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INTRODUCTION

Along with the social state of the people is insiag, the public is increasingly aware of the intpnce
of health, so that health problems for the peopke hecome a major requirement. Demand for heattfices has
increased rapidly, but the hospital has not bedm tabensure the quality of health services, sichartors often
late in coming, the patient had to wait a long titmeet service, yet provides a comfortable waitiogm, there is
no continuity of service, and so forth. There ditt many hospitals are not oriented to the neefithe patient
(consumer oriented). According Sulastomo (200@werrunisa (2008: 3), the halls of the hospitalitiwg room
and the cleanliness and order still memorable "deml’ and "chaotic”, and still found the difficulty parking. If
the customer ratings in the use of hospital sesvisehigh, it will push the consumer intention ®use the
hospital services. Conversely, if the customemgeiin the use of hospital services is low, it wdbuce the

customer's or patient's intention to re-use hokgéevices will decline (Ratnasari and Widianingr2@12).

Therefore, it is important for the hospital managemto bring the commitment and confidence
patients. According to Garbarino and Johnson (1,998 commitment and trust customers perceiveeassive
factors in the future relations". According Gueand Georges (2010), commitment and trust that tomes
shows the company's ability to create and develtmg-term relationship with the customer is veoncerned
with the ability and motivation of each individual

According Gummesson (2000: 17), Keegan, Moriartyp@ncan, 1995; and Guenzi and Georges (20
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"the relational marketing can encourage customglig’. Marshall (2010) argued that "loyalty witiégrease in line with
the increased commitment”. On the other hand, ttpyaill also increase with increasing confidendelarris and Goode,
2004; Patihawandana & Barnes, 2004; and Silverl2®@®4). Customer's intention to re-use the sameitabservices
(repurchase intention) is a form of behavior thmegged in response to the object, which is pathefprocess toward the
purchase action services (Simanjuntak, 2005: 2%. fEsponse of individual patients as recipientseofices the hospital
Islam is involved in determining success or failurechieving its mission hospital. Therefore, tiged for an assessment
of each patient in capturing services presented. adsessment can be known through the patientsibelin the future
after using the services of the hospital. Thusrtbed to do research on the effect of the commitraadtconfidence of
patients non BPJS the intentions treatment batiedovernment Hospital in Surabaya (Studies in R8$oetomo and
RSU Haji Sukolilo), in which the analysis result8l Wwe compared between patients from Hospital betSmo and RSU
Haji Sukolilo, so the results of this study are esed to provide recommendations for the improveroéhealth services

at government hospitals in order not to lose in petition with private hospitals.

According to Morgan and Hunt (1994) in Guenzi angof@es (2010) commitment is "a consumer's enduring
desire to continue a relationship with a serviggvjater accompanied by the willingness to Make Eff@t maintaining it",
that is the strong desire of a customer to contipuelationships with service providers is acconmgédiby a willingness to

maintain the relationship, where this is essentialrder to maintain the relationship.

Understanding the above, according to Liljander Rods (2002), implies a commitment by affectivdeetive
commitment) and the commitment by the behavior &vidral commitment) to the company. Simply put, el (2010)
stated that the commitment is built in a relatiopsh the desire to constantly maintain a meanihgflationship for both
parties. Dwyer et al., (1987), in Guenzi and Gesr@910) provide an understanding of the commitntieait a relational
continuous pledge that shows explicitly (expliat)hidden (implicit) for cooperation partners forchange. Geyskens et
al. (1996), and Guenzi and Georges (2010) expthiais"the commitment can be described as custoniemtation in the
long term through a business relationship basedmational ties between the two sides (both emolibnads) and in
return for the customer if a relationship will detnefits outweigh the customers stop that relatigns This commitment
that drives customers to make a purchase planmmmly known as the intention to buy (Guenzi anai@es, 2010).
Guenzi, Johnson and Costaldo (2009) states thafatter that most distinguishes a type of relatigmgs the trust and

commitment of each of the parties to continue titddband maintain existing relationships.

Day (1970) in Morgan & Hunt (1994) distinguishestveen commitment and loyalty, which increased
commitment will affect the increase loyalty. Commént is seen as a psychological or emotional boodstomer to a
company, so it is willing to establish long-terntat@®nship with the company. This is in contrasthathe loyalty which is

a positive action that has been performed by aboust due to the customer is committed to a firmr(etwal., 2011).

Customer commitments are determined by bond relati¢relational bonding) with service providers (Be
2000; Gwinner et al., 1998, in Liljander & R00s,02), by products (services) (Oliver 1999), and vather customers
(Oliver, 1999). In addition, customer commitmenth @so be measured in the form of a continuum rapgiom customer
relationship based on commitment is false to tawezan be shown by the relational bond which ic@eed negatively
(Liljander & Roos, 2002). Associated with relatibm@nds (relational bonding), then the bond is liier and act as a
binder subscribers to the service providers. Custerwho have affective commitment will continuehwtite purchase of a

service because they are "locked up" in a bond lhatbeen formed (Liljander & Roos, 2002). Relatldmond built
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service providers (employees) to the customer hae a major impact for the emergence of an ingrghsstrong
commitment from the customers (Berry, 1995 in HgAfurau et al., 2002). One important element far telational
marketing is trust (Malley et al. (1997). The redaship relational will be fostered if there isstyGwinner et al., 1998, in
Liljander & Ross, 2002; and Sheth & Parvatiyar, @0@&nd a trusted relationship can not be builheuit the confidence
of each party (Liljander & Ross, 2002). Trust ig tihesire to entrust something to someone else whde trusted. It
arises from the services of competent, consistemest, and provide services equitably to custonidobnson and

Grayson, 2000, in Liljander and Roos, 2002).

According to several understanding of the trusljdate the emphasis is on the importance of tRestty service
providers should be able to be viewed by custorasrthe trusted, so as to establish a relationghiplational meaning
and value to customers (Malley et al., 1997), iitding long-term relationships (Berry, 1999, injaihider & Roos, 2002 ;
Hennig-Thurau et al., 2002; and Morgan & Hunt, 19%arketing effectiveness depends on the manageseevices are

based on trust since most customers will plan todauvices based on experience.

Finally, the trust will provide benefits for the stamer (for example, the efficiency of relationghlyy reducing
transaction costs) that fosters the emergence ofnibment and loyalty of these customers to a serpeovider
(Garbarino & Johnson, 1999; Hennig-Thurau et a02 and Morgan & Hunt, 1994). With increasing ouser

commitment, then according Ratnasari and PrasaDj2@ill increase the confidence of customersenfige providers.

Definitions according to Schiffman and Kanuk (200#:3) "is a re-purchase intention of consumers éan
encourage their willingness to repurchase the misdthat have been bought. There are two typesvoftypes of
purchases made by consumers. First, a trial puecltamsumer purchases made at first, can be ckabs#s the
investigation stage. Second, repeat purchase, vwddchrs when there is a match between the expaucsatif buyers of
products with a performance that thought buyersttier product, thus giving birth to a positive respe According to
Kotler and Keller (2011: 207), "purchase intenttora brand as a buyer of attraction to a brandymbthat can move the
desire to buy and will be able to move the actwfibhg a product that is informed. Intention (infen) is the motivational
factors that influence behavior. Thus, re-purchasention is the desire of consumers to purchageoduct based on

previous buying experience.
Thus, repeated measurements purchase intenticagtybination of several theories above are:

» The re-purchase intention can be seen in consuwigssremembered with a certain shopping when in refed

specific products they want (Chamhuri, 2009).

* The willingness of consumers to buy back a prodoct place that provides services in accordancé wit

expectations (Ling et al., 2010).

e The willingness of consumers to buy a product ig amount and increasing the frequency of purchdsbeo

product in a place that is favored (Hellier et 2003).
e The desire to buy back a product is one form ofrétigion professed keistigomahan (Tasmara, 2082).2
RESEARCH DESIGN

The research design used in this study is the apprquantitative. In this study used the analy§ithe causal

relationship, namely how one variable affects cleanig other variables (Indriantoro and Supomo, 1988). Variables
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used in this study include (1). exogenous variabtegable patient commitment (X), and (2). endogeneariable patient
trust (Z) and intentions check back (Y). Measureinseale for all three variables with each dimensisimg Likert scale.

RESULTS

Structural Model

This model of structural phase aims to determinethér there is influence between variables. TemtSet! out

using t-test. Variable is said to have effectiff greater than t table. t table in this study 1,96

Results inner calculation models for Hospital Dse®mo can be seen in Figure 1 below.

‘ perct H perc2 H percd H percd |

Kepercayaan

Komitmen Nit Hembal

Figure 1: Structural Model Test at RSUD Dr. Soetomo
SourcResearch Data

Inner modelat RSU Haji Sukolilo is below :

‘ perc 1 H perc H perc 3 H percd ‘

Kepercayaan

Niat Kembali

Figure 2: Structural Model Test RSU Haji Sukolilo
SourceResearch Data

Here is the estimated value of each - each goadiaekhip between the study variables at HospitalSdetomo
and RSU Haji Sukolilo.

Table 1: Coefficient Value Estimate Inter VariableData on
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Hospital Dr. Soetomo and RSU Haji Sukolilo

Koefisien Estimate

RSUD RSU Haji
Dr. Soetomo| Sukolilo
Trust -> Repurchase Intention 0.255327 0.033774

Commitment -> Trust 0.805906 0.786043
Commitment -> Repurchase Intentipn 0.444293 0.66747
Source: Research Data

Variable’s Relationship

Table 1 Based on the above it can be interpretdallass:

 The amount of the estimated coefficients of trasthie intentions of treatment back at Hospital Bwetomo is
0.255327 and the RSU Haji Sukolilo is 0.033774. Thefficient is positive that if further enhancedst the

higher the intention to come back. Conversely thveel the trust then the lower the intention to cdraek.

* The amount of the estimated coefficients of a commeint to the belief was 0.805906 on Hospital DretSmo
and 0.786043 at RSU Haji Sukolilo. The coefficienpositive that if further enhanced commitmeng tigher

the confidence. Conversely the lower the commitntieen the lower the confidence.

e The amount of the estimated coefficients of comraiibto the intention of re-treatment is 0.444298laspital
Dr. Soetomo and 0.667474 at RSU Haji Sukolilo. Thefficient is positive that if further enhancedrouitment,
the higher the intention to come back. Converdetylbwer the lower the commitment of the intentiorcome
back.

To ascertain whether there is a direct influenem tfested by t test. The test results is as follows

Tabel 2: Assessment of the Effect among Variables a
Hospital Dr. Soetomo and RS Haji Sukolilo

. . . RSUD Dr. Soetomo RSU Haiji Sukolilo
Variable’s Relationships
t Keterangan t Keterangan
Commitment -> Trust 23,234 Ho Rejected 17,92283 Rejected
Trust -> Repurchase Intention 1,801 Ho Accepted 3@521| Ho Accepted
Commitment -> Repurchase Intention 3,120 Ho Regecte 5,792289) Ho Rejected

Source:Research Data
Table’s Analysis at RSUD Dr. Soetomo

» There is a significant impact on the trust's committ to the value of t 23.23402> 1.96. With thessuits, the

research hypothesis is accepted as true.

e There is no significant effect of confidence in theentions of re-treatment with t value 1.800551196. With

these results, the research hypothesis is not teztep true.

e There is a significant effect of treatment intentmmmitment to return the t value 3.119801> 1\W&h these

results, the research hypothesis is acceptedas tru
Table’s Analysis at RSU Haji Sukolilo

» There is a significant impact on the trust's commeitt to the value of t 17.92283> 1.96. With thesmults,
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the research hypothesis is accepted as true.

e There is no significant effect of confidence in tihéentions of re-treatment with t value 0.230691.96.

With these results, the research hypothesis isca#pted as true.

* There is a significant effect of treatment intentmommitment to return the t value 5.792289> 1\86h

these results, the research hypothesis is accaptede.
DISCUSSIONS

Based on the goodness of fit to the model HospitalSoetomo higher than the RSU Haji Sukolilo,ahde said
that the model of the Hospital Dr Soetomo bettemplementing the commitments and beliefs influeageatient against
the patient's intention to re-treatment. Thus it ba seen that the Dr Soetomo Hospital patients hahvigher commitment
and a higher level of confidence in the servicewigied by the medical team so that it can affeetghtient's intention Dr

Soetomo Hospital for treatment back.

There are Differences in the Effect of the Patiens’ Commitment to Non BPJS Beliefs Regarding Healthe&8vices
Hospital Dr. Soetomo and RSU Haji Sukolilo

e RSUD Dr. Soetomo

Patients Non BPJS Hospital Dr. Soetomo, theresig@ificant impact on the commitment to trust witie value
of t 23.23402> 1.96. With these results, the redehypothesis is accepted as true.

* RSU Haji Sukolilo

Patients Non BPJS RSU Haji Sukolilo, there is aificant impact on the commitment to trust witle thalue of t
17.92283> 1.96. With these results, the researgiothgsis is accepted as true. Thus, differencetheneffect of
commitment to patient confidence both in the Hadditr Soetomo and RSU Haji Sukolilo that does re@ns difference
sigifikan, indicates that the research resultscaresistent with the theory that a strategy purduethe company should be
able to communicate effectively, who can adoptimynms of connections made by the customer, and asolzhd
reputation (Adamson, Chan, and Handford, 2003aliinthe trust will provide benefits for the custer (for example, the
efficiency of relationships by reducing transactmosts) that fosters the emergence of commitmeti@yalty of these
customers to a service provider (Garbarino & Johnd®99; Hennig-Thurau et al., 2002; and Morgan ént] 1994).
With increasing customer commitment, then accordRagnasari and Prasad (2010), will increase custamefidence

from service providers.

There are Differences in the Effect of Trust in thdntentions of Non BPJS Treated Patients Returneda The
Hospital Dr. Soetomo And RSU Haji Sukolilo

e RSUD Dr. Soetomo

Patients Non BPJS Hospital Dr. Soetomo, there arsignificant influence trust in the intention @-treatment
with t value 1.800551 <1.96. With these results,rssearch hypothesis is not accepted as true.

* RSU Haji Sukolilo

Patients Non BPJS RSU Haji Sukolilo, there are igmiicant influence confidence in the intention -
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treatment with t value 0.230691 <1.96. With thessults, the research hypothesis is not acceptedeas

Thus, differences in beliefs that do not affeet ithtention of the patient Non BPJS for treatmexutikoeither to the
Hospital Dr Soetomo and RSU Haji Sukolilo that does seem difference sigifikan, showed that thelltef this study
do not fit with the theory that party service prbetis should be able to seen by customers as stediLso as to establish a
relationship of relational meaning and value tot@neers (Malleyet al.,1997), in building long-term relationships (Berry,
1999, in Liljander & Roos, 2002; Hennig-Thurau ¢t.,a2002; and Morgan & Hunt, 1994). Marketing etfeeness
depends on the management services are based ginsinge most customers will plan to buy servicased on
experience. Trust is the belief in the mind of thistomer to a service provider that is reliable laasl integrity. Trust is the
desire to entrust something to someone else whbedrusted. It arises from the services of compgt®nsistent, honest,

and provide services equitably to customers (Jahasd Grayson, 2000 in Liljiander and Roos, 2002).

However, the results of this study indicate thatignts with non BPJS when planning treatment hackhe
hospital, is due to the commitment is seen as ehgdggical or emotional bond a customer to a compsm it is willing to
establish long-term relationship with the compadf/course it is different from the loyalty whichaspositive action that
has been performed by a customer due to the cusismemmitted to a firm (Hur et al., 2011). Thésdvident from the
majority of respondents, namely non BPJS patierite went to the hospital due to the company theykwaas been
recommended to go to the Hospital Dr. Soetomo dd Rigji Sukolilo. Could be, when patients with noRES have the

intention to hospital treatment Grha Amerta, widlvl causes other references such as the trustiehtsa

Therefore, based on the results of this studpatients with non BPJS, things that can increasemgarust Non

BPJS to go to the Regional General Hospital Dri@&ue is as follows:
» Establish good relationships with the hospitalsSixetomo in order to return to the hospital foatngent
* Recommendations from friends work together, with eélkperience of physicians and nurses
» Service and health facilities should be given lvette
e Clarity and drug administration to be purchased
e Maintaining the service has been good, serviceas@nd nurses and employees is good for the patien

e Many families ker rs ud ill treatment, referralerr health centers close to home, many friends alidagues

who recommended to the Hospital Dr. Soetomo
* The service is good enough for an experienced dacit national level
» Getting along with physicians, in terms of servicel responsiveness doctors
* Hospital Dr Soetomo not recruit doctors who hay®ar track record.

Based on the research results, according to pat@nBPJS, things that can increase patient trastBPJS to go
to the General Hospital Haji Sukolilo are as follovBased on the research results, according teraton BPJS, things

that can increase patient trust Non BPJS to gbhed@eneral Hospital Haji Sukolilo are as follows:
* Increased professionalism

» Existing programs plus
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e While maintaining good services

» Honesty and professionalism in work please improved

» Power beg more medical professionals

* The Ministry of Administrative and pharmaceuticalaot get delayed

» Ease of access to health care in RSU Haji Suktiiiough the services provided by RSU Haji Sukolilo
» The leisure facilities and security provided by R8&ji Sukolilo

* While maintaining its services, it should be givenpatients with non BPJS special services mora thase
BPJS

e Improving the quality of doctors
* The RSU Haji Sukolilo should keep his good namelgosing a qualified physician not to happen matice.

There are Differences in the Effect of the Patiens Commitment to Non BPJS Intention of Returning toThe

Hospital for Treatment Dr. Soetomo and RSU Haji Subklilo
* RSUD Dr. Soetomo

Patients Non BPJS RSU Haji Sukolilo, a significdifference commitment to the intention of re-treatrhwith t
value 3.119801> 1.96. With these results, the rebeaypothesis is accepted as true.

* RSU Haji Sukolilo

Patients Non BPJS RSU Haji Sukolilo, a significarftuence commitment to treatment intention backhwti
value 5.792289> 1.96. With these results, the rekdaypothesis is accepted as true.

Thus, differences in the effect of commitment te ithtention of the patient Non BPJS for treatmexukoeither to
the Hospital Dr Soetomo and RSU Haji Sukolilo taes not seem difference sigifikan, indicates thatresearch results
are consistent with the theory that Dwyer et dl98(F, in Guenzi and Georges, 2010) provide an staleling of the
commitment that a relational continuous pledge shatvs explicitly (explicit) or hidden (implicitpf cooperation partners
for exchange. Geyskens et al. (1996, and GuenziGeuiges, 2010) explains that the commitment caddseribed as
customer orientation in the long term through aifmss relationship based on emotional ties betwleeitwo sides (both
emotional bonds) and in return for the customer iiélationship will benefit the greater than thoastomers to stop these
relationships (Geyskens et al., 1996; and Hennigrdin et al., 2002). This commitment that drivest@uers to make a

purchase plan or commonly known as the intentidoup (Guenzi and Georges, 2010).

Guenzi and Johnson (2009) states that the facairmiost distinguishes a type of relationship is tilust and
commitment of each of the parties to continue tibdband maintain existing relationships. This is@aaling to Guenzi and
Georges (2010) that the commitment in a relatignshin be successful only if a relationship is seea valuable thing. In

addition, related parties also want a relationshaat is not limited to certain times, and tryingkeep the relationship.

Based on these results, it can be seen a few tttiagjgould improve patient intent Non BPJS foatneent back

to the District General Hospital Dr. Soetomo namely
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Doctor friendly and kind and professional

Services obtained good

Facilities and completeness of the tool is good

Always improve service quality hospitality meditahm

Recommendations of patients either alone or expegié experience of others
Continue to improve better, service and qualityell as good infrastructure

Good service and professional doctors, becausepdiient himself who wants hospitalized in Hospibxd

Soetomo
The best and complete medical equipment and piofedsm of physicians in treating patients

The response of physicians who provide servicethatHospital Dr Soetomo always good and right, st t

patients feel satisfied
There should be an appreciation for loyal patients
Improve the quality of service and facilities anérastructure that exist in hospitals Dr. Soetomo.

In addition, based on these results, we can knavgshthat could improve patient intent Non BPJStfeatment

returned to General Hospital Haji Sukolilo are @ofvs:

Making Sukolilo Haji General Hospital No. 1 (best)Surabaya
Services are awake and satisfying
In terms of medical action must be swift and preciarther enhanced all aspects

If possible, there should be a better change froenéxisting facilities in hospitals, through impies upon
previously never had health services, with the @eldnd experience of family or relatives and freemého've
been to RSU Haji Sukolilo.

Services maintained its quality
Presenting and designing RSU Haji medical nuaneddslamic Sukolilo
Determination of price / cost of medical servicHeralable

Improving the quality of services provided by dosto

CONCLUSIONS

Dr Soetomo Hospital patients have a higher comnritraed a higher level of confidence in the servipesided

by the medical team so that it can affect the ptientention Dr Soetomo Hospital for treatmerdiagbut the difference

between the influence of variables that occur enghtient's perception Hospital Dr. Soetomo wittUR®ji Sukolilo not

seem significant. Furthermore, in patients HositalSoetomo and RSU Haji Sukolilo, it appears thatcommitment of

a significant effect on trust, commitment signifitlg influence patient treatment intention backt the confidence of
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patients does not significantly influence the iti@m of returning to the hospital for treatment.
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