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ABSTRACT 

 
Background: Health services marketing is an integrated approach which consists of 
marketing principles based on scientific strategies mainly focus on health promotion 
and service recipients satisfaction. Hospitals need to adopt a market-based model cen-
tered on transparency, accountability for outcomes, and customer choice. A useful 
framework is drawn from the world of retail sales, and incorporates what are known as 
the 7 P's of the marketing mix. This study aimed to review systematically  the role of 
marketing mix in increasing interest and preference of patient visit to hospital in Indo-
nesia. 
Subjects and Method: This systematic review was a conducted through six steps: 
(1) Framed a question (based on a theory); (2) Ran a search (on PubMed and BMC, 
which published articles from 2014 to July 2016); (3) Read the abstract and title of the 
individual papers; (4) Abstract information from the selected set of final articles; (5) 
Determined the quality of the information in these articles. This was done using a 
judgment of their internal validity but also using the GRADE criteria; (6) Determined 
the extent to which these articles were heterogeneous. The dependent variables were 
preference and interest visits of patients. The independent variables were product, 
price, promotion, place, people, process and physical evidence. The inclusion criteria 
were review, systematic review, clinical review and guidelines. After review process 6 
articles were included in this review. 
Result: Marketing mix variables including product, price, promotion, place, people, 
process and physical evidence were associated with the interest of visiting patients at 
the hospital.  
Conclusion: The optimal application of marketing mix strategies can increase patient 
interest and visit to the hospital. 
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BACKGROUND 

Along with the development of the age 

of the hospital is required to be able to 

carry out quality health service ma-

nagement one of them in the field of 

marketing. According to the American 

Marketing Association (AMA, 2013) 

defines marketing as an institutional 

activity in the process of creating, 

communicating, sending, and pro-

viding valuable offers to customers, 

clients, partners and society in gene-

ral.  

Based on these definitions, it 

can be concluded that the marketing 

objective is to know and understand 

the customer well so that it is expec-
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ted that the product or service created 

by the company can match the needs, 

desires and expectations of the custo-

mer. The marketing mix as a set of 

variables that are considered influen-

tial in achieving effective marketing 

targets is expected to increase the 

number of patient visits at the hos-

pital (Tafdilla, 2016). The level of pa-

tient visits is influenced by the in-

terest of patients to take advantage of 

services followed by a decision to uti-

lize these services in the hospital 

(Hakim and Sandra, 2015). The 

marketing mix consists of 7 variables, 

namely: 

1. Product  

The product is the overall concept of 

the object or process that produces 

value for the customer. Hospitals in 

this case are required to be able to 

meet the needs, desires, and expecta-

tions of customers so that they attract 

customer interest and can increase 

visits (Pondaag et al., 2015) 

2. Price  

Price is the overall cost that must be 

incurred by the customer to obtain a 

product or service. Pricing by a health 

service institution should be rational 

with the quality of services provided 

for customer (Wati, 2017).  

3. Place 

Place is the location of service provi-

ders for customers and the communi-

ty (Wati, 2017). Location of facilities 

often influences the success of a busi-

ness because the place services are 

closely related to the market potential 

of a business (Pondaag et al., 2015). 

4. Promotion  

Promotion is a company activity that 

aims to provide information, influen-

ce and attract interest and remind and 

convince customers to be able to 

consume products and services offe-

red by the company (Wati, 2017). 

5. People  

People are human resources which in 

this case are service providers. In 

service companies, officers are one of 

the important factors considered in 

the success of the company because of 

direct contact with the customer. The 

importance of officers in marketing 

and service is related to internal 

marketing (Kholifah and Tina (2017). 

According to Azwar in Pondaag 

(2015), the role of doctors as one of 

the keys to success in hospital services 

is important. 

6. Process  

The process is a series of activities 

which include procedures, schedules, 

and mechanisms for activities and 

routine matters, which are related to 

customer service. The process sequ-

ence is categorized into two, namely: 

Complexity (a series of processes 

related to steps and stages) and diver-

gence (a series of processes related to 

changes in complexity) (Tafdilla, 

2016). 

7. Physical Evidence 

Physical evidence in this case includes 

the appearance of physical buildings, 

officers and available facilities such as 

cleanliness, equipment, interior and 

even uniforms, which can be seen 

directly and felt by the customers 

(Wati, 2017). 

Thus all hospitals are increa-

singly vying for a good image in the 

community in order to increase the 

trust, interest and preference of pa-

tients to be able to decide to use pro-

ducts and services in the hospital. The 

hospital's brand image is a picture of 
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the community's perception that a 

hospital wants to achieve the products 

and services it produces (Tafdilla, 

2016).   

According to Kotler in Heriyanto 

(2015) interest is an effective response 

in liking a product or service but it has 

not been decided to directly buy it. 

The Preference is the condition when 

customer buying interest in a product 

or service has been formed, but the 

customer still compares it with others 

and has not yet determined its de-

cision (Heriyanto, 2015). 

Through the implementation of 

a quality marketing mix, it is hoped 

that it can create a good brand image 

of the hospital so that it can increase 

the interest and visit of patients at the 

hospital. 

 

SUBJECTS AND METHOD 

This study was examine the results of 

the implementation of the marketing 

mix that has been implemented in 

several hospitals in Indonesia in the 

period 2014 to 2018, which includes 

seven variables: products, prices, pro-

motions, places, health personnel, 

processes, and physical facilities to 

improve interest and patient visits to 

the hospital. 

This study uses the Preferred 

Reporting Items for Systematic Re-

views and Meta Analyzes (PRISMA) 

method, a method of systematic re-

view based on concrete evidence in 

the field. The review of articles and 

study relevant to the topic and 

keywords and the time limit is done 

by using the Google Scholar database 

with a combination of marketing mix 

keywords, patient interests, patient 

visits, decision on choosing hospital 

services. The eligibility criteria inclu-

ded are full-texted study journal ar-

ticles published in Indonesian in 2014 

until 2018. Whereas the criteria for 

acquisition are each study that does 

not meet the criteria above. The 

electronic database is reviewed for 

one month from November to De-

cember 2018 by the author then 

filtered. 

In the initial stage, the author 

will review the appropriate title and 

abstract obtained by the search engine 

then examined further based on the 

eligibility criteria, and in the end se-

lected articles and study that are truly 

relevant for systematic analysis. These 

results are then synthesized in nar-

rative synthesis in the study objective 

area. 
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Figure 1. PRISMA Chart 

 

 

RESULTS 

After screening through topics and 

abstracts and irrelevance, 15 articles 

were identified that were relevant. 

After screening through full meaning, 

10 relevant articles fulfilled the cri-

teria and eventually found 6 study 

articles that met the eligibility criteria 

and were used in the review of this 

study. 

The results of study by Hakim et 

al. (2015) in RSD Balung, Jember, 

showed that there was a significant 

relationship between the marketing, 

product, price, place, promotion, pe-

ople and process variables with decisi-

on making decisions on the use of 

outpatient services at the hospital. 

However, there is no relationship bet-

ween physical evidence variables and 

the patient's decision-making process 

in utilizing outpatient services at Ba-

lung Hospital, Jember Regency. Fur-

thermore, other factors outside the 

marketing mix are also considered 

influential in this study, namely psy-

chological factors consisting of per-

ception, motivation and attitude. 

The study is in line with the 

results of qualitative descriptive study 

conducted by Pondaag (2015) in Amu-

rang Hospital towards the implemen-

tation of the marketing mix in an ef-

fort to increase the number of visits 

Inclusion Criteria: 
 Hospital in Indonesia 
 Marketing Mix Hospital 

(7P) 
 Outcome : Patient 

Interest and Visitation  
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Searching Journal with Google 
Schoolarship N = 119 Journals 

Limitation Years  
N = 57 Journals 

Title Inclusion N = 22 

Abstract Inclusion N = 15 

Title Excluded 
N = 35 

Abstract Excluded 
N = 7 

Abstract Only excluded 
N= 5 

Studies included in qualitative 
synthes N = 6 

Full text Inclusion 
Full text N = 10 
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which concluded that the implemen-

tation of the less effective marketing 

mix variables could lead to less opti-

mal achievement of hospital visits. 

The corresponding results of the 

study were also shown by Riduansyah 

et al. (2015) with the results of each of 

the seven marketing mix variables 

consisting of products, prices, places, 

promotions, people, processes, phy-

sical environment, having indicators 

that are interconnected and have a 

positive effect on the interest of pa-

tients using services at Syafira Pekan-

baru Hospital. 

Tafdilla (2016) also conducted a 

similar study in Majenang General 

Hospital with the results that there 

was an influence between the percep-

tions of the patient's marketing mix, 

namely product, place, promotion, 

people, and the process of the deci-

sion to choose outpatient services at 

the hospital. As for the price and 

physical evidence variables, each of 

them was concluded to have no 

significant effect on the decision to 

choose outpatient services at the hos-

pital. The results of Wati's (2017) stu-

dy also showed that the application of 

the marketing mix had an effect on 

the interest of patients at Lancang 

Kuning Pekanbaru Hospital. 

Study by Kholifah et al. (2017) 

shows the influence of the patient's 

marketing mix variables, namely the 

product and the person on the 

decision to choose an inpatient service 

at the hospital. As for the place and 

physical evidence variables, each of 

them was concluded not to have a sig-

nificant effect on the decision to 

choose an inpatient service at the hos-

pital. 

DISCUSSION 

1. The effect of Product Variables 

on Patient Interest and Decisi-

ons in Choosing Health Services 

in Hospitals 

Products in a hospital are generally in 

the form of health services that can 

provide benefits to patients. Accor-

ding to Kotler and Keller (2012) the 

products offered will be preferred by 

customers if they are qualified, per-

forming, or innovative. Based on the 

six study results mentioned earlier, it 

was stated that the application of the 

marketing mix to product variables 

had a significant influence in 

increasing patients' interest and deci-

sions in choosing services at the ho-

spital. Marketing mix Indicating that 

the implementation of product servi-

ces provided by hospitals can be an 

important concern for patients. The 

patient's interest will increase and 

they decide to use the service in the 

hospital if the product is considered 

good.  

2. The effect of Price Variables 

on Patient Interest and Decisi-

ons in Choosing Health Services 

in Hospitals 

Hospital prices or rates are all costs 

incurred by patients to get hospital 

services. According to Kotler and Kel-

ler (2012), in pricing, customer per-

ceptions of prices and their influence 

on purchasing decisions must be well 

considered by the company. Pricing 

must be rational and in accordance 

with service quality and customer ori-

ented. Because in the end, the custo-

mer will judge whether the price of 

the service product is in accordance 

with the quality provided.  
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In Tafdilla's study (2016) in Ma-

jenang General Hospital, the price 

variable did not have a significant 

effect on the decision to choose out-

patient services at the hospital. While 

other studies showed the results of a 

significant effect on these variables. 

This can be made possible because in 

the study at the Majenang General 

Hospital, it was stated that the pa-

tient's perception of prices was posi-

tively proportional to the quality of 

service. So patients will still have inte-

rest and still decide to choose services 

in the hospital if the quality of service 

is felt good and not affected by the 

amount of price set by the hospital.  

3. The effect of Place Variables 

on Patients' Interests and Decisi-

ons in Choosing Health Services 

in Hospitals 

Places that in this case include stra-

tegic location, ease of access, comfort 

and safety of hospitals are important 

variables in influencing the interests 

and decisions of patients choosing 

services at the hospital. Based on the 

six study results mentioned earlier, it 

was stated that the application of the 

marketing mix to place variables had 

a significant influence in increasing 

patients' interest and decisions in 

choosing services at the hospital. Mar-

keting mix indicated that the mar-

keting mix strategy in the place vari-

able must be an important concern for 

the hospital. 

4. The Effect of Promotion Vari-

ables on Patients' Interests and 

Decisions in Choosing Health 

Services in Hospitals  

Hospital promotion is one of the im-

portant elements of the marketing 

mix that must be considered because 

it is a form of marketing communica-

tion activities directly from the hos-

pital to patients. With good and effec-

tive promotion, clarity of information 

about hospital services will be obtain-

ed and becomes the basis for conside-

ration of patients in choosing services 

at the hospital. Thus the interests and 

decisions of patients choosing services 

at the hospital will increase. 

This is relevant to the six study 

results mentioned earlier, that the ap-

plication of the marketing mix to the 

promotion variable has a significant 

influence in increasing patients' inte-

rest and decisions in choosing services 

at the hospital.  

5. The Effect of People's Varia-

bles on Patients' Interests and 

Decisions in Choosing Health 

Services in Hospitals 

Variables of people in the hospital 

marketing mix include human resour-

ces at the hospital that act as service 

providers that influence internal com-

munication and the quality of services 

produced. In this case, hospital staff is 

expected to have good communication 

and empathy skills, be responsive in 

dealing with complaints, and are 

polite and friendly in providing health 

services to patients. Marketing mix 

can increase patient satisfaction and 

loyalty to the hospital so that a good 

brand image of the hospital will be 

created. And in the end the interests 

and decisions of patients choosing to 

return to the hospital will increase. 

This is in accordance with the 

six study results previously menti-

oned, that the application of the mar-

keting mix to the variable of the per-

son has a significant influence in in-

creasing the interest and decision of 
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patients choosing services at the hos-

pital.  

6. The effect of Process Vari-

ables on Patient Interest and De-

cisions in Choosing Health Ser-

vices in Hospitals 

Process variables here include proce-

dures, schedules and service mecha-

nisms provided at the hospital. Proce-

dures for admission, examination, 

treatment and care that are simple, 

fast and responsive and the appro-

priate service schedule can increase 

patient satisfaction and attract inte-

rest and decisions of patients choos-

ing services at the hospital. 

This is supported by the six 

study results mentioned earlier, that 

the application of the marketing mix 

to process variables has a significant 

influence in increasing patients' inte-

rest and decisions in choosing services 

at the hospital. The physical evidence 

includes physical buildings, equip-

ment, equipment and other items re-

lated to the services provided by the 

hospital. In this case, the design and 

appearance of the hospital's physical 

environment must be considered be-

cause it relates to the comfort and sa-

fety of patients.  

 Based on six studies examined 

in this study, there were 4 studies 

which stated that there was a signifi-

cant relationship between the market-

ing mix of physical evidence of inte-

rest and the decision to choose patie-

nts to visit the hospital, while the 

other 2 studies showed no significant 

relationship in study at Balung Hos-

pital and Hospital Majenang. This is 

because patients who are treated at 

Balung Hospital and Majenang Gene-

ral Hospital are mostly middle to lo-

wer economic patients who prioritize 

the merit of service rates and other 

marketing mix variables compared to 

physical evidence in their perceptions. 

The application of quality strategies 

on the seven marketing mix variables 

can create a good brand image for the 

hospital. Thus it can increase interest 

and patient visits at the hospital. 
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