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Abstract – This study builds on finding out and analyze 

patient contentment at the DKT clinic in Nganjuk-East Java 

especially on Service Quality and CRM. The initial sample 

consisted of DKT Nganjuk  Health Clinic patients on April-May 

2019 with 96 respondents. The design of the questionnaire was 

informed by data observations and questionnaires so that 

accurate data was obtained, then from the collected data testing 

validity and reliability, followed by multiple regression analysis, 

simultaneous and partial hypothesis testing and coefficient of 

determination. From the analysis of the results of the first 

hypothesis stating that service quality has a significant impact on 

patient contentment is accepted, as evidenced by the value of t 

count 2.339> 1.98 t table and its significance 0.18 <0.05. The 

results of testing the second hypothesis which states that CRM 

has a significant impact on patient contentment is accepted, 

proved  by the value of t arithmetic 4.852> 1.96 t table and its 

significance 0.00 <0.05. The results of testing the third hypothesis, 

namely service quality and CRM simultaneously have a 

significant impact on patient contentment received by the 

calculated f value of 67,654> 3,080 f tables and significance of 

0.00 <0.05. 
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I.  INTRODUCTION  

Contentment is a feeling of pleasure or 

disappointment as the results of comparing the performance of 

a product or service that is felt with expectations [1]. 

Consumer contentment is one of the important values in 

providing a service,  one of the service providers is a health 

service or consumers are called patients. With the many health 

care providers, patients have many choices to obtain services 

that are in accordance with what they need starting from 

public and private hospitals and clinics. The better quality of 

service will be followed by the higher contentment felt by 

patients [2].Comprehend the patients needs and desire in an 

crucial thing that impact the patient contentment. Contentment 

of the patient are very precious assets because if the patient are 

contentment they will stay along to use their chosen service,  

but if patients feel uncontended,  they will tell others  about 

their bad experiences. Creating patient contentment, hospitals 

must create and manage a system to obtain more patients and 

the ability to maintain their patients. Patient contentment is 

influenced by many things, including service quality [3] and 

customer relationship management [4].Service quality is an 

obligation carried out by the company to maintain customers 

and still get the trust of customers. The quality of health 

services is the degree of fulfillment of professional standards 

in patient care and the realization of the results expected by 

the profession and patients regarding services, diagnoses, 

therapies, procedures or clinical problem solving actions 

Service quality has a gap model introduced by 

Parasuraman et al. [5] which is formed by 5 dimensions 

namely tangibles, reliability, responsiveness, assurance, and 

empathy [6]. The fifth is used to measure the good or bad the 

quality of services provided to consumers. In addition to 

service quality, CRM also affects patient contentment [7], 

CRM (customer relation management) is a process of 

managing information about the details of the process of 

managing detailed information about each customer and  

managing detailed information about each manager of all 

customer "touch points" carefully to maximize customer 

loyalty because each patient has different characteristics in 

feeling the impression so that there needs to be a way so that 

good relations between the clinic and the patient can be 

interwoven well [8]. 

The DKT Clinic in Nganjuk is one of the government-

owned health clinics in Nganjuk, East Java. The DKT clinic is 

always improving the quality of services to achieve the 

expected target. Many efforts are made by building clinical 
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buildings, adding health facilities, BPJS services but  no 

inpatient place and specialist doctors up to now  to provide the 

best care to patients. From the description above, the purpose 

of this study was to analyze the impact of Service Quality and 

Customer Relationship Management on patient contentment 

(Case studies on general poly in the DKT Health Clinic 

Nganjuk) simultaneously. 

II. LITERATURE REVIEW 

Some literature that underlies this research is carried out, 

namely: 

The research of  Pamungkas, et al. [9] states that "the 

better quality of services provided, the higher the level of 

patient contentment. The quality of health care services affects 

patients in using services. To meet patient contentment, the 

quality of health services is very important to be managed 

well, with good quality health care, patients will certainly feel 

satisfied. Then,  Kartikasari, et al. [10] states that "Quality of 

service is adequate expectation, customers will be happy and 

assess service quality is high so as to create customer 

contentment towards service providers and vice versa, if the 

quality of services received is not in line with expectations of 

customers will assess the service is not qualified so that 

customers feel dissatisfied ". Research by Nasrabad [11] found 

that "CRM systems are a strategic system for gathering 

customer needs and behavior to lead to strong relationships 

with them. Finally, a strong relationship with customers is the 

key to business success, where CRM consists of three main 

parts: Management, customers and relationships. 

Research conducted by Hajikhani, et al. [12] states that "to 

improve customer relationship management, all areas must go 

further in the same ways. In addition, human resources and 

functions are regarded as the most important dimensions of 

patient contentment and loyalty. Therefore it can be concluded 

that for implementing CRM, the first manager must focus on 

human resources and the process of providing services. 

However, in the long run, they must know that improvement 

in these two dimensions require strong support from 

knowledge management, information technology and 

appropriate organizational structures ".On the basic of the 

research goal, the framework of thinking can be described as 

follows: 

 

Figure 1 

 
 

From the picture of the framework above can be obtained 3 

hypotheses in this study, among them, are as follows: 

H1: Service quality has a significant impact on patient 

contentment in DKT Health Clinic Nganjuk . 

H2: Customer Relationship Management has a significant 

impact on patient contentment at DKT Health Clinic 

Nganjuk. 

H3: Service Quality and Customer Relationship management 

have a significant impact on clinical patient contentment 

at  DKT Health Clinic Nganjuk 

 

III. METHOD 

The initial sample consisted of the population at DKT 

Health Clinic on  April-June 2019 with  uncertain number of 

sample by using he formula from Wibisono to obtain a sample 

of 96 respondents [13]. In obtaining data, observation and 

distribution of questionnaires were carried out to each patient 

treated at the clinic. Questions given to respondents, among 

others, regarding responsiveness are a response / alertness of 

employees in helping consumers and providing fast and 

responsive services. Reliability is a capability to fulfill 

promise service. accurately and reliably. Assurance is the 

capability of employees to understand  the product properly, 

quality, hospitality, politeness,  politeness in  services, 

expertise in providing information and ability to keep the 

consumer believe in the company. Empathy is the ability of a 

company to give individual or personal attention to investors. 

Tangibles (physical abilities) are a form of physical 

appearance, personal equipment, communication media and 

other things of a physical nature. Strategy, Segmentation, 

Technology and Process. Suitability of expectations, 

convenience obtained by the patient and the patient's 

willingness to recommend to others. 

The next stage is after the data is collected, the validity test 

is done, namely comparing the value of r count with r table 

where if the value of r count> r table then the item is said to be 

valid and the reliability of the questionnaire is done by looking 

at the value of Cronbach’s alpha, if the value is> 0.6 then item 

it's reliable. Next is a multiple regression analysis, hypothesis 

testing is done by F test where if the value of F count> F table 

and its significance <0.05, the hypothesis is accepted, as well 

as the F test, the testing criteria are accepted if the value is T 

count and significance <0.05 accepted and the coefficient of 

determination is done to determine the influence of service 

quality and CRM on Patient Contentment where if the value is 

close to 1 it is said to be good, but if it approaches 0 then it is 

not good. 

   

IV. DISCUSSION 

A. Test Validity and Reliability 

Based on the data obtained from respondents consisting of 
66 men and 40 women, the results of validity testing are 
presented in table 1 as follows: 
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From table 1 above, the results show that all items in the 

questionnaire are declared valid because they have a 

calculated r value> 0.189 (r table). Then the questionnaire 

reliability test was held  to see if the questionnaire was 

declared reliable. The test results show in table 2 as follows: 

 

 

 

 

 

 

From the table above it can be concluded that all variables 

have alpha Cronbach’s values above 0.6 so that the results 

show that all questionnaires are declared reliable. 

 

B. Test the Hypothesis 

Hypothesis testing is done in 2 ways, namely simultaneous 

and partial testing. To test the hypothesis  (H3) using the f test 

presented in table 3 as follows 

   

 

 

 

 

 

 

 

 

 

 

Related with the testing of multiple linear regression the 

results obtained that the F value is 67,654> F table 3,080 and 

the significance of f count 0,000 <0,05 so that the results of 

the analysis can be concluded that the third hypothesis (H3) 

states that service quality variables and CRM together- the 

same has a significant impact on patient contentment at the 

clinic DKT accepted. 

The next step for testing hypotheses separately can 

be checked in the table below: 

 

 

 

 

 

 

 

 

 

 

 

 

Based on the testing of multiple linear regression, the 

result is that the value of t count variable service quality is 

2,394> t table 1,98 and the significance of t count 0,018 <0,05 

so that the results of the analysis can be concluded that the 

first hypothesis (H1) states that the service quality variable 

and CRM jointly had a significant impact on patient 

contentment in the clinically accepted DKT clinic. 

Next for the value of the CRM variable count is 4.852> t 

table 1.98 and the significance of t count 0.000 <0.05 so that 

the results of the analysis can be concluded that the second 

hypothesis (H2) states that CRM has a significant impact on 

patient contentment at the Nganjuk DKT Clinic be accepted. 
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Coefficient of determination 

 

 

 

 

 

 

 

Based on the output table above, it is known that the 

coefficient of determination is 0.558. This number implies that 

service quality variables (X1) and CRM (X2) simultaneously 

influence the patient contentment variable by 55.8%, while the 

remaining 44.2% is impacted by other variables not examined 

in this study. 

 

V. CONCLUSION 

Service quality has a significant impact on patient 

contentment at the clinic. The result shows the testing that 

shows positive and significant results, where the better quality 

of services available in by the DKT clinic , patient 

contentment will also increase. These results is supported the 

research of Suryawati & Chriswandari [14] and Yulia [15] 

where the better the quality of service, the higher the 

contentment felt by patients. 

CRM provides a significant influence on the contentment 

of patients in clinical clinics, because based on testing 

obtained positive and significant results. This is suitable with 

the study of Nasrabad, et al. [11] and Zoni [16], where the 

better the application of CRM will be the higher the 

contentment felt by patients. In addition, the value is greater 

than the quality of service to maximize patient contentment, it 

is important to improve the quality of services that are perfect. 
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