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ABSTRACT 

The decline in patient visits of general polyclinic at Sekarpuro Medical Clinic requires the clinic to have an effective 

marketing strategy. The strategy used is a marketing mix consisting of product, price, promotion, place, people, 

physical evidence, process, and customer service. The purpose of this study was to describe the marketing mix based 

on the perception of general patients so that later it can provide recommendations to increase visits and survive in the 

world of competition. This study used a descriptive method with a mix method approach, which was a combination of 

quantitative and qualitative. Data collection techniques used were observation, questionnaires, and interviews. The 

sampling technique was incidental sampling. The results showed that there were several aspects of the marketing mix 

with low answers to the Sekarpuro Medical Clinic compared to the Nayaka Husada Clinic 02. There were several 

recommendations for improvements to the Sekarpuro Medical Clinic, namely an increase quality of human resources, 

an additional type of service and procuring brochures or leaflets on information about it.  
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1. INTRODUCTION 

The existence of health care facilities is vital in 

national health development. Also, based on the 

regulation of health policy in 2015-2019, one of the 

contents is improving access to quality primary health 

services [1]. Based on the Minister of Health Regulation 

Number 9 of 2014 regarding Clinics, clinics are health 

care facilities that provide individual health services and 

provide primary and specialist medical services [2]. 

In Pakis District, Malang Regency, there are five 

health clinics, one of which is Sekarpuro Medical 

Clinic. The clinic is a pratama type private clinic and 

located on the Ampeldento Highway. Several health 

facilities in the Pakis Subdistrict area make the 

competition increasingly tight so that every health 

facility must utilize the right strategy to win the market. 

Patient satisfaction is the standard for service 

quality. The value of service quality of a health facility 

is not only determined by the administrator, but also by 

service consumers [3]. The increasing number of visits 

proves that health facilities is excellent because service 

consumers will choose high quality health facilities. The 

visit of general patients at Sekarpuro Medical Clinic in 

2018 decreased by 8% or 625 visits compared to 2017. 

In 2017, the period from January to August there was 

54% or 4,017 visits, while in 2018, the number 

decreased to 46% or 3,392 visits on the same period. 

This result indicates that Sekarpuro Medical Clinic 

requires to plan the right strategy to increase the visits 

of general patients and survive in increasingly fierce 

competition. 

One strategy used is the marketing mix. According 

to Sereikienė Abromaitytė (2013), the marketing mix is 

one of the strategies described to fulfill consumer needs 

and to achieve the company's marketing goals [4]. The 

marketing mix combines various aspects needed to plan 

and implement all marketing activities [5]. 

The purpose of this study was to describe the 

marketing mix based on the perceptions of general 

patients so that later it can provide recommendations to 

increase visits of general polyclinic patients and survive 

in the world of competition. 
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2. METHOD 

The method used was descriptive research with a 

mix method approach, namely research that combines 

quantitative and qualitative. There were two types of 

population, namely general clinic visitors and an 

informant, namely the in charge of the Sekarpuro Clinic. 

Data were collected through observation and 

questionnaires with 94 general polyclinic patients at 

Sekarpuro Medical Clinic and Nayaka 02 Clinic. 

The sampling technique used was non-probability 

sampling with incidental sampling techniques, which 

were those who happened to be discovered by the 

researcher and under predetermined inclusion criteria 

[6]. The inclusion criteria for respondents were visitors 

who had used services at Sekarpuro Medical Clinic or 

Nayaka Husada 02 Clinic at least once, aged 17 to 50 

years old, and were willing to fill out the questionnaires. 

Analysis of marketing mix data was carried out 

descriptively. Then, through the data, interviews with 

the person in charge of the Sekarpuro Medical Clinic 

was conducted. This action was intended to determine 

the strategic plan of the Sekarpuro Medical Clinic. 

Furthermore, the triangulation of sources was based on 

checking the data that had been obtained [6]. The results 

of the marketing mix findings and supported by the 

results of the interview can later be used as material for 

consideration for recommendations for improvements to 

the Sekarpuro Medical Clinic. 

3. RESULTS AND DISCUSSION 

The study began with a survey of health clinics in 

Pakis District. The result was there were five health 

clinics in Pakis District, including Sekarpuro Medical 

Clinic and Nayaka Husada 02 Clinic. The two clinics 

were private clinics, which were pratama clinics. 

3.1. Respondents Identification 

Based on the results of the study it can be seen that 

at Sekarpuro Medical Clinic and Nayaka Husada 02 

Clinic, most of the visitors were residents of Pakis 

Village, and were dominated by women aged 26-45 

years. Most visitors to Sekarpuro Medical Clinic 

worked as entrepreneurs, while at Nayaka Husada 02 

Clinic, the majority are housewives. Most of the income 

of Sekarpuro Medical Clinic visitors were less than Rp. 

1,500,000.00, while visitors to the Nayaka Husada 02 

Clinic were in the range of Rp. 1,500,000.00 to Rp. 

2,500,000.00. 

Most of the respondents were regular visitors, 

meaning that every time they get sick or have 

complaints, visitors will come to Sekarpuro Medical 

Clinic or Nayaka Husada 02 Clinic. Sekarpuro Medical 

Clinic was dominated by general visitors, while at 

Nayaka Husada 02 Clinic was dominated by BPJS 

visitors. Meanwhile, the informant in this study was the 

person in charge of the Sekarpuro Medical Clinic, 

namely dr. Sendhi Tristanti Puspitasari, M.Kes. She is 

one of the doctors at the clinic. 

3.2. Identification of the Marketing Mix 

The following is the result of the distribution of a 

questionnaire regarding visitors' perceptions of the 

Sekarpuro Medical Clinic compared to the Nayaka 

Husada 02 Clinic. 

3.2.1. Product 

Products are the main elements in the marketing mix 

in the form of goods or services offered by a company 

[7]. Products at health facilities are services. They 

include promotive, preventive, promotive, and 

rehabilitative services [8]. In the product indicator, there 

are four aspects studied, namely the obligation for 

additional types of services at the clinic, the suitability 

of services to the needs of the community, the presence 

of doctors, and the ease of obtaining drugs. 

Based on the results of data processing, on the aspect 

of adding the type of service, Sekarpuro Medical Clinic 

had a higher value than Nayaka Husada 02 Clinic, 

which was 3.35 compared to 3.28. However, the 

suitability aspect of services with the community needs 

of Sekarpuro Medical Clinic was lower than the Nayaka 

Husada 02 Clinic, which is 3.22 compared to 3.30. 

Likewise in the aspect of the presence of doctors, the 

value of Sekarpuro Medical Clinic was 3.44 while the 

value of the clinic of Nayaka Husada 02 3.50, and in the 

aspect of the ease of obtaining medicines the value of 

Sekarpuro Medical Clinic was 3.24 compared to 3.39 at 

the Nayaka Husada 02 Clinic. 

3.2.2. Price  

Price is one of the essential mixes of items because 

the price is considered to increase not only company 

profits, but also market share [4]. In health services, 

prices are usually not influenced by demand, especially 

in the category of care of particular patient groups [9]. 

In the price indicator, there are three aspects studied, 

namely the suitability of the service rates set for the 

services provided, the high prices set, and the 

affordability of drug prices. The value of each aspect 

was made as a comparison between Sekarpuro Medical 

Clinic and Nayaka Husada 02 Clinic. 

Based on the results of data processing, most aspects of 

the price indicator, at the Sekarpuro Medical Clinic 

were higher than the Nayaka Husada 02 Clinic. It was 

just that in terms of affordability of drug prices, 

Sekarpuro Clinic's value was lower than Nayaka Husada 

02 Clinic, which was 3.17 compared to 3.36. 
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3.2.3. Promotion 

According to Totok Sudarto (2011), promotion is a 

communication activity used to provide information, 

persuade or remind the public about the company's 

products [10]. In the promotion indicator, there are three 

aspects studied, namely the ease of the clinic promotion 

to be known by the public, the need for brochures or 

leaflets on the clinic information, and the placement of 

the clinic nameplate that are readily known to the 

public. 

Based on the results of data processing on the 

facilitation aspects of clinic promotion, Sekarpuro 

Medical Clinic had a higher  value  than the  Nayaka  

Husada  02  Clinic, which was 2.98 compared to 3.12. 

Whereas in aspects of brochures or leaflets necessities, 

the value between the two clinics was the same, namely 

3.19. In the placement of clinic nameplate that is easily 

known to the public, the value of Sekarpuro Medical 

Clinic was also higher than Nayaka Husada 02 Clinic, 

which is 3.29 compared to 3.24. 

3.2.4. Place 

According to Ratnasari & Aksa (2011), the place is 

"a combination of locations and decisions on 

distribution channels (related to where strategic 

locations and how to deliver services to customers)" 

[11]. In the indicator of place, there are four aspects 

studied, namely the convenience of the clinic locations, 

clinic rooms that make patients confused, spacious 

parking spaces, and cleanliness, neatness, and clinic 

comfortableness. 

Based on the results of data processing, the value of 

the convenience aspect of the clinic location at 

Sekarpuro Medical Clinic was lower than the value of 

the Nayaka Husada 02 Clinic, which is 3.39 compared 

to 3.41. In the aspect of the clinic room, which makes 

patients confused, the value of Sekarpuro Medical 

Clinic is also lower than the Nayaka Husada 02 Clinic, 

which is 3.30 compared to 3.31. In the aspect of the 

clinic room, which makes patients confused, the value 

of Sekarpuro Medical Clinic is also lower than Nayaka 

Husada 02 Clinic, which is 2.78 compared to 2.97. 

Similarly, aspects of cleanliness, neatness, and comfort 

of the clinic were also low compared to the Nayaka 

Husada 02 Clinic, which was 3.32 compared to 3.49. 

3.2.5. People 

The mix of people plays a vital role in service 

companies, especially during interactions with 

consumers [12]. In people's indicators, there are four 

aspects studied, namely the clarity of the doctor in 

conveying information related to the disease or 

complaint to the patient, information about the medicine 

delivered by the officer, the attitude of the skilled and 

skilled in serving patients, and service procedures that 

do not confuse. 

Based on the results of processing data values 

aspects of clarity of the doctor in conveying information 

to patients related to illness or complaints, at Sekarpuro 

Medical Clinic is lower  than the  value of Nayaka  

Husada 02  Clinic,  which  is 3.41 compared to 3.47. In 

the aspect of information about the drug delivered by 

the officer well, the value of Sekarpuro Medical Clinic 

is also lower than the Nayaka Husada 02 Clinic, which 

is 3.35 compared to 3.38. In the aspect of the attitudes 

of officers who are skilled and skilled in serving 

patients, the value of Sekarpuro Medical Clinic is also 

lower than Nayaka  Husada  02  Clinic,  which  is 3.33 

compared   to 3.40. Likewise, the aspects of service 

procedures that do not make confusion are also still low 

compared to the Nayaka Husada 02 Clinic, which is 

3.22 compared to 3.34. 

3.2.6. Physical Evidence 

Physical evidence plays an essential role in health 

services because it becomes an indication of the 

environment in which services are carried intangibly 

and where health facilities and patients interact [13]. In 

this indicator of physical evidence, what was examined 

was the politeness and neatness of the appearance of 

health personnel, the neatness of the clinic's room 

layout, and the cleanliness of the clinic which was 

always maintained. 

Based on the results of the processing data on the 

politeness and neatness aspects of the appearance of the 

clinic health personnel, the Sekarpuro Medical Clinic 

was higher than the Nayaka Husada 02 Clinic, which 

was 3.48 compared to 3.43. The neatness aspect of the 

clinic room layout, the Sekarpuro Medical Clinic value 

was also higher than the value Nayaka Husada 02 

Clinic, which is 3.33 compared to 3.29. Whereas, in the 

aspect of the clinic hygiene, the value of Sekarpuro 

Medical Clinic and Nayaka Husada 02 Clinic is the 

same, namely 3.39. 

3.2.7. Process 

The process is the whole of procedures, 

mechanisms, and habits until services are generated and 

delivered to consumers as well as policy decisions 

regarding consumer involvement and employee freedom 

issues [14]. In the process indicator, there are three 

aspects studied, namely the speed and accuracy of the 

services provided, the friendliness of the doctor in 

serving patients, and the courtesy and friendliness of the 

staff in assisting patients. 

Based on the results of data processing aspects of the 

speed and accuracy of the services provided to the 

Sekarpuro Medical Clinic are lower than the Nayaka 
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Husada 02 Clinic, which is 3.34 compared to 3.35. 

However, on the contrary, the aspect of doctor's 

hospitality in serving patients, the value at the 

Sekarpuro Medical Clinic is higher than the Nayaka 

Husada 02 Clinic, which is 3.48 compared to 3.40. In 

the third item, the courtesy and friendliness of the staff 

in assisting patients, the value of the two clinics is the 

same, which is 3.45. 

3.2.8. Customer Service 

Patient services are incorporated in the service 

marketing mix, which includes pre-transaction service 

activities, transactions, and post-transactions [11]. In the 

patient service indicator, the aspects studied were three, 

namely regarding the length of service transactions, the 

comfort of the waiting room, and the ease of payment 

procedures. 

Based on the results of data processing the value of 

the length aspect of the service transaction at the 

Sekarpuro Medical Clinic was lower than the Nayaka 

Husada 02 Clinic, which is 2.91 compared to 3.09. In 

the aspect of waiting room comfort, Sekarpuro Medical 

Clinic and Nayaka Husada 02 Clinic had the same 

value, which was 3.22. Whereas in the aspect of ease of 

payment procedures, the value of Sekarpuro Clinic was 

lower than Nayaka Husada 02 Clinic, which is 3.22 

compared to 3.27. 

3.3. Interview Results 

The interview was carried out with the person in 

charge of the Sekarpuro Medical Clinic. This activity 

aimed to find out the strategic plan of the person in 

charge of the clinic. Based on the results of the 

interview, that: 

 The person in charge of the clinic plans to add 

dentists, simple laboratories, and pharmaceutical 

establishments.  

 The person accountable for the clinic will carry out 

internal repairs first, such as human resources 

before stepping into the external part.Implementing 

activities in school  

 Promotion carried out at Sekarpuro Clinic is still a 

mouth- to-mouth system.  

4. CONCLUSION 

The six months voluntary community service 

provided a good chance for students to develop health 

program and to learn  engaging with community, but 

there is difficulty in managing volunteers. Voluntary 

action manager have to build good engagement among 

volunteers to ensure sustainability students participation 

and improve volunteers focus through discussing 

appropriate articles on managerial perspective of public 

health program in medical and public health journal. 

REFERENCES 

[1] Rachmat, R. H. (2016). Penguatan Upaya 

Kesehatan Masyarakat Dan Pemberdayaan 

Masyarakat Bidang Kesehatan Di Indonesia (p. 

9&14). Yogyakarta: Gadjah Mada University 

Press. 

[2] Kemenkes RI. (2014). Peratuaran Menteri 

Kesehatan Republik Indonesia Nomor 9 Tahun 

2014: pelayanan.jakarta.go.id/.../permen-

kesehatan- nomor-9-tahun-2014-tentang-

klinik.pdf, diakses 30 Oktober 2018  

[3] D'Cunha, S., & Suresh, S. (2015). The 

Measurement of Service Quality in Healthcare: A 

Study in a Selected: Retrieved from 

https://www.researchgate.net/publication/320243

462_The_Measurement_of_Service_Quality_in_

Healthcare_A_Study_in_a_Selected_Hospital 

[4] Išoraitė, M. (2016). Marketing Mix Theoretical 

Aspect: Retrieved from 

https://pdfs.semanticscholar.org/9797/876877e7d

32c1bd7f3b8ffc2dee91 bca1b2b.pdf  

[5] Khodaparasti, R. B., Aboulfazli, A., & 

Isakhajelou, R. (2015). Ranking The Most 

Effective Marketing Mix Elements On The Sales 

of Javid Darb Company Products: an AHP 

Technique: Retrieved, from 

https://www.jois.eu/files/JIS_Vol8_N2_Khodapa

rasti.pdf 

[6] Sugiyono. (2016). Metode Penelitian Kuantitatif, 

Kualitatif, R&D. Bandung: Alfabeta  

[7] Thabit, Thabit H., & Raewf, Manaf B. (2018). 

The Evaluation of Marketing Mix Elements: A 

Case Study. International Journal of Social 

Sciences & Educational Studies. doi: 

10.23918/ijsses.v4i4p100 

[8] Sreenivas, T., & Rao, U. S. (2013). A 

Comparative Study On Product Mix          in          

Corporate          Hospitals.          Retrieved

 from 

http://www.iracst.org/ijcbm/papers/vol2no12013/

9vol2no1.pdf   

[9] Supriyanto, S., & Ernawati. (2010). Pemasaran 

Industri Jasa Kesehatan. Yogyakarta: ANDI. 

[10] Yuliantine, T., Indasah, & Siyoto, S. (2018). 

Analysis of Marketing Mix Characteristics of 

Marketing Factor 7P (Product, Price, Place, 

Promotion, People, Process, Physical Building) to 

Patient Satisfaction of Inpatient Patient Hospital 

Advances in Health Sciences Research, volume 31

188

https://www.researchgate.net/publication/320243462_The_Measurement_of_Service_Quality_in_Healthcare_A_Study_in_a_Selected_Hospital
https://www.researchgate.net/publication/320243462_The_Measurement_of_Service_Quality_in_Healthcare_A_Study_in_a_Selected_Hospital
https://www.researchgate.net/publication/320243462_The_Measurement_of_Service_Quality_in_Healthcare_A_Study_in_a_Selected_Hospital
https://www.researchgate.net/publication/320243462_The_Measurement_of_Service_Quality_in_Healthcare_A_Study_in_a_Selected_Hospital
https://www.jois.eu/files/JIS_Vol8_N2_Khodaparasti.pdf
https://www.jois.eu/files/JIS_Vol8_N2_Khodaparasti.pdf
http://www.iracst.org/ijcbm/papers/vol2no12013/9vol2no1.pdf
http://www.iracst.org/ijcbm/papers/vol2no12013/9vol2no1.pdf


  

 

Muhammadiyah Ahmad Dahlan Kediri City. 

Retrieved from http://jurnal.strada.ac.id/jqph  

[11] Ratnasari, R. T., & Aksa, M. H. (2011). 

Manajemen Pemasaran Jasa. Bogor: Ghalia 

Indonesia.  

[12] Ahmad, A. M., Al-Qarni, A. A., & etc. (2013). 

The Impact of Marketing Mix Strategy on 

Hospitals Performance Measured by Patient 

Satisfaction: An Empirical Investigation on 

Jeddah Private Sector Hospital      Senior      

Managers    Perspective:     Retrieved from 

http://dx.doi.org/10.5539/ijms.v5n6p210 

[13]  V., N. R., V., N., & G., D. (2016). Retrieved Juni 

28, 2019, from An Empirical Study On 

Marketing Mix Strategies On Healthcare Services 

In A Tertiary Care Hospital: 

http://www.iraj.in/journal/journal_file/journal_pd

f/14-308- 148006705519-24.pdf 

[14] Sunyoto, D., & Susanti, F. E. (2015). In 

Manajemen Pemasaran Jasa.Yogyakarta: CAPS 

(Center for Academic Publishing Service).   

[15] Sundari, K. N., & Rao, V. N. (2017). Human 

Resource Management in Health     Care    Sector    

a Conceptual    Study. Retrieved from 

http://www.iosrjournals.org/iosrjbm/papers/Vol1

9- issue5/Version4/C1905041315.pdf  

[16]  Eltamo, M. M., & Sorsa, T. T. (2016). Marketing 

Mix Strategies and Hospital Performance-In Case 

of Wolaita Sodo University, Otona Teaching & 

Referral Hospital: Retrieved from 

https://pdfs.semanticscholar.org/daf1/3fa15ef397

d92bb0ff75c4607a4143 666583.pdf 

 

Advances in Health Sciences Research, volume 31

189

http://jurnal.strada.ac.id/jqph
http://dx.doi.org/10.5539/ijms.v5n6p210
http://www.iraj.in/journal/journal_file/journal_pdf/14-308-148006705519-24.pdf
http://www.iraj.in/journal/journal_file/journal_pdf/14-308-148006705519-24.pdf
http://www.iraj.in/journal/journal_file/journal_pdf/14-308-148006705519-24.pdf
http://www.iosrjournals.org/iosrjbm/papers/Vol19-
http://www.iosrjournals.org/iosrjbm/papers/Vol19-

