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ABSTRACT 

Surabaya Medical Service Hospital has problems in implementing the hospital promotion program which is 

less effective, which is only known and felt by 56% of the total respondents who use services at Surabaya 

Medical Service Hospital. The aim of this research is to determine the priority order of available alternative 

strategies using the Analytic Hierarchy Process to increase the effectiveness of promotional program 

strategies at the Surabaya Medical Service Hospital. This research uses a cross sectional method with a mixed 

method approach which combines qualitative and quantitative approaches. This research sample consists of 

two categories, visiting patients and marketing management at the Surabaya Medical Service Hospital. The 

research was conducted in the period November – December 2023. Research data, both qualitative and 

quantitative research are processed and then analyzed using descriptive analysis. The analytic hierarchy 

process procedure consists of 2 parts: prioritizing criteria factors that influence alternative choices and 

assessing through scoring and weighting to produce score levels. The results of this research show the 

identification of internal factors including the management of tangible assets and intangible assets. In the 

customer factor, it was found that the main references regarding hospital services came from family or 

neighbors. The promotional strategy determined by the Surabaya Medical Service Hospital is by 

implementing a promotion mix through direct marketing, advertising, public relations and personal selling. 

The results of weighting the promotional strategy criteria for the Surabaya Medical Service Hospital were 

availability of key informants (0.586), reach (0.228), costs (0.101), completeness of information (0.085). 

Then, the alternative weighting for RS SMS promotional strategies is Personal selling (0.4018), Direct 

marketing (0.3046), public relations (0.1614) and Advertising (0.1322). The sequence of priority promotional 

strategies that can be implemented by the Surabaya Medical Service Hospital are, respectively, personal 

selling, direct marketing, public relations and advertising. 

 

Keywords: analytical hierarchy process; promotion mix; strategy prioritization 

 

First Received 

12 March 2024 

Revised 

20 April 2024 

Accepted 

28 April 2024 

Final Proof Received 

29 April 2024 

Published 

01 August 2024 

How to cite (in APA style) 

Utomo, B. S., & Attamimy, H. B. (2024). Prioritizing Promotion Strategies using Analytic Hierarchy Process 

(AHP) Study. Indonesian Journal of Global Health Research, 6(4), 2097-2110. 

https://doi.org/10.37287/ijghr.v6i4.3229. 

 

 

INTRODUCTION 

Health in Law Number 17 of 2023 concerning health is stated as a person's healthy condition, 

both physically, mentally, and socially, and not just being free from disease to enable them to 

live a productive life. A hospital is a health service facility that aims to provide complete 

health services for individuals through promotive, preventive, curative, rehabilitative, and 

palliative health services, as well as by providing inpatient, outpatient, and emergency 

services (Kemenkes RI, 2023). The role of hospitals has grown to not only provide health 

services but must continue to focus on more contemporary health issues by developing 

technology and medical knowledge so that the professionalism of the health sector improves, 

which can contribute to improving the existence of hospitals (Rahayu et al., 2019). 
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Nowadays, to improve service quality, hospitals must innovate by utilizing technology so that 

the hospital service process can run effectively and efficiently (Malahayati & Syamsuar, 

2022). 

 

Surabaya Medical Service (SMS) Hospital is a hospital belonging to the Village Unit 

Cooperative Center (Puskud) of East Java Province. This hospital is a type D hospital with a 

bed capacity of 52 beds. In 2020, the Bed Occupation Rate (BOR) of the SMS Hospital was 

41.4%, and in 2021 it will increase to 54.4%. Even though the Bed Occupation Rate (BOR) 

figure shows an increase, this figure is still below the standard set by the Ministry of Health, 

namely 60 – 85%. The low percentage of hospital bed usage indicates a lack of effectiveness 

of health services, especially in inpatient services, which can cause a decrease in hospital 

income (Ferdianto & Rizaldy, 2023). 

 

According to data on outpatient visits from the SMS Hospital, both general patients and 

National Health Insurance participants for 2019 – 2022 show a downward trend in visits. The 

number of patients in 2019 was 5,384 patients and continued to decline in 2020, with the 

number of patients being 3,807 patients, in 2021, there were 3,761 patients, and in 2022, there 

were 3,640 patients. Outpatient visits at the SMS Hospital also did not reach the patient visit 

target. The decrease in the number of patient visits can be influenced by various factors such 

as the quality of health services, facilities, hospital image, customer satisfaction, and patient 

loyalty (Sharon, 2017). Hospitals are required to maintain trust and increase patient 

satisfaction, which is essential for hospitals when facing competition (Frimayasa, 2017). New 

patient visits also show a consecutive decreasing trend in 2020 – 2022. In 2020, the number of 

new patient visits was 4,511 visits, decreased in 2021 to 3,457 visits, and fell again in 2022 to 

3,319 visits. Today's consumers tend to be more selective about a service and have high 

expectations with a low level of loyalty. The decline in visit numbers shows the importance of 

formulating new marketing strategies to encourage an increase in new patient visits. 

Marketing efforts that can be made to face competition include analyzing aspects of the 

marketing mix (Sapardin et al., 2020). 

 

The marketing mix is a set of marketing tools managed to achieve customer satisfaction and 

organizational goals (Alfiah, 2023). The marketing mix greatly influences consumer actions 

in utilizing a good or service. Hospitals must be able to adapt their marketing mix to the needs 

and desires of consumers to attract consumer interest. The marketing mix widely used in 

health service facilities consists of 7Ps, including products, which can be goods or services, 

price, place, promotion, people, process, and physical evidence (Nurkumala et al., 2021). One 

component of the marketing mix that plays a vital role is marketing efforts (promotion). 

Based on preliminary research conducted on 25 respondents who were old and new patients 

who visited the SMS Hospital, it was discovered that there needed to be a better match 

between patient references and the hospital's marketing program. Hospital promotion 

programs are carried out both online and offline. Online marketing efforts are carried out by 

managing the hospital website and promotion via social media and he offline marketing 

program is carried out by managing networks with First Level Health Facilities (FKTP) and 

conducting campaign visits from house to house. However, based on initial research, it was 

found that most patient referrals came from FKTP such as Community Health Centers, 

clinics, and practicing doctors or midwives. 

 

The SMS Hospital promotion program could only be known and felt by 14 out of 25 

respondents. This covers only 56% of the SMS Hospital promotional program, impacting 

patient visit referrals. The promotional program carried out by the SMS Hospital is included 
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in the less effective category, where the promotional program can be said to be effective if the 

impact is known and felt by >70% of customers, primarily if the program aims to provide 

information or is persuasive (Arismen et al., 2019). SMS Hospital needs to evaluate the most 

effective implementation of promotional programs in achieving marketing goals. The hospital 

needs to determine a priority order among the available strategies so that marketing programs 

can effectively and efficiently achieve hospital goals. 

 

Efforts to provide an order of strategic priorities can be made using the Analytical Hierarchy 

Process (AHP). Implementing policies using the Analytical Hierarchy Process can help 

improve the effectiveness of health facility services (Citrawati et al., 2020). The analytical 

Hierarchy Process is a method used to determine the sequence of decision alternatives by 

selecting the best option based on the objectives and criteria set (Nurdin et al., 2022). The 

Analytical Hierarchy Process can help organizations determine strategic priorities by 

compiling a hierarchy of criteria, then assessing them by stakeholders and providing 

considerations to compare weights and priorities (Sudradjat et al., 2020). The Analytical 

Hierarchy Process is more used as a prioritization method than other methods because it has 

the advantage of a hierarchical structure according to the criteria set down to the deepest sub-

criteria and paying attention to validity to the extent of inconsistency as criteria and 

alternatives chosen by decision-makers (Munthafa et al., 2017). 

 

Identifying factors that influence the low effectiveness of promotional strategies with patient 

references when visiting hospitals is carried out using a marketing component approach 

consisting of company, customer, competitor, and change. Factors included in the company 

aspect include tangible assets, intangible assets, and company managerial. The customer 

aspect consists of demographic characteristics, accessibility, and customer references. The 

competitor aspect consists of the number and type of competing companies as well as the 

capabilities and strategies of other companies. The change aspect is a condition that can 

change interactions between the company, competitors, and customers, influenced by 

technological, political, policy, sociocultural, economic, and market changes (Supriyanto & 

Ernawaty, 2022). The insufficient effectiveness of the SMS Hospital's promotional strategy, 

with reference respondents amounting to only 56% in 2021 - 2022, means efforts are needed 

to prioritize promotional strategies more effectively. This research aims to develop a priority 

sequence for promotional strategies for the SMS Hospital using the Analytic Hierarchy 

Process (AHP), which uses a marketing component approach consisting of company, 

customer, competitor, and change.  

 

METHOD 

This research uses a cross-sectional and mixed-method approach combining qualitative and 

quantitative approaches to obtain more comprehensive, valid, and objective data. The model 

used in this research is a sequential explanatory model that combines qualitative and 

quantitative research methods sequentially, wherein the first stage of research, using 

qualitative methods, namely when preparing the identification of hospital factors, patients, 

and promotion mix, and in preparing the Analytic Hierarchy Process stages in determining 

choice of criteria and alternatives. In the second stage, research using quantitative methods 

was carried out when calculating pairwise comparison assessments and weighting to 

determine priorities. The first stage of research data collection using a qualitative approach 

was conducted using in-depth interviews, while the second stage of research using a 

quantitative approach was conducted by filling out a questionnaire.                                                                      
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This research was conducted at the SMS Hospital at Jalan Kapuas Number 2 Surabaya from 

September 2022 to December 2023. The sample in this study consisted of two groups: the 

first group, namely patients who visited the SMS Hospital, and the second group, namely 

hospital management in the marketing field. The sampling technique uses a non-probability 

sampling technique with a purposive sampling type. The inclusion criteria set for the first 

group of samples were patients who were visiting the SMS Hospital from 1 July – November 

2023, consisting of representatives of adult and elderly patients who lived inside or outside 

the city of Surabaya and came from 5 polyclinics at the SMS Hospital. The inclusion criteria 

set for the second category of samples were employees or health workers at the SMS Hospital 

who were in management or marketing positions or positions related to hospital promotional 

activities. Research data, both qualitative and quantitative research are processed and then 

analyzed using descriptive analysis. The analytic hierarchy process procedure consists of 2 

parts: prioritizing criteria factors that influence alternative choices and assessing through 

scoring and weighting to produce score levels. The stages of the analytic hierarchy process 

include, firstly, arranging a hierarchical structure for the problem to be solved, secondly, 

weighting the elements at each level of the hierarchy, thirdly, calculating the eigenvector from 

the pairwise comparison matrix which will obtain ratio consistency and will be declared 

consistent if the CR value <0.1, fourthly, calculating alternative scores using multiplying 

alternative weights with each criterion, fifth comparing alternative scores to determine the 

alternative that best meets the criteria and sixth interpreting alternative priority results. 

 

RESULTS  

Internal Factor Conditions  

Internal factors are resource management that impacts the promotional policies and directions 

of the SMS Hospital. Internal factors are categorized into tangible assets, intangible assets, 

and managerial resources. 

 

Tangible Asset 

Tangible assets consist of man, money, method, and technology. The human resources 

involved in marketing activities consist of 2 people, in some activities, the human resources 

involved in marketing activities can reach 5 – 7 people. Resources in the form of financial 

allocations for promotional activities are allocated every year even though the amount is 

limited and also  can be submitted every month with clear marketing objectives by marketing 

staff and are awaiting leadership approval. SMS Hospital also has a method for carrying out 

marketing activities by planning and budgeting at the beginning of the year, having a 

promotion planning guide, and holding regular monitoring and evaluation activities. Hospitals 

also have the technology to carry out marketing activities by having computers to design 

promotional media, cameras, and cell phones. Hospitals also have the technology to manage 

digital channels, although it is still limited. 

 

Intangible Asset 

The intangible assets owned by the SMS Hospital are still limited, whereas the intangible 

value that the hospital can manage includes the brand value of the hospital, which has been 

established for more than 20 years, so that it is known and remembered by the public. 

 

Managerial Resources 

Managerial activities to achieve marketing goals include planning, organizing, actuating, and 

controlling (POAC) activities. SMS Hospital carries out annual planning of hospital 

promotional strategies, daily briefings, and monthly reports for follow-up planning regarding 

visit trends, allocating human resources in the field of promotion, implementing promotional 
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activities according to schedule, and controlling and periodically evaluating. 

 

Customer Factors  

This research observed customer factors through demographic characteristics, customer 

accessibility to the SMS Hospital, and customer references regarding SMS Hospital services. 

 

Table 1. 

Respondent characteristics (n=15) 
Respondent characteristics f % 

Demographic Characteristics   

Education   

Low (No school – elementary) 3 20 

Middle Up (High School) 10 66,7 

High (Diploma – Bachelor)  2 13,3 

Domicile   

Central Surabaya 8 53,4 

East Surabaya 0 0 

West Surabaya 2 13,3 

South Surabaya 1 6,7 

North Surabaya 2 13,3 

Other cities (Gresik, Lamongan) 2 13,3 

Age   

Teenager ( 12 – 25 years) 2 13,3 

Mature ( 26 – 45 years) 9 60 

Elderly (>46 years) 4 26,7 

Customer Accessibility   

Ownership of Health Insurance   

Yes 14 93,3 

No 1 6,7 

Income   

<2.500.000 6 40 

2.500.000 – 4.000.000 5 33,3 

4.000.000 – 6.000.000 3 20 

>6.000.000 1 6,7 

Customer Reference   

Source of Information   

Family / Neighbor 6 40 

Brochures / Printed Media 1 6,7 

Internet (Social Media) 1 6,7 

Employee of SMS Hospital 3 20 

Doctor/Midwive Recommendation 4 26,6 

Table 1, according to the demographic characteristics, the educational level of most 

respondents was at the upper secondary level, with 10 respondents (66.7%). Based on the 

domicile of the respondents, it can be seen that the majority of respondents came from 

Surabaya, with 13 respondents (86.7%), and the majority came from the Central Surabaya 

area, with 8 respondents (53.4%). The distribution of the age group of respondents, the 

majority of whom were adults, was 9 respondents (60%). Accessibility of SMS Hospital 

customers is known through ownership of social security, where the majority of respondents 

have health insurance as many as 14 respondents (93.3%) and income, where the majority of 

respondents have an almost equal income with 1 respondent (6.7%) having a high income of 

>6.000.000. According to the primary source of information, customer references to SMS 

Hospital services revealed that most respondents obtained information from family or 

neighbors, 6 respondents (40%). 
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Promotion Strategy for Surabaya Medical Service Hospital  

Based on interviews, it is known that the marketing activities of the SMS Hospital are carried 

out by promotional planning. The parties involved in promotional activities are not only 

marketing staff but consist of functional teams that support promotional activities. 

Management support is carried out by implementing control through regular monitoring and 

evaluation involving all management and allocating funds for marketing activities. Marketing 

activity planning is demonstrated by complete guidelines and planning documents such as 

schedules, activity plans, follow-up, facilities, and infrastructure. The promotional activities 

consist of 4 categories: direct marketing, advertising, public relations, and personal selling. 

Direct marketing is the marketing activity of the SMS Hospital to the target market directly, 

such as through displaying content on website channels. Advertising is a marketing activity 

using directions to the SMS Hospital. Public relations activities are carried out by maintaining 

good relations with policymakers and First Level Health Facilities such as community health 

centers, independent doctor or midwife practices, and primary clinics. Personal selling is 

carried out by human resources at the SMS Hospital, explaining their services and carrying 

out door-to-door visits by distributing brochures.. 

 

Promotion Strategy Priority Order Using Analytic Hierarchy Process 

Creating a Hierarchical Structure 

The first stage in analyzing the sequence of strategic priorities using the Analytic Hierarchy 

Process (AHP) is preparing a hierarchical structure. Based on interviews with the marketing 

sector, it is known that the hierarchical structure, level 1, is the goal in preparing the AHP to 

prioritize promotional strategies for the SMS Hospital. Level 2 is the criteria for selecting 

promotional strategies for the SMS Hospital. Level 3 is an alternative promotional strategy at 

the SMS Hospital. 

 
Figure 1. Hierarchical Structure of Surabaya Medical Service Hospital Promotion Strategy 

Element Weighting of Each Level 

2nd Level - Criteria 

Based on interviews conducted with 15 respondents, it is known that there are 4 criteria in 

selecting a promotional strategy: availability of key information, range, price, and 

completeness of information. Once there are criteria, the criteria are weighted, starting with 

preparing comparative values between the promotional strategy criteria. The assessment 

follows the intensity of the respondent's interests and the marketing field of the hospital. 

 

Table 2. 

Pairwise Comparison Matrix of Promotion Strategy Criteria 
Criteria Availability of Key 

Information 

Range Price Completeness of 

Information 

Availability of Key Information 1.00 4.00 4.00 7.00 

Range 0.25 1.00 3.00 3.00 

Price 0.25 0.33 1.00 1.00 

Completeness of Information 0.14 0.33 1.00 1.00 
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Notes: 1: Equally important; 2: A little more important; 3: More important; 7: Absolutelly 

important 

 

Based on the pairwise comparison matrix of promotional strategy criteria for the SMS 

Hospital, it is known that the highest intensity of interest is in comparing the availability of 

key informants to the completeness of information (score 7). Some criteria are considered 

equally important, namely the criteria for cost and completeness of information. The results of 

this weighting are also consistent with a consistency value of <0.1 (CI. -0.2920 CR. -0.3245), 

so they can be used in determining ranking values in the order of promotional strategies. The 

results of the weighting criteria in determining promotional strategies for the SMS Hospital 

are the highest weights on availability of key informants (0.586), reach (0.228), costs (0.101), 

and finally completeness of information (0.085). 

 

3rd Level – Alternative 

Alternative weighting was carried out by respondents from the promotional management of 

the SMS Hospital. The alternative weighting of hospital promotional activities is based on the 

criteria given by respondents at level 2. 

Table 3. 

Pairwise Comparison Value of SMS Hospital’s Promotion Alternative based on the Criteria of 

Key Informant Availability 
Criteria Direct Marketing Advertising Personal Selling Public Relations 

Direct Marketing 1.00 4.00 0.33 3.00 

Advertising 0.25 1.00 0.14 0.50 

Personal Selling 3.00 7.00 1.00 4.00 

Public Relations 0.33 2.00 0.25 1.00 

Weighting alternative promotional strategies based on the availability of key information can 

be done because it has a consistency value of <0.1 (CI. -0.3325 CR. -0.3695). The weighting 

values for alternative promotional strategies are based on the criteria for the availability of 

key informants in sequence, personal selling (0.9373), direct marketing (0.3817), public 

relations (0.1840), and finally advertising (0.1056). 

 

Table 4. 

Pairwise Comparison Value of SMS Hospital’s Promotion Alternative based on the Criteria of 

Range 
Criteria Direct Marketing Advertising Personal Selling Public Relations 

Direct Marketing 1.00 3.00 6.00 2.00 

Advertising 0.33 1.00 2.00 0.33 

Personal Selling 0.17 0.50 1.00 0.20 

Public Relations 0.50 3.00 5.00 1.00 

Weighting alternative promotional strategies based on range can be done because it has a 

consistency value of <0.1 (CI. -0.4691 CR. -0.5212). The weighting values for alternative 

promotional strategies are based on a range of criteria in sequence, direct marketing (0.4737), 

public relations (0.3225), advertising (0.1343), and finally personal selling (0.0695). 

 

Table 5. 

Pairwise Comparison Value of SMS Hospital’s Promotion Alternative based on the Criteria of 

Price 
Criteria Direct Marketing Advertising Personal Selling Public Relations 

Direct Marketing 1.00 0.50 0.33 2.00 

Advertising 2.00 1.00 0.33 2.00 

Personal Selling 3.00 3.00 1.00 5.00 

Public Relations 0.50 0.50 0.20 1.00 
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Weighting promotional strategy alternatives based on price can be done because it has a 

consistency value of <0.1 (CI. -0.5591 CR. -0.6212). The weighting values for alternative 

promotional strategies are based on price criteria in sequence, personal selling (0.5243), 

advertising (0.2216), direct marketing (0.1581), and finally public relations (0.0960). 

 

Table 6. 

Pairwise Comparison Value of SMS Hospital’s Promotion Alternative based on the Criteria of 

Completeness of Information 
Criteria 

 

Direct Marketing Advertising Personal Selling Public Relations 

Direct Marketing 1.00 0.50 3.00 4.00 

Advertising 2.00 1.00 3.00 5.00 

Personal Selling 0.33 0.33 1.00 1.00 

Public Relations 0.25 0.20 1.00 1.00 

Weighting alternative promotional strategies based on the completeness of the information 

can be done because it has a consistency value of <0.1 (CI. -0.5863 CR. -0.6514). The 

weighting values for alternative promotional strategies are based on the criteria for 

completeness of information in sequence, advertising (0.4699), direct marketing (0.3159), 

personal selling (0.1182) and finally public relations (0.0960). 

 

Determining the Promotion Strategy Priority Order 

The final stage of the analytic hierarchy process method is assessing the priority of 

promotional strategies at the SMS Hospital. The results are obtained by multiplying the 

criteria weights with the weighting results of each alternative. 

 

Table 7. 

Alternative Matrix Scoring Result 
Criteria Availability of 

Key Information 

Range Price Completeness of 

Information 

Score 

Direct Marketing 0.1537 0.1080 0.0160 0.0269 0,3046 

Advertising 0.0392 0.0306 0.0225 0.0400 0.1322 

Personal Selling 0.3227 0.0158 0.0531 0.0101 0.4018 

Public Relations 0.0700 0.0735 0.0097 0.0082 0.1614 

Table 7 shows that the priority order for promotional strategy choices for the SMS Hospital is 

based on the Analytic Hierarchy Process in sequence: personal selling, direct marketing, 

public relations, and advertising. 

 

DISCUSSION  

Internal Factor Conditions at Surabaya Medical Service Hospital 

Internal factors of SMS Hospital has resources classified as tangible and intangible assets and 

asset management. Tangible assets owned by the SMS Hospital include human resources 

(man) who manage marketing activities, allocation of funds (money) to carry out promotional 

activities, work plan guidelines (methods) in the form of planning documents and follow-up 

regarding marketing programs and technology in the form of facilities to create promotional 

media and documentation. The capabilities of human resources, products, organizations, 

technology, and funding can increase the effectiveness of marketing activities (Saputro et al., 

2022). Tangible assets owned by hospitals support marketing activities in line with research 

by Sukrin (2021) that tangible resources influence marketing performance and an 

organization's competitive advantage. Competitive advantage can significantly affect 

marketing performance and add value to the market. Human resources are a critical factor in 

the success of hospital marketing and influence patient loyalty (Primasari et al., 2021). 
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Human resources play a role in selecting and considering marketing plans that influence 

company performance (Tune, 2023). 

 

The intangible asset managed by the SMS Hospital is the brand image of a hospital that has 

been established for more than 20 years. Brand image is a consumer's assessment of a brand 

created based on personal experience or hearing about its reputation from others or the media, 

influencing customer satisfaction (Rosita, 2021). Building and maintaining a positive brand 

image significantly encourages customer loyalty, influencing increasing sales results (Liubana 

et al., 2023). Management is critical in achieving goals, and management is oriented toward 

planning, organizing, actuating, and controlling processes involving resources to carry out 

activities more effectively (Hamdi, 2020). Resource management influences efforts to 

maintain and develop a business (Utami et al., 2023). 

 

Customer Factors at Surabaya Medical Service Hospital 

The characteristics of respondents who are customers of the SMS Hospital are dominated by 

those with upper secondary education and those who live in Surabaya, especially Central 

Surabaya. Market segmentation divides a heterogeneous market into more homogeneous 

groups using unique marketing methods (Ni’matunnisa, 2020). Patient segmentation can 

increase the effectiveness and efficiency of services. Patients visiting hospitals are influenced 

by geographic segmentation, where strategic hospital locations increase patient visits (Lestari 

& Suhenda, 2022). Patients also choose hospitals in the city with a travel distance of <60 

minutes (Warda et al., 2022). Most patient age categories are adults or children and the 

elderly at guardians' expense (Amriani et al., 2020). Most patients who visit hospitals have a 

secondary education level (Wahyuni, 2019). Based on accessibility, most respondents have 

health insurance, and income is relatively evenly distributed, with most information coming 

from family or neighbors. Ownership of health insurance can help the community finance 

health care, thereby reducing the number of poor families, especially families with low or 

middle income (Situmeang, 2021). Ownership of health insurance also significantly affects 

the utilization of health services, especially outpatient care (Wanti, 2023). Environmental 

factors influencing health behavior include family, surrounding community, and culture 

(Wijayati et al., 2020). As technology develops, social media platforms have become a means 

for organizations to compete in marketing and improve brand image (Fahriza & Pujianto, 

2021). 

 

Promotion Strategy for Surabaya Medical Service Hospital  

The marketing strategy implemented by the SMS Hospital includes direct marketing, personal 

selling, public relations, and advertising. Direct marketing is the use of a direct sales mix by a 

company to provide goods and services to customers. Direct marketing methods have a 

significant effect on purchases. Direct marketing also influences impulse buying, where 

customers make purchases spontaneously or are influenced by emotional states (Fadillah et 

al., 2021). Personal selling is an effort to communicate products to customers. Personal 

selling has a significant effect on the effectiveness of product sales. The effectiveness of the 

personal selling method is influenced by the ability of marketing personnel to master the 

product, the advantages of the product compared to competitors, adapting the product to 

consumer needs, and providing alternative solutions to consumers (Julitawaty et al., 2020). 

Public relations is an effort to maintain and improve an organization's image by forming a 

product brand image to protect the organization's image from future challenges. Public 

relations marketing can improve product brand image, improving the organization's image 

and increasing sales (Saputra & Ardila, 2021). Advertising is an indirect marketing method 

that displays the advantages of a product to encourage individuals to make purchases. 
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Advertising is one form of promotion that companies most widely use to promote goods or 

services. Advertising activities through social media positively influence purchasing decisions 

(Hasman et al., 2021). 

 

Promotion Strategy Priority Order Using Analytic Hierarchy Process 

The criteria for determining marketing strategy priorities include the availability of key 

informants, range, price, and completeness of information. A person's purchasing decisions 

are influenced by internal needs that encourage purchasing efforts or are called internal 

stimuli, or encouragement from other parties that encourage consumers to make purchases to 

fulfill needs by providing information related to a good or service that can be sourced from 

family, friends or neighbors (Masloman et al., 2022). The range is also an important criterion 

where location significantly influences purchasing decisions, so placing locations in strategic 

places with easy access can increase purchases (Saota et al., 2021). Price also influences 

purchasing decisions significantly, and the majority of each purchasing decision is determined 

by the price of a product or service  (Gunarsih et al., 2021). Purchases are made if consumers 

receive complete information regarding a product or service, so that information that includes 

the completeness and superiority of the product to meet consumer needs can increase sales 

(Nurjamilah et al., 2023). Based on the weighting of the respondents' criteria with the existing 

promotional strategies at the SMS Hospital, it is known that the priority order of the strategies 

is, respectively, personal selling, direct marketing, public relations, and advertising. 

 

CONCLUSION 

The condition of the SMS Hospital's internal factors includes tangible assets consisting of 2 

promotional human resources, the allocation of special promotional and marketing funds 

awaiting approval from the leadership, and the existence of promotional implementation 

guidelines and technology or tools for creating promotional media. Intangible assets in the form 

of managing the positive image of a hospital that has been established for >20 years. Managerial 

assets include annual planning activities, human resource management, and regular monitoring 

and evaluation. The condition of SMS Hospital customer factors includes demographic 

characteristics, with the majority of respondents having a middle to upper education level (67%), 

with the majority domicile in Central Surabaya (53%), with the majority being of adult age. 

Accessibility of SMS Hospital customers shows that most respondents have health insurance, 

even though most come from middle income. Most respondents' references regarding hospital 

services came from family or neighbors.  

 

The promotional strategy determined by the SMS Hospital is to implement a promotion mix 

through direct marketing, advertising, public relations, and personal selling. Preparing 

strategic priorities using the analytic hierarchy process begins with creating a hierarchical 

structure in level 1. Level 2, ranking the promotion strategy for the SMS Hospital, also 

determines the criteria, consisting of the availability of key informants, range, price, and 

completeness of information, and level 3 determines alternative strategies, advertising, direct 

marketing, public relations, and personal selling. The weighting criteria for the promotional 

strategy for SMS Hospital are availability of key informants (0.586), outreach (0.228), cost 

(0.1614), and completeness of information (0.085). The weighting of alternative promotional 

strategies for the SMS Hospital is personal selling (0.4018), direct marketing (0.3046), public 

relations (0.1614), and advertising (0.1322). The priority order of promotional strategy for the 

SMS Hospital is personal selling, direct marketing, public relations, and advertising. 

 

 

 



Indonesian Journal of  Global Health Research, Vol 6 No 4, August 2024 

2107 

REFERENCES 

Alfiah, Eka Nur, S. (2023). Pengaruh Bauran Pemasaran dan Efektifitas Strategi Pemasaran 

Terhadap Pengambilan Keputusan Konsumen untuk Membeli Rumah pada Developer 

“X” di Madiun. Jurnal Ilmiah Ilmu Manajemen, 2(1), Hlm.182. 

Amriani, A., Arifin, M. alwi, & Marzuki, D. S. (2020). Analisis Segmentasi Pasar Pelayanan 

Kesehatan di Ruang Rawat Inap Rumah Sakit Islam Faisal Makassar. Window of Public 

Health Journal, 1(3), 177–188. 

Arismen, Sulistiadi, W., & Chalik, A. (2019). Srategi Bauran Pemasaran Pelayanan 

Kesehatan RSUD Kol. Abundjani Bangko di Era Jaminan Kesehatan Nasional (JKN). 

Jurnal Administrasi Rumah Sakit Indonesia, 5(2), 97–103. 

https://doi.org/10.7454/arsi.v5i2.3173 

Citrawati, D. H. D., Widyawati, M. N., & Suryono, S. (2020). The Role of the Analytic 

Hierarchy Process (AHP) Algorithm in Health Care Services. Journal of Physics: 

Conference Series, 1524(1). https://doi.org/10.1088/1742-6596/1524/1/012116 

Fadillah, A. N., Katini Rusmayanti, H., Alfian, A., & Yusuf, A. (2021). Pengaruh direct 

marketing terhadap keputusan pembelian impulsif pizza hut delivery. Jurnal Manajemen, 

13(1), 1–6. 

https://journal.feb.unmul.ac.id/index.php/jurnalmanajemen/article/view/9109/1201 

Fahriza, M., & Pujianto. (2021). Efektivitas Penggunaan Media Sosial dalam Pemasaran 

Rumah Sakit: Systematic Review. Jurnal Ilmiah Kesehatan Masyarakat : Media 

Komunikasi Komunitas Kesehatan Masyarakat, 13(2), 100–108. 

https://doi.org/10.52022/jikm.v13i2.149 

Ferdianto, A., & Rizaldy, I. (2023). Efisiensi Penggunaan Tempat Tidur Di Unit Rawat Inap 

Berdasarkan Grafik Barber Johnson Di Rsu Anna Medika Madura. Jurnal Keperawatan 

Muhammadiyah Edisi Khusus ICHIT 2023, 93. https://doi.org/10.30651/jkm.v0i0.17881 

Frimayasa, A., & Suratriadi, P. (2017). Pengaruh Kepuasan Terhadap Loyalitas Pasien Rawat 

Inap Pada Rumah Sakit Khusus-THT Bedah Kepala Leher Proklamasi Jakarta Pusat. 

Aktiva - Jurnal Penelitian Ekonomi Dan Bisnis, I(1), 31–40. 

Gunarsih, C. M., Kalangi, J. A. F., & Tamengkel, L. F. (2021). Pengaruh Harga Terhadap 

Keputusan Pembelian Konsumen Di Toko Pelita Jaya Buyungon Amurang. Productivity, 

2(1), 69–72. https://ejournal.unsrat.ac.id/index.php/productivity/article/view/32911 

Hamdi, H. (2020). Penerapan Fungsi Manajemen Pada Kantor Kelurahan Rantau Kiwa 

Kecamatan Tapin Utara Kabupaten Tapin. Jurnal Ilmiah Ekonomi Bisnis, 6(2), 155–163. 

https://doi.org/10.35972/jieb.v6i2.332 

Hasman, H. C. P., Namina, C., & AAlfifto. (2021). Pengaruh Advertising dan personal 

Selling terhadap Keputusan Pembelian Sepeda Motor Honda. Jurnal Managemen Tools, 

11(1), 192–201. 

https://journals.ekb.eg/article_243701_6d52e3f13ad637c3028353d08aac9c57.pdf 

Julitawaty, W., Willy, F., & goh, T. S. (2020). Pengaruh Personal Selling Dan Promosi 

Penjualan Terhadap Efektifitas Penjualan Ban Sepeda Motor Pt. Mega Anugrah Mandiri. 

Bisnis Kolega, 6(1), 43–56. 

https://www.ejournal.pmci.ac.id/index.php/jbk/article/view/47 



Indonesian Journal of  Global Health Research, Vol 6 No 4, August 2024 

2108 

Kemenkes RI. (2023). Undang-Undang Republik Indonesia Nomor 17 Tahun 2023 Tentang 

Kesehatan. Kementerian Kesehatan Ri, 187315, 1–300. 

Lestari, E. D., & Suhenda, A. (2022). Analisis Segmentasi Pasien Rawat Jalan Di Rsud 

Singaparna Medika Citrautama Kabupaten Tasikmalaya. Media Informasi, 17(1), 28–36. 

https://doi.org/10.37160/bmi.v17i1.634 

Liubana, A., Kowey, W. O., Alfonso, P. V., & Putra, W. P. (2023). Pengaruh Strategi 

Pemasaran Digital, Citra Merek, dan Loyalitas Pelanggan terhadap Kinerja Penjualan 

Produk Fashion di E-commerce Shopee. Jurnal Bisnis Dan Manajemen West Science, 

2(04), 352–361. https://doi.org/10.58812/jbmws.v2i04.779 

Malahayati, M., & Syamsuar, D. (2022). Investigasi Hambatan dan Tantangan Penerapan 

Sistem Informasi Manajemen di Rumah Sakit. Jurnal Teknologi Informasi Dan Ilmu 

Komputer, 9(5), 901–910. https://doi.org/10.25126/jtiik.2022944954 

Masloman, M. I. S., Tumbel, A. L., & Raintung, M. C. (2022). the Effectiveness of Purchases 

in-App Purchase Decisions on Students of the Faculty of Economics and Business 

Unsrat Manado. Jurnal EMBA, 10(1), 649–662. 

Munthafa, A. E., Mubarok, H., Teknik, J., & Universitas, I. (2017). Application of the 

Analytical Hierarchy Process Method in the Decision Support System for Determining 

Outstanding Students. Jurnal Siliwangi, 3(2), 192–201. 

Ni’matunnisa, E. (2020). Strategi Segmentasi, Target Dan Posisi Pasar Klinik Aestetik Di RS 

Multazam Medika. Jurnal Administrasi Rumah Sakit Indonesia, 6(2), 97–100. 

https://doi.org/10.7454/arsi.v6i2.2888 

Nurdin, H., Sobari, I. A., Sudibyo, A., Wijonarko, B., Handono, F. W., & Asra, T. (2022). 

Analisa Pemakaian Alat Kesehatan Pada Rumah Sakit Menggunakan Analytical 

Hierarchy Process (AHP). Jurnal Multidisiplin Madani, 2(1), 231–244. 

https://doi.org/10.54259/mudima.v2i1.357 

Nurjamilah, S. F., Romadon, A. S., & Putri, S. E. (2023). Pengaruh Kualitas Pelayanan, 

Kelengkapan Produk Dan Harga Terhadap Keputusan Pembelian Pada Kopima Aja. 

Solusi, 21(1), 453. https://doi.org/10.26623/slsi.v21i1.6283 

Nurkumala Asih, A., Devis, Y., & Abidin, A. R. (2021). Analisis Bauran Pemasaran Di 

Rumah Sakit Pekanbaru Medical Center (Pmc) Kota Pekanbaru Tahun 2020. Media 

Kesmas (Public Health Media), 1(2), 402–409. 

https://doi.org/10.25311/kesmas.vol1.iss2.77 

Primasari, E., Arieyani, A., Utami, F. A., & Zakir, M. (2021). Pengaruh Bauran Pemasaran 

Sumber Daya Manusia (SDM) terhadap Loyalitas Pasien Rumah Sakit: Systematic 

Review. Jurnal Administrasi Rumah Sakit Indonesia, 7(3), 109–119. 

https://doi.org/10.7454/arsi.v7i3.3650 

Rahayu, D., Nurasa, H., Widianingsih, I., & Adiwisastra, J. (2019). Tantangan Pengembangan 

Rumah Sakit Umum Daerah Menjadi Organisasi Pembelajaran. MIMBAR : Jurnal 

Penelitian Sosial Dan Politik, 8(1), 1. https://doi.org/10.32663/jpsp.v8i1.760 

Rosita, E. D. (2021). Pengaruh Citra Merek, Strategi Pemasraan dan Mutu Produkt Terhadap 

Kepuasan Pelanggan KFC Manyar Kertoarjo Surabaya Saat Pandemi Covid-19. Soetomo 

Manajement Review, 1(4), 408–423. 



Indonesian Journal of  Global Health Research, Vol 6 No 4, August 2024 

2109 

Saota, S., Buulolo, P., & Fau, S. H. (2021). Pengaruh lokasi terhadap keputusan pembelian 

konsumen di UD. TRIAL VELA kecamatan fanayama kabupaten nias selatan. Jurnal 

Ilmiah Mahasiswa Nias Selatan, 4(2), 135–142. 

Sapardin, A. N., Ginanjar, E., Rahmawati, H. K., Agasari, R., Anggiri, V. W., & Subekti, Y. 

(2020). Analisis Pemasaran Rumah Sakit Berbasis Bukti. Jurnal Administrasi Rumah 

Sakit Indonesia, 7(2), 33–39. https://doi.org/10.7454/arsi.v7i2.3655 

Saputra, S., & Ardila, N. W. I. (2021). Pengaruh Marketing Public Relation Terhadap Product 

Brand Image Layanan Kereta Api Kelas Bisnis di PT.Kereta Api Indonesia (Persero). 

Jurnal Bisnis Dan Pemasaran, 11(1). 

Saputro, Y., Sigit Pramudyo, C., & Jupriyanto, J. (2022). Analisis 5M (Man, Material, 

Machine, Money & Methode) Dalam Pengembangan Teknologi Pertahanan Di Indonesia 

(Studi Kasus : Pt Len Industri). Prosiding Snast, November, C96-103. 

https://doi.org/10.34151/prosidingsnast.v8i1.4139 

Sharon, L. G. (2017). Analisis Pengaruh Kualitas Layanan, Fasilitas, Citra Rumah Sakit, 

Kepuasan Pasien Dalam Rangka Meningkatkan Loyalitas Pasien (Studi Pada Pasien 

Rawat Inap RSUD Tugurejo Semarang). Diponegoro Journal of Management, 6(3), 

355–366. https://ejournal3.undip.ac.id/index.php/djom/article/view/17418/16673 

Situmeang, N. M. (2021). Faktor yang Berhubungan dengan Kepatuhan Peserta Pekerja 

Bukan Penerima Upah Dalam Membayar Iuran di RSUD Kotapinang. In Universitas 

Islam Negeri Sumatera Utara. http://www.ufrgs.br/actavet/31-1/artigo552.pdf 

Sudradjat, A., Sodiqin, M., & Komarudin, I. (2020). Penerapan Metode Analytical Hierarchy 

Process Terhadap Pemilihan Merek CCTV. Jurnal Infortech, 2(1), 19–30. 

https://doi.org/10.31294/infortech.v2i1.7660 

Sukrin, & Ilham. (2021). Pengaruh Sumber Daya Berwujud Terhadap Kinerja Pemasaran 

Yang Dimediasi oleh Keunggulan Bersaing Pada Bank Tabungan Negara. Managament 

Insight: Jurnal Ilmiah Manajemen ISSN, 16(1), 1–20. 

https://doi.org/10.33369/insight.16.1.1-20 

Supriyanto, S., & Ernawaty. (2022). Pemasaran Jasa Kesehatan. RajaGrafindo Persada. 

https://www.rajagrafindo.co.id/produk/pemasaran-jasa-kesehatan-prof-dr-stefanus-

supriyanto-dr-m-s-dan-dr-ernawaty-drg-m-kes/ 

Tune, M. W. (2023). Pengaruh Strategi Pemasaran Terhadap Kinerja Perusahaan Melalui 

Sumber Daya Manusia pada Perusahaan Pangan. Jurnal Sosial Dan Sains, 3(2), 278–285. 

htp://sosains.greenvest.co.id. 

Utami, N., Aditia, M. Y., & Asiyah, B. N. (2023). Penerapan Manajemen POAC ( Planning , 

Organizing , Actuating Dan Controlling ) Pada Usaha Dawet Semar Di Kabupaten Blitar. 

2(2), 36–48. 

https://ejurnal.politeknikpratama.ac.id/index.php/jekombis/article/view/1522/1506 

Wahyuni, N. P. S. (2019). Analisis Produk Layanan Rawat Inap di RSUD Wangaya Denpasar 

Berdasarkan STP (Segmenting, Targeting, Positioning) dan 4 P (Product, Price, Place, 

Promotion). Jurnal Administrasi Rumah Sakit Indonesia, 6(1), 21–24. 

https://doi.org/10.7454/arsi.v6i1.3666 

Wanti, D. I. (2023). Pengaruh Kepemilikan Asuransi Kesehatan Pada Kelompok Miskin 



Indonesian Journal of  Global Health Research, Vol 6 No 4, August 2024 

2110 

terhadap Utilisasi Pelayanan Kesehatan di Indonesia: Sebuah Studi Retrospektif. Jurnal 

Ekonomi Kesehatan Indonesia, 8(2). 

Warda, Sumiaty, Chaeruddin Hasan, Arni Rizqiani Rusyidi, & Ella Andayanie. (2022). 

Gambaran Segmentasi Pasar Pasien Rawat Inap di Rumah Sakit Dr. Tadjuddin Chalid 

Makassar. Window of Public Health Journal, 3(6), 1061–1069. 

https://doi.org/10.33096/woph.v3i6.195 

Wijayati, A. T., Drea, A., Arinahaq, Kusumasari, F., Selvia, R., & Rovels. (2020). 

Penggunaan Media Sosial di Rumah Sakit: A Systematic Review. Jurnal ARSI, 6(3), 

130–139. 

 

 


