.id/index.php/jurmie

