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ABSTRACT

Background. Market rivalry is getting fiercer both at the domestic level and internationally.
As a result, many private hospitals based on hospital business companies compete with one
another to win over clients by establishing objectives like offering first-rate facilities and
customer service.

Research Purpose. Determining the impact of facilities and service quality on private
hospital clients’ satisfaction was the aim of this study.

Research Method. This study uses quantitative statistics as its methodology, gathering data
via documentation, questionnaire distribution, and observation. The Accidental Sampling
approach was used by the author to sample the population. In this study, 80 respondents
made up the sample. Data quality testing, multiple linear regression analysis, hypothesis
testing, partial and simultaneous determination coefficient testing, and the classical
assumption test are the methods of data analysis that are employed.

Findings. Customer satisfaction is significantly impacted by both service quality (p=0.000)
and facility factor. Additionally, customer happiness is significantly impacted by both
facility factors and service quality.

Conclusion. Client happiness is significantly impacted by service quality, facility concerns,
and changeable facilities.
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BACKGROUND

Both domestically and internationally, market competition is getting tougher.
Therefore, many businesses compete with each other to win the hearts of customers in order
to achieve goals, such as providing excellent facilities and customer service. The tighter
competition that exists indicates that every company needs to strengthen its position by
improving and developing new concepts in managing its business, so that the company can
consistently develop and survive[1, 2]. In achieving customer loyalty, a service must also be
considered in order to know the extent to which the service has succeeded in meeting the
expectations, wants, and needs of the customer. This can be known from how customers use
the products and services offered, indicating that the company has succeeded in achieving
customer loyalty.

Currently, there are many companies that focus on the service sector, vehicle service
is one of the growing service industries, which every year pops up vehicle service services
so that this becomes a main factor of competition so and customers are interested in using
these services. Current and future hospital services are business-like, a type of socio-
economic health service effort, namely an effort which, although social in nature, attempts
to obtain financial benefits through professional management while paying attention to
economic principles [3].
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This is considered important for a private hospital in maintaining a good image in
the eyes of customers because considering that customers are assets; therefore, decreasing
customer satisfaction is not a problem that can be left without action to immediately fix it.
As a company engaged in vehicle repair services that interact directly with customers,
customer satisfaction must be maintained properly for the sustainability of the company's
business activities.

As for the problems regarding service facilities, namely the waiting room, which is
less comfortable for customers, and the design and lighting that are not harmonious, besides
that the cleanliness of the toilet is fairly poorly maintained, so that the state of such facilities
can cause uncomfortable customers and decreased customer satisfaction. In addition, another
problem related to service quality is the lack of supporting equipment in carrying out vehicle
repair services, and the completeness of spare parts needed by customers that which has an
impact on customers who have difficulty finding services to repair their vehicles. Both
problems in these variables result in a decrease in customer satisfaction.

In order for a company to be a winner in the competition, it must improve not only
the quality of its products but also the quality of its services. When the difference in product
quality between similar companies is getting smaller, the quality of service provided by a
hospital employee to its clients is the key to winning the competition. The success or failure
of a company is determined by its ability to provide services that satisfy customers. Clients’
satisfaction is important to win the competition. However, it is not impossible if the hospital
fails to provide the finest care possible to its clients[4]. The aim of this study was to
determine the impact of facilities and service quality on customer satisfaction.

RESEARCH METHOD

This type of research uses quantitative statistics, namely testing using data to prove
the hypothesis. Quantitative methods are research based on the philosophy of positivism,
which aims to study certain populations or samples, with random sampling and data
collection using instruments, and statistical data analysis[5]. The population in this study
was all customers of a private hospital in Surabaya City who came in December 2024. This
research took place in December 2024. The authors sampled the population along with the
Accidental Sampling technique and collected data using a questionnaire.

This study uses the Classical Assumption Test, including the Multicollinearity Test,
Normality Test, and the Heteroscedasticity Test. The normality test aims to determine
whether a data distribution is normal or not. Basically, the normality test compares the data
we have with data that has a normal distribution, with the same mean and standard deviation.
The normality test has the following criteria: if the significance value> 0.05, then the value
can be declared normal. If the significance value <0.05, then the value is not normally
distributed.

The purpose of the multicollinearity test, according to Ghozali, is to determine
whether the independent variable is also the dependent variable. If there is no association
between independent variables, then the variables are said to be orthogonal. A variable can
be deemed orthogonal if there is no association between the independent variables[6]. The
multicollinearity test has the following criteria: if the VIF value is <10, it can be stated that
the regression is free of multicollinearity. If the VIF value> 10, it can be stated that the
regression is not free of multicollinearity.
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FINDINGS

Based on the validity test with R-table 0.254, all statement items used can be said to
be valid, because R-count > R-table. The results of the reliability test above show that the
coefficient value a (Alpha) through the variables shows results with various values, as well
as the variable Cronbach's Alpha value> 0.60; thereforeThis study's measuring tool is
regarded as reliable. The regression equation in this study has met the normality test. This
shows that the residual distribution is normal. Therefore, the test results indicate that the
residual data is normally distributed and the regression model can be used in this study.

Table 1. Validity, Reliability, and Normality Test

Variable Symbol R-count Result
Facility Factors (X1) XI1.1 0.498 Valid
X1.2 0.412 Valid
X1.3 0.465 Valid
X1.4 0.439 Valid
X1.5 0.523 Valid
X1.6 0.453 Valid
X1.7 0.461 Valid
Service Quality (X2) X2.1 0.400 Valid
X2.2 0.430 Valid
X2.3 0.511 Valid
X2.4 0.595 Valid
X2.5 0.403 Valid
Customer Satisfaction Y.l 0.416 Valid
Y) Y.2 0.477 Valid
Y.3 0.481 Valid
Y.4 0.467 Valid
Y.5 0.520 Valid
Variable Symbol Cronbach’s Alpha Result
Facility Factors X1 0.844 Reliable
Service Quality X2 0.846 Reliable
Customer Satisfaction Y 0.764 Reliable
Kolmogorov-Smirnov Sig (2-tailed)= 0.210 Normal distribution

Table 2. Regression Test

Model Unstanda Coefficient Standardi t Sig. Colinearity
rdized s zed Statistics
B Std. Error Coefficien Tolerance  VIF
ts Beta
(Constant) 5.894 2.722 2.185 0.033
Facility Factors 0.271 0.085 0.284 2.547 0.014 0.833 1.201
X1)
Service Quality 0.428 0.102 0.468 4.196 0.000 0.833 1.201
(X2)

The test results on each variable in this model meet these assumptions. The Service
Facility variable (X1) has a Tolerance value (0.883> 0.10) as well as VIF (1.201 < 10), so
there is no multicollinearity. The Service Quality variable (X2) also shows a Tolerance value
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(0.883>0.10) and VIF (1.201 < 10), which means there is no multicollinearity. Overall, all
independent variables in this model fulfill the assumption of the absence of multicollinearity
according to the criteria. Therefore, this model can be applied for regression analysis without
the risk of distortion due to the strong linear relationship between the Customer Satisfaction
(YY) variables.

Multiple Linear Regression Analysis showed the regression equation based on
unstandardized coefficients is:

Y =5.894 +0.271X1 + 0.428X2
Based on the regression equation above, it is interpreted as follows:

a. Constant (5.894): If the value of Service Facilities (X1) and Service Quality (X2) is equal
to zero, then the predicted value for Customer Satisfaction (Y) is 5.894.

b. Service Facility (X1): The coefficient of 0.271 indicates that each one-unit increase in
Service Facilities can increase satisfaction by 0.271. This variable shows a Sig value. 0.014,
there is a significant influence on Customer Satisfaction.

c. Service Quality (X2): The coefficient of 0.428 shows that Customer satisfaction will rise
with each unit improvement in service quality by 0.428. This variable shows a Sig value.
0.000 is smaller than 0.05, which means there is a significant influence on Customer
Satisfaction.

Table 2 showed that the t-count of Facility factors (X1) is 2.547. Ho is rejected t-
count exceeds t-table (2.547> 2.002), it can be concluded that this matter shows that the
Facility factors (X1) partially has a significant effect on Customer Satisfaction (Y) because
t.sig (0.014) is less than 0.05 (o) so partially Facility factors (X1) has a positive influence on
Customer Satisfaction (Y). Based on t-count of Service Quality (X2) is 4.196. Ho is rejected
t-count exceeds t-table (4.196> 2.002) so it can be concluded that this matter shows that
Service Quality (X2) partially has a significant effect on Clients’ Satisfaction (Y) because
t.sig (0.000) is less than 0.05 () so partially Service Quality (X2) has a positive effect on
Customer Satisfaction (Y).

Table 3. ANOVA Test

Model Sum of df Mean F Sig.
Squares Square
Regression 139.573 2 69.787 17.925 0.000
Residual 201.677 77 3.538
Total 341.250 79

Based on the results of the regression test together (F test) in the table, the value of
Fhitung = 17.925 and Significance = 0.000. Because Fcount>Ftabel (17.925> 3.20), the null
hypothesis (Ho) is rejected. The significance value (0.000 < 0.05), which shows that the
results are statistically significant. Therefore, all independent variables in the model, Facility
factors (X1) as well as Service Quality (X2), simultaneously have a significant effect on
Customer Satisfaction (Y). In other words, the three variables, Facility factors (X1) as well
as Service Quality (X2), together make a meaningful contribution in explaining variations
in Customer Satisfaction (Y).
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DISCUSSIONS

Customer satisfaction is significantly impacted by both facility factors and service
quality. This research result is in line with the previous research that service quality has a
positive effect on customer satisfaction[7]. Customer satisfaction is a multifaceted construct
influenced by a variety of factors, ranging from tangible product attributes to intangible
service aspects[8]. It represents overall assessment of a product or service by a consumer,
determined by the extent to which their needs and expectations have been met.[9]. This
perception is inherently psychological and subjective, varying from person to person based
on individual experiences, expectations, and prior knowledge[10]. Consequently, businesses
must consider a wide range of factors when striving to improve customer satisfaction, as it
is a crucial indicator of performance and a key driver of customer retention and loyalty[11].

Customer satisfaction can be understood as a personal assessment that is greatly
affected and can be experienced in a variety of situations, connecting to both goods and
services. It is an emotional or cognitive reaction to a particular experience that is closely tied
to a person's expectations. Customer satisfaction results from comparing expectations with
the perception of the service received, with companies often using questionnaires to measure
it, including closed and open response options, or quality models[12]. Customer satisfaction
measurement is complicated by the fact that individual attitudes on quality vary greatly; what
one person considers outstanding quality, another may consider average[13].

In the realm of retail, the perceived quality of service plays a pivotal role in shaping
customer satisfaction, with satisfied customers more likely to become repeat purchasers and
brand advocates, contributing to an expanded customer base through positive word-of-
mouth.[14, 15]. Conversely, dissatisfied customers can lead to a significant loss, potentially
deterring numerous prospective clients, which underscores the critical need for businesses
to prioritize and maintain high levels of customer satisfaction by addressing the gaps
between expected and perceived service quality[16]. Delivering consistent service that aligns
with customer expectations is essential for achieving service quality. Customer satisfaction
is more than just a response to a product's or service's actual performance or quality. It is
significantly influenced by expectations developed prior to consumption, which can be
shaped by marketing communications, word-of-mouth referrals, and past experiences[17,
18]. These expectations act as a benchmark against which customers assess their real
experiences, and any discrepancy can affect their level of satisfaction. In essence, a
customer's decision to purchase services is frequently motivated by specific needs[15].

Service quality is not just about delivering a functional product, but also about
creating an overall positive experience for the customer. This experience encompasses
factors such as the attitude and behavior of service personnel, the actual setting in which the
service is provided, as well as the efficacy and efficiency of the service procedure[19].

There is a lot of research on how facilities and service quality affect client happiness,
particularly in the hospitality industry. Studies have shown that Customer satisfaction is
significantly impacted by service quality[20]. Similarly, according to studies, the link
between service quality and customer happiness, customer loyalty can be mediated[21].

This research is in line with previous research that customer satisfaction and
dependability have a substantial link[22]. Customer happiness and responsiveness have a
substantial link. Customer satisfaction and assured certainty are significantly correlated.
Customer satisfaction and empathy have a substantial link. Customer satisfaction and service
quality dimensions have a strong positive link, according to the correlation research that if
service quality improves, customer satisfaction should also rise.
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Several characteristics of high-quality services, including dependability, promptness,
assurance, and compassion, have a significant positive correlation with customer
satisfaction. This suggests that improvements in service quality can lead to increased
customer satisfaction. The physical environment and facilities play a crucial role in service
quality[23]. Tangible aspects of service quality are important indicators for users. Both
service and management quality have a positive effect on customer satisfaction. In the
context of hotels, factors like employee behavior, room facilities, and food quality can
influence customer satisfaction[24]. The factors that drive customer satisfaction can vary
between institutions and subject areas.

There are several suggestions in this study for private hospitals in order to increase
customer satisfaction. In Facility factors, the indicator “equipment is quite complete” gets
the smallest percentage of 4.30%. For future suggestions, private hospitals can pay more
attention to adequate equipment in order to achieve customer satisfaction. In Service Quality,
the indicator “Company employees have a guarantee to complete the service according to
the promised standard” gets the smallest percentage of 4.05%. For future suggestions, to
increase patient satisfaction, private hospitals should focus more on staff service quality.

CONCLUSION

The facility variable partially has a significant effect on customer satisfaction. The service
quality variable partially has a significant effect on customer satisfaction. Facilities and
service quality simultaneously have an influence on customer satisfaction.
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