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Lampiran 1 Informed Consent Responden 

INFORMED CONSENT RESPONDEN 

Saya yang bertanda tangan dibawah ini : 

Nama   : 

Umur   : 

No. Hp   :  

 Menyatakan bersedia menjadi responden penelitian yang berjudul 

“Pengaruh Word of Mouth terhadap Citra Rumah Sakit dan Loyalitas Pasien pada 

Rumah Sakit X” dari : 

Nama   : Ghina Lailaturrahmah   

NIM   : SA20012 

Prodi/Fakultas : Program Studi Administrasi Rumah Sakit/Fakultas Ilmu 

Kesehatan dan Sains Teknologi 

Tujuan dari penelitian ini untuk mengetahui pengaruh word of mouth 

marketing terhadap citra rumah sakit dan loyalitas pasien di instalasi rawat jalan 

RSUD Hadji Boejasin. Peneliti meminta saudara dengan sukarela dapat 

berpartisipasi mengisi kuesioner dengan benar dan jujur serta dapat mengikuti 

prosedur penelitian yang telah diberikan. Bila ada yang belum jelas, saudara dapat 

bertanya pada peneliti. Semua informasi yang berkaitan dengan identitas responden 

akan dijamin kerahasiaannya dan hanya diketahui oleh peneliti. Peneliti akan 

memberikan sedikit kompensasi untuk waktu yang diberikan dan peneliti 

mengucapkan terimakasih atas partisipasinya telah mengisi kuesioner dalam 

penelitian ini dengan baik. 

 
LAMPIRAN 1 

       Hormat, 

Peneliti 

Ghina Lailaturrahmah 
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Lampiran 2 Identitas Responden 

IDENTITAS RESPONDEN 

 Saudara diminta menjawab pertanyaan di bawah ini dengan memberi tanda 

silang (X) pada jawaban yang disediakan. 

1. Inisial   :  

2. Jenis kelamin  : 

(…) Laki-laki   (…)Perempuan 

3. No. Hp   :  

4. Usia    : 

  

(…)15-20 tahun  (…)26-30 tahun 

    (…)21-25 tahun   (…)> 30 tahun 

5. Pekerjaan  :  

  

(…) Pelajar/Mahasiswa (…) Pegawai Swasta 

    (…) TNI/Polri                 (…) Wiraswasta 

    (…) PNS              (…) Lain-lain, 

                                      Sebutkan…… 
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Lampiran 3 Kuesioner Penelitian 

PETUNJUK PENGISIAN 

Saudara diminta menjawab seluruh pertanyaan dengan check point (✓) yang 

paling mencerminkan persepsi dan pengalaman anda terhadap pertanyaan berikut. 

Keterangan : 

SS : Sangat Setuju 

S : Setuju 

CS : Cukup Setuju 

TS : Tidak Setuju 

STS : Sangat Tidak Setuju 

 

LAMPIRAN 3“VARIABEL WORD OF MOUTH” 

 

NO PERNYATAAN SS S CS TS STS 

Positive Story 

1 Saya akan mengatakan hal-hal baik tentang rumah 

sakit ini. 

     

2 Keputusan untuk berobat di rumah sakit ini adalah 

keputusan yang tepat. 

     

Recommendation 

3 Saya lebih suka berbicara tentang rumah sakit ini 

dibandingkan rumah sakit lainnya.  

     

4 Pilihan untuk berobat di rumah sakit ini adalah 

pilihan yang bijaksana.  

     

Invitation 

5 Saya bangga berbagi pengalaman selama perawatan 

di rumah sakit ini. 

     

6 Saya merasa tenang selama perawatan di rumah 

sakit ini. 

     

Sumber: (Rahman & Desembrianita, 2023) 

LAMPIRAN 4 
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“VARIABEL CITRA RUMAH SAKIT” 

 

NO PERNYATAAN SS S CS TS STS 

Cognitive 

1 Fasilitas kesehatan lengkap. 
     

2 Rumah sakit memiliki reputasi yang baik.  
     

Affective 

3 Lingkungan sekitar rumah sakit nyaman. 
     

4 Fasilitas kesehatan lebih baik daripada rumah 

sakit pesaing. 

     

Conative 

5 Saya merekomendasikan rumah sakit ini ke 

kerabat. 

     

6 Rumah sakit memberikan pengalaman layanan 

yang menyenangkan.  

     

Sumber: (Rahman & Desembrianita, 2023)N 

 

5“VARIABEL LOYALITAS PASIEN” 

 

NO PERNYATAAN SS S CS TS STS 

Repeat 

1 Saya akan terus menggunakan pelayanan di 

RSUD H. Boejasin Pelaihari. 

     

2 RSUD H. Boejasin Pelaihari akan menjadi 

pilihan pertama saya untuk kesehatan. 

     

3 Bila saya ingin berobat, maka rumah sakit ini 

merupakan pilihan pertama saya. 

     

4 Apabila suatu saat keluarga membutuhkan 

layanan kesehatan, merekomendasikan mereka 

berobat ke RSUD H. Boejasin Pelaihari. 
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5 Apabila suatu saat teman, tetangga atau orang 

lain membutuhkan layanan kesehatan, 

merekomendasikan mereka berobat RSUD H. 

Boejasin Pelaihari. 

     

Retention 

6 Akan tetap melakukan kunjungan ke RSUD H. 

Boejasin walaupun ada tawaran di tempat lain 

yang lebih menarik. 

     

7 Bagi saya rumah sakit ini merupakan tempat 

berobat yang terbaik. 

     

8 RSUD H. Boejasin mempunyai pelayanan 

berkualitas. 

     

9 RSUD H. Boejasin Pelaihari telah tertanam di 

benak konsumen 

     

10 Rumah Sakit ini merupakan rumah sakit favorit 

saya. 

     

Referrals 

11 Akan menggunakan jasa pelayanan rumah sakit 

untuk kesehatan dan pelayanan jasa lainnya 

     

12 Terus menggunakan pelayanan RSUD H. 

Boejasin Pelaihari dan bukan yang lain. 

     

13 Selama rumah sakit ini ada saya akan tetap 

menggunakan jasa rumah sakit ini 

     

14 Saya tetap akan berobat dirumah sakit ini 

walaupun ada berbagai rumah sakit lainnya. 

     

15 Saya tidak akan mencoba jasa yang ditawarkan 

dari rumah sakit lain.  

     

Sumber: (Muhammad Kahirun Ni’am, 2021) 
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Lampiran 4 Surat Izin Studi Pendahuluan 
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Lampiran 5 Jawaban Responden 

1. Word of Mouth marketing 

X1 X2 X3 X4 X5 X6 Total % Kategori 

4 5 5 5 5 5 29 97% 5 

5 5 5 5 5 3 28 93% 5 

5 5 3 4 3 3 23 77% 5 

4 4 5 5 5 5 28 93% 5 

4 2 3 2 3 2 16 53% 4 

3 3 3 3 3 3 18 60% 4 

3 4 3 4 4 5 23 77% 5 

4 4 2 4 2 2 18 60% 4 

3 5 5 5 5 5 28 93% 5 

5 5 5 5 5 5 30 100% 5 

4 4 4 4 4 4 24 80% 5 

5 4 2 3 3 3 20 67% 5 

4 4 3 4 4 4 23 77% 5 

3 3 3 3 2 2 16 53% 4 

5 5 4 5 5 5 29 97% 5 

4 4 5 5 5 5 28 93% 5 

4 5 4 5 4 4 26 87% 5 

5 4 4 4 4 4 25 83% 5 

4 4 4 4 4 4 24 80% 5 

3 4 2 3 4 3 19 63% 4 

4 3 4 4 5 3 23 77% 5 

3 3 3 3 3 3 18 60% 4 

4 4 3 4 4 4 23 77% 5 

4 4 4 4 4 4 24 80% 5 

3 3 4 3 3 3 19 63% 4 

4 4 2 3 4 4 21 70% 5 

3 3 3 3 3 3 18 60% 4 

4 4 3 4 5 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

4 4 3 3 3 3 20 67% 5 

5 5 5 5 5 5 30 100% 5 

1 1 5 5 5 5 22 73% 5 

5 5 5 5 5 5 30 100% 5 

5 5 5 5 5 5 30 100% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

4 4 2 2 3 4 19 63% 4 

5 4 4 4 4 3 24 80% 5 

3 4 3 4 3 4 21 70% 5 

3 4 1 3 4 4 19 63% 4 

4 4 4 4 4 4 24 80% 5 

4 3 3 3 3 4 20 67% 5 

3 4 4 4 3 4 22 73% 5 

4 3 3 3 4 3 20 67% 5 
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4 4 4 3 4 3 22 73% 5 

3 3 2 3 3 3 17 57% 4 

3 4 4 4 3 3 21 70% 5 

4 4 2 3 5 4 22 73% 5 

4 3 3 3 3 3 19 63% 4 

3 3 4 3 3 3 19 63% 4 

3 3 3 2 3 3 17 57% 4 

4 3 2 3 3 3 18 60% 4 

3 2 2 3 3 3 16 53% 4 

4 4 2 4 4 4 22 73% 5 

3 4 3 3 4 2 19 63% 4 

4 3 4 3 4 4 22 73% 5 

4 5 5 5 5 5 29 97% 5 

3 4 4 4 4 4 23 77% 5 

3 4 4 4 4 4 23 77% 5 

3 3 3 3 3 3 18 60% 4 

3 3 3 2 2 3 16 53% 4 

3 4 2 3 3 3 18 60% 4 

4 5 5 5 5 5 29 97% 5 

3 3 3 3 3 2 17 57% 4 

4 4 3 4 3 3 21 70% 5 

4 5 5 5 5 5 29 97% 5 

5 5 5 5 5 5 30 100% 5 

4 3 3 4 3 4 21 70% 5 

5 5 4 5 4 4 27 90% 5 

4 4 3 4 3 3 21 70% 5 

2 3 3 4 3 2 17 57% 4 

5 5 5 5 3 4 27 90% 5 

3 3 2 2 3 3 16 53% 4 

5 5 5 5 5 4 29 97% 5 

3 4 3 4 3 4 21 70% 5 

5 3 3 5 3 3 22 73% 5 

4 5 5 5 5 5 29 97% 5 

4 3 1 4 3 3 18 60% 4 

2 4 3 4 3 4 20 67% 5 

5 5 5 5 4 5 29 97% 5 

4 5 5 5 5 5 29 97% 5 

4 4 5 5 5 3 26 87% 5 

3 3 2 3 3 3 17 57% 4 

4 5 2 5 5 5 26 87% 5 

4 5 3 4 3 3 22 73% 5 

5 5 5 4 4 4 27 90% 5 

3 4 4 4 4 4 23 77% 5 

4 4 4 4 2 2 20 67% 5 

4 2 4 5 5 5 25 83% 5 

5 5 4 4 4 4 26 87% 5 

3 2 5 5 5 5 25 83% 5 

3 4 4 3 3 4 21 70% 5 
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2 2 3 3 3 4 17 57% 5 

1 5 3 1 4 5 19 63% 4 

4 4 5 5 5 5 28 93% 5 

4 4 5 5 5 5 28 93% 5 

 

2. Citra Rumah Sakit 

Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Total % Kategori 

4 3 3 3 3 5 21 70% 5 

4 4 4 4 4 4 24 80% 5 

5 4 4 4 4 4 25 83% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

3 3 3 3 3 3 18 60% 4 

5 4 4 4 5 4 26 87% 5 

3 3 2 2 4 3 17 57% 4 

2 2 2 3 3 3 15 50% 4 

5 5 5 5 5 5 30 100% 5 

4 4 4 4 4 4 24 80% 5 

4 4 3 3 3 3 20 67% 5 

3 4 3 2 4 4 20 67% 5 

3 3 2 3 3 2 16 53% 4 

4 5 4 5 5 5 28 93% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

3 4 4 4 4 4 23 77% 5 

3 4 4 3 4 4 22 73% 5 

3 3 3 3 4 3 19 63% 4 

4 3 5 3 3 3 21 70% 5 

3 3 2 3 3 3 17 57% 4 

3 4 4 3 3 4 21 70% 5 

5 5 4 4 4 4 26 87% 5 

4 4 3 3 3 3 20 67% 5 

4 4 3 4 3 3 21 70% 5 

3 3 3 3 3 3 18 60% 4 

3 4 4 4 4 5 24 80% 5 

4 4 4 4 4 4 24 80% 5 

5 4 4 3 3 3 22 73% 5 

5 5 5 5 5 5 30 100% 5 

5 5 5 5 5 5 30 100% 5 

5 5 5 5 5 5 30 100% 5 

5 5 5 5 5 5 30 100% 5 

4 4 4 4 4 4 24 80% 5 

5 5 4 4 4 4 26 87% 5 

4 4 4 3 3 3 21 70% 5 

4 4 3 3 3 3 20 67% 5 

3 3 4 2 4 2 18 60% 4 

4 3 4 3 3 3 20 67% 5 
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4 4 4 3 4 3 22 73% 5 

4 5 3 4 4 4 24 80% 5 

4 3 4 4 4 4 23 77% 5 

4 3 3 4 3 3 20 67% 5 

3 3 4 3 4 3 20 67% 5 

3 3 3 3 3 3 18 60% 4 

4 4 4 3 4 3 22 73% 5 

4 5 4 5 5 5 28 93% 5 

3 3 3 3 3 3 18 60% 4 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

4 4 3 2 3 3 19 63% 4 

3 4 3 4 4 3 21 70% 5 

4 4 3 4 4 3 22 73% 5 

2 3 2 1 2 2 12 40% 4 

4 5 5 4 4 4 26 87% 5 

5 5 5 4 4 4 27 90% 5 

5 4 5 3 4 5 26 87% 5 

4 4 3 4 4 4 23 77% 5 

5 4 3 3 4 4 23 77% 5 

3 3 3 3 4 4 20 67% 5 

4 4 5 4 4 4 25 83% 5 

3 4 5 3 4 3 22 73% 5 

3 4 3 4 3 2 19 63% 4 

3 3 3 3 3 3 18 60% 4 

3 3 4 3 4 4 21 70% 5 

3 3 3 3 3 3 18 60% 4 

4 3 3 3 4 3 20 67% 5 

5 5 5 3 5 3 26 87% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 3 3 4 22 73% 5 

4 4 3 3 3 4 21 70% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 2 4 22 73% 5 

4 3 4 2 3 3 19 63% 4 

5 3 1 3 4 3 19 63% 4 

5 4 4 4 4 4 25 83% 5 

4 4 4 3 4 4 23 77% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 3 4 3 22 73% 5 

4 4 4 3 4 3 22 73% 5 

4 4 5 4 4 4 25 83% 5 

5 5 5 5 5 5 30 100% 5 

4 4 4 3 4 3 22 73% 5 

4 4 4 4 4 3 23 77% 5 

4 4 4 4 4 4 24 80% 5 

4 4 4 4 4 3 23 77% 5 
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3 4 4 3 5 4 23 77% 5 

2 2 2 2 3 3 14 47% 3 

2 2 3 3 2 2 14 47% 3 

4 4 4 4 4 4 24 80% 5 

2 2 2 2 3 2 13 43% 3 

5 5 5 4 5 5 29 97% 5 

4 2 2 2 3 3 16 53% 4 

4 4 4 2 4 3 21 70% 5 

 

3. Loyalitas Pasien 

Y2
.1 

Y2
.2 

Y2
.3 

Y2
.4 

Y2
.5 

Y2
.6 

Y2
.7 

Y2
.8 

Y2
.9 

Y2.
10 

Y2.
11 

Y2.
12 

Y2.
13 

Y2.
14 

Y2.
15 

To
tal 

3 3 3 4 3 3 3 3 4 3 3 3 3 3 2 46 

4 3 3 3 3 3 3 3 4 3 3 3 3 3 2 46 

4 4 4 3 4 3 3 3 5 3 4 2 3 2 2 49 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 3 3 4 4 3 4 4 3 3 3 3 3 3 51 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45 

1 1 1 4 3 4 5 4 5 4 4 5 4 5 4 54 

3 3 1 4 4 2 4 4 3 1 1 1 1 1 1 34 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

3 3 2 3 3 2 3 3 3 2 3 2 2 2 2 38 

3 4 4 3 3 3 2 3 3 3 4 2 4 2 2 45 

3 3 3 3 3 3 2 3 3 2 3 2 3 2 2 40 

4 5 5 5 5 4 5 5 4 5 4 4 5 4 3 67 

4 3 3 3 3 3 3 4 3 3 3 3 3 3 3 47 

4 5 5 5 4 4 5 5 4 4 4 4 4 3 4 64 

4 4 4 4 4 4 4 4 4 4 4 3 3 3 2 55 

4 4 4 4 4 3 4 4 4 4 4 4 4 4 3 58 

3 3 3 3 3 3 3 3 3 1 3 3 4 3 2 43 

3 4 4 3 3 2 3 3 3 3 3 2 3 2 3 44 

3 2 2 3 3 2 2 3 2 2 2 2 2 2 2 34 

4 4 4 3 3 3 4 4 4 3 3 4 4 3 2 52 

4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 59 

4 3 3 3 3 4 3 3 3 3 3 3 4 3 3 48 

3 3 2 3 3 3 2 3 4 2 4 2 3 2 2 41 

2 2 2 3 3 2 2 3 3 2 2 2 2 2 2 34 

5 4 4 5 5 3 4 5 4 5 4 4 4 5 3 64 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
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4 3 3 4 4 3 3 3 3 2 3 3 3 3 3 47 

2 2 2 2 3 3 3 4 4 4 3 2 3 2 2 41 

3 3 3 3 3 3 4 3 3 3 3 3 3 4 4 48 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 59 

3 3 2 3 3 2 3 3 2 2 4 1 3 2 1 37 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

3 3 3 4 3 3 4 4 5 3 4 3 4 3 2 51 

3 3 4 3 3 3 3 4 3 3 4 3 3 3 3 48 

3 3 3 3 3 3 3 3 2 3 3 3 3 3 3 44 

3 3 3 3 3 2 3 3 3 3 3 3 3 3 2 43 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 2 44 

4 5 4 4 4 4 4 4 4 3 4 4 4 3 3 58 

4 4 5 5 5 5 5 5 5 5 5 5 5 5 3 71 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

2 2 2 3 3 2 3 4 4 3 3 2 2 2 2 39 

3 4 3 5 5 4 4 4 4 2 4 4 4 4 4 58 

3 3 3 4 4 3 3 3 4 3 4 2 4 3 2 48 

3 3 2 2 2 2 2 3 3 2 2 2 3 3 2 36 

3 3 3 4 4 3 4 4 4 2 3 3 3 3 2 48 

4 4 4 4 4 3 4 4 4 4 4 2 4 3 2 54 

5 5 5 5 5 5 4 4 5 5 4 5 5 5 4 71 

4 4 4 4 4 4 4 3 4 4 4 2 4 2 2 53 

3 3 3 4 4 3 4 4 4 3 4 3 3 3 3 51 

3 3 3 3 3 3 3 3 3 3 3 3 3 2 2 43 

3 3 3 3 3 3 4 4 3 3 3 3 3 2 2 45 

5 5 4 4 4 4 4 4 5 5 4 3 3 3 2 59 

3 3 3 3 3 2 2 2 3 2 3 2 3 3 2 39 

3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45 

3 3 3 3 3 3 4 3 3 3 3 2 4 3 3 46 

4 4 4 4 4 3 3 3 3 3 3 3 2 3 2 48 

3 3 3 4 4 3 3 3 3 3 3 3 3 3 3 47 

5 5 5 5 5 5 4 5 4 4 4 5 5 5 5 71 

4 3 3 3 3 3 4 3 4 3 3 3 2 3 2 46 

3 5 4 4 4 4 3 3 4 4 3 3 3 3 3 53 

4 4 4 4 4 3 3 4 4 4 4 3 3 3 3 54 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 3 3 3 4 2 3 4 4 2 4 3 3 4 2 48 

3 3 3 3 3 3 3 4 3 3 3 3 3 2 2 44 

3 3 4 3 3 3 3 3 3 4 4 3 3 3 4 49 

3 3 3 3 3 4 4 4 4 4 4 2 3 3 3 50 

4 4 4 4 4 4 4 4 4 4 4 3 3 3 4 57 

4 4 3 4 4 4 4 4 3 4 4 4 4 4 4 58 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

3 3 3 4 4 3 3 4 4 3 4 2 3 3 2 48 

4 4 3 4 4 3 3 4 4 3 3 3 3 3 2 50 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
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5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 74 

3 3 4 4 4 3 3 3 3 3 5 3 3 3 2 49 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 2 58 

4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 57 

2 4 4 4 4 2 4 4 4 4 4 4 4 4 4 56 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

5 5 5 5 5 5 5 3 5 5 5 5 5 5 5 73 

4 3 3 4 4 3 3 4 4 4 4 4 2 2 3 51 

4 3 3 4 4 2 4 3 3 4 4 3 3 2 2 48 

 

 

Lampiran 6 Hasil Uji Validitas 

1. Hasil uji validitas variabel Word of Mouth marketing (X) 

Correlations 

 X1 X2 X3 X4 X5 X6 TOTAL 

X1 Pearson 

Correlation 

1 .521** .307** .470** .311** .173 .601** 

Sig. (2-tailed)  .000 .002 .000 .002 .091 .000 

N 96 96 96 96 96 96 96 

X2 Pearson 

Correlation 

.521** 1 .386** .461** .409** .423** .697** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 

X3 Pearson 

Correlation 

.307** .386** 1 .678** .608** .549** .797** 

Sig. (2-tailed) .002 .000  .000 .000 .000 .000 

N 96 96 96 96 96 96 96 

X4 Pearson 

Correlation 

.470** .461** .678** 1 .640** .575** .848** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 96 96 96 96 96 96 96 

X5 Pearson 

Correlation 

.311** .409** .608** .640** 1 .742** .819** 

Sig. (2-tailed) .002 .000 .000 .000  .000 .000 

N 96 96 96 96 96 96 96 
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X6 Pearson 

Correlation 

.173 .423** .549** .575** .742** 1 .765** 

Sig. (2-tailed) .091 .000 .000 .000 .000  .000 

N 96 96 96 96 96 96 96 

TOTA

L 

Pearson 

Correlation 

.601** .697** .797** .848** .819** .765** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 96 96 96 96 96 96 96 

**. Correlation is significant at the 0.01 level (2-tailed). 

2. Hasil uji validitas variabel Citra Rumah Sakit (Y1) 

Correlations 

 Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Jumlah 

Y1.1 Pearson 

Correlation 

1 .692** .545** .537** .525** .545** .782** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 

Y1.2 Pearson 

Correlation 

.692** 1 .678** .665** .649** .632** .877** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 

Y1.3 Pearson 

Correlation 

.545** .678** 1 .549** .573** .575** .807** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 

N 96 96 96 96 96 96 96 

Y1.4 Pearson 

Correlation 

.537** .665** .549** 1 .586** .675** .819** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 96 96 96 96 96 96 96 

Y1.5 Pearson 

Correlation 

.525** .649** .573** .586** 1 .633** .798** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 96 96 96 96 96 96 96 

Y1.6 Pearson 

Correlation 

.545** .632** .575** .675** .633** 1 .826** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

N 96 96 96 96 96 96 96 
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Jumlah Pearson 

Correlation 

.782** .877** .807** .819** .798** .826** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 96 96 96 96 96 96 96 
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Correlations 

 Y2.1 Y2.2 Y2.3 Y2.4 Y2.5 Y2.6 Y2.7 Y2.8 Y2.9 Y2.10 Y2.11 Y2.12 Y2.13 Y2.14 Y2.15 Totalan 

Y2.1 Pearson 

Correlation 

1 .807** .753*

* 

.631** .715*

* 

.665*

* 

.533*

* 

.527*

* 

.512*

* 

.600** .550** .593** .548** .561** .493** .761** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.2 Pearson 

Correlation 

.807*

* 

1 .874*

* 

.706** .754*

* 

.708*

* 

.588*

* 

.558*

* 

.558*

* 

.640** .593** .604** .660** .562** .569** .817** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.3 Pearson 

Correlation 

.753*

* 

.874** 1 .679** .707*

* 

.719*

* 

.595*

* 

.541*

* 

.544*

* 

.744** .721** .687** .728** .641** .631** .854** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.4 Pearson 

Correlation 

.631*

* 

.706** .679*

* 

1 .918*

* 

.700*

* 

.753*

* 

.683*

* 

.652*

* 

.641** .674** .719** .645** .686** .599** .852** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.5 Pearson 

Correlation 

.715*

* 

.754** .707*

* 

.918** 1 .694*

* 

.690*

* 

.689*

* 

.659*

* 

.636** .682** .672** .618** .667** .580** .850** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 
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Y2.6 Pearson 

Correlation 

.665*

* 

.708** .719*

* 

.700** .694*

* 

1 .717*

* 

.624*

* 

.679*

* 

.732** .681** .783** .760** .738** .747** .886** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.7 Pearson 

Correlation 

.533*

* 

.588** .595*

* 

.753** .690*

* 

.717*

* 

1 .738*

* 

.672*

* 

.706** .633** .733** .667** .692** .636** .831** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.8 Pearson 

Correlation 

.527*

* 

.558** .541*

* 

.683** .689*

* 

.624*

* 

.738*

* 

1 .649*

* 

.623** .564** .658** .565** .601** .540** .760** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.9 Pearson 

Correlation 

.512*

* 

.558** .544*

* 

.652** .659*

* 

.679*

* 

.672*

* 

.649*

* 

1 .653** .664** .614** .588** .607** .474** .758** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.10 Pearson 

Correlation 

.600*

* 

.640** .744*

* 

.641** .636*

* 

.732*

* 

.706*

* 

.623*

* 

.653*

* 

1 .720** .710** .653** .668** .654** .840** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.11 Pearson 

Correlation 

.550*

* 

.593** .721*

* 

.674** .682*

* 

.681*

* 

.633*

* 

.564*

* 

.664*

* 

.720** 1 .644** .722** .655** .594** .810** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 
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N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.12 Pearson 

Correlation 

.593*

* 

.604** .687*

* 

.719** .672*

* 

.783*

* 

.733*

* 

.658*

* 

.614*

* 

.710** .644** 1 .736** .869** .804** .882** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.13 Pearson 

Correlation 

.548*

* 

.660** .728*

* 

.645** .618*

* 

.760*

* 

.667*

* 

.565*

* 

.588*

* 

.653** .722** .736** 1 .794** .677** .840** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.14 Pearson 

Correlation 

.561*

* 

.562** .641*

* 

.686** .667*

* 

.738*

* 

.692*

* 

.601*

* 

.607*

* 

.668** .655** .869** .794** 1 .798** .858** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Y2.15 Pearson 

Correlation 

.493*

* 

.569** .631*

* 

.599** .580*

* 

.747*

* 

.636*

* 

.540*

* 

.474*

* 

.654** .594** .804** .677** .798** 1 .804** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

Totalan Pearson 

Correlation 

.761*

* 

.817** .854*

* 

.852** .850*

* 

.886*

* 

.831*

* 

.760*

* 

.758*

* 

.840** .810** .882** .840** .858** .804** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  

N 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 96 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Lampiran 7 Hasil Uji Reliabilitas  

1. Variabel Word of mouth marketing (X) 

 

 

 

 

 

2.  Variabel Citra Rumah Sakit (Y1) 

 

1. Variabel Loyalitas Pasien (Y2) 

 

 
 

Lampiran 8 Hasil Analisa Crosstab 

1. Variabel Word of mouth marketing (X) dengan Citra Rumah Sakit (Y1) 

 

X * Y1 Crosstabulation 

 

Y1 

Total Cukup Baik Baik Sangat Baik 

X Baik Count 0 11 15 26 

Expected Count .8 4.9 20.3 26.0 

% within X 0.0% 42.3% 57.7% 100.0% 

% within Y1 0.0% 61.1% 20.0% 27.1% 

% of Total 0.0% 11.5% 15.6% 27.1% 

Sangat Baik Count 3 7 60 70 

Expected Count 2.2 13.1 54.7 70.0 

% within X 4.3% 10.0% 85.7% 100.0% 

% within Y1 100.0% 38.9% 80.0% 72.9% 



79 
 

 
 

% of Total 3.1% 7.3% 62.5% 72.9% 

Total Count 3 18 75 96 

Expected Count 3.0 18.0 75.0 96.0 

% within X 3.1% 18.8% 78.1% 100.0% 

% within Y1 100.0% 100.0% 100.0% 100.0% 

% of Total 3.1% 18.8% 78.1% 100.0% 

2. Variabel Word of mouth marketing (X) dengan Loyalitas Pasien (Y2) 

 

X * Y2 Crosstabulation 

 

Y2 

Total Cukup Baik Baik Sangat Baik 

X Baik Count 8 7 11 26 

Expected Count 2.2 7.0 16.8 26.0 

% within X 30.8% 26.9% 42.3% 100.0% 

% within Y2 100.0% 26.9% 17.7% 27.1% 

% of Total 8.3% 7.3% 11.5% 27.1% 

Sangat Baik Count 0 19 51 70 

Expected Count 5.8 19.0 45.2 70.0 

% within X 0.0% 27.1% 72.9% 100.0% 

% within Y2 0.0% 73.1% 82.3% 72.9% 

% of Total 0.0% 19.8% 53.1% 72.9% 

Total Count 8 26 62 96 

Expected Count 8.0 26.0 62.0 96.0 

% within X 8.3% 27.1% 64.6% 100.0% 

% within Y2 100.0% 100.0% 100.0% 100.0% 

% of Total 8.3% 27.1% 64.6% 100.0% 
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Lampiran 9 Hasil Path Analysis WarpPLS 7.0 

1. Output Path Coefficients dan p values 

 

 

 

 

 

 

 

 

 

 

 

 

 

2. Output Standar errors dan effect size 
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Lampiran 10 Surat Uji Etik Penelitian 

 

 


