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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui apakah unsur dalam kualitas pelayanan 

seperti ; tangible,  reliability,  responsiveness,  assurance,  dan emphaty berpengaruh 

terhadap brand equity serta apakah terdapat implikasi pada kepuasan konsumen RSGM 

dan untuk menganalisis pengaruh langsung dan tidak langsung serta faktor apa yang 

kurang dalam hal mempengaruhi kepuasan konsumen di Rumah Sakit Gigi dan Mulut 

Maranatha(RSGM). 

Populasi dari penelitian ini merupakan mahasiswa/I Maranatha yang melakukan 

kunjungan berobat gigi/mulut di Maranatha.  Sampel yang diambil adalah sebanyak 100 

responden. Dengan menggunakan teknik Non Probability Sampling dengan pendekatan 

purposive sampling. 

Kata-kata kunci : kualitas  layanan, brand Awereness, perceived quality, brand 

association, brand loyalty, tangible (bukti  fisik), reliability (kehandalan), responsiveness 

(daya  tanggap),  assurance (jaminan), emphaty (kepedulian), kepuasan konsumen. 
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ABSTRACT 

 

This study aims to determine whether the elements in the quality of such services ; 

tangible, reliability , responsiveness, assurance , and empathy have an influence toward 

brand equity as well as the implication on the customer satisfaction of the Hospitality and 

to analyze what is the most dominating factor in influencing customer satisfaction in the 

House Maranatha Dental Hospital ( RSGM Maranatha ). 

The Population of this research cooperate with  students of Maranatha University who 

perform dental treatment visits at Maranatha . Samples taken are as many as 100 

respondents . By using the technique Non Probability sampling with purposive sampling 

approach . 

Key words : quality of service, brand Awareness, perceived quality, brand association, 

brand loyalty, tangible (physical evidence), reliability (reliability), responsiveness 

(responsiveness), assurance (guarantee), empathy (awareness), consumer satisfaction. 
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