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Abstract 

 
Indonesian healthcare application is growing and more people are relying on healthcare application for their needs 
especially during COVID-19 pandemic, customers can get professional help and order medicine without visiting 
hospitals. However, there are still problems affecting customer satisfaction mainly because they can’t get the same 
interaction as face to face meeting with a doctor. This research proposed E-Service Quality, Customer Perceived 
Value, and Price as antecedents of Customer Satisfaction for healthcare application users in Indonesia. 154 samples 
were collected on April 2022 using purposive sampling and data was analyzed using Partial Least Square. Result 
shows that E-Service Quality and Price positively affect Customer Satisfaction while Customer Perceived Value has 
no significant effect. This result provides insight for healthcare application to maintain or increase their customer 
satisfaction. Research result also provides opportunity for future research in reconfirming the results or develop new 
model for customer satisfaction in healthcare application. 
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1. Introduction 
During COVID-19 pandemic, travel and mobilities are less convenient compared to before. There were several 
restrictions on mobilities preventing people to visit places like hospitals or doctors except for emergency situations or 
appointments. With the development of technology, healthcare applications become alternative for outpatients in 
consulting their health and getting medical advices without physically visiting hospitals or doctors. Indonesia saw the 
rise of healthcare application users with 57% people surveyed are healthcare application users, the third in the world 
behind China and India (Burhan 2020).  
 
Although the prospect looks promising, there are still several problems faced by healthcare application users. Security 
issues, below expectation service level, unfulfilled patient’s needs, and different prices of medicine between regions 
are problems faced by healthcare users. These problems affect users’ satisfaction on using healthcare application.  
Da Fonseca et al (2021) found that mobile health and telemedicine are the most common e-health practices in the 
world. Yuan et al (2015) found that expected performance, habit, and price affect customers’ preference in using 
healthcare application. Fransiska & Bernarto (2021) found that service quality positively affect customer satisfaction. 
Mangkunegara et al (2018) found that perceived usefulness and perceived behavioral control effect healthcare 
application users.  
 
While the users of healtchcare application in Indonesia is big, there are still problems affecting their satisfaction 
especially the difference between face to face interaction and online interaction. To address this, healthcare application 
need to identify factors influencing their users’ satisfaction because their users are their customers. This research 
proposes E-Service Quality, Customer Perceived Value, and Price as factors influencing Customer Satisfaction in 
healthcare application. By understanding these factors, healthcare application can maintain or increase their user 
satisfaction to ensure sustainable growth in the future. 
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1.1 Objectives  
These research aims to identify factors influencing customer satisfaction for healthcare application in Indonesia. To 
fulfill the aim, this research has several objectives: 

1. Identify effect of E-Service Quality on Customer Satisfaction for healthcare application 
2. Identify effect of Customer Perceived Value on Customer Satisfaction for healthcare application 
3. Identify effect of Price on Customer Satisfaction for healthcare application  

 
2. Literature Review 
Oliver (1999) defined customer satisfaction as pleasant way of needs fulfilment which means that customer will feel 
that their needs is fulfiled in pleasant way. Westbrook & Reilly (1983) defined customer satisfaction as emotional 
response on experience related to the purchase of goods or services. Kotler & Keller (2012) provide more detailed 
explanation of customer experience as the feeling that arise after comparing the value felt after consumption from 
goods or services versus the expected value. These researches showed that customer satisfaction is the feeling or 
emotional state experienced by customer after consuming goods or services. 
 
Santos (2003) defined e-service quality as customers’ overall evaluation on electronic service quality on virtual 
market. Parasuraman et al (2005) defined e-service quality as involving all interaction between customer and website 
starting from service level in performing purchase up to the quality of package delivery. These definitions show that 
e-service quality must involve service performed using electronic media, in the past the media is mostly website but 
nowadays the media can be application. Older researches by Baker et al (2002) found that overall service quality can 
affect customer satisfaction when performing online purchase. Lee & Lin (2005) also found that e-service quality has 
significant effect on customer satisfaction. More recent researches by Oktavianus & Megawati (2022) found that 
service quality has significant and positive effect on customer satisfaction. Fransiska & Bernarto (2021) also found 
that service quality positively affect customer satisfaction. Previous researches showed consistent findings regarding 
relationship between service quality or e-service quality and customer satisfaction. So, this research proposes the first 
hypothesis: 
  
Hypothesis 1: E-Service Quality has positive significant effect on Customer Satisfaction.  
 
Zeithaml (1988) defined customer perceived value as the overall evaluation from customer on what is received versus 
what is given. Kotler & Keller (2012) proposed that value is important in formulating managerial strategy to provide 
offering for customers. Clemes et al (2011) found that perceived value is significantly affecting customer satisfaction. 
Lai & Chen (2011) found that perceived value affect customer satisfaction in transportation industry. Kusumawati & 
Rahayu (2020) also found that perceived value significantly affect restaurant’s customer satisfaction. Studies across 
several industries showed that perceived value is an important factor that can affect customer satisfaction. So, this 
research proposes the second hypothesis:  
 
Hypothesis 2: Customer Perceived Value has positive significant effect on Customer Satisfaction.  
 
Ramli (2013) in Indrasari (2019) argued that price is the relative value of goods or services, not the cost to produce 
goods or services. Bei & Chiao (2001) found that price can affect customer satisfaction, price can also increase 
customer satisfaction (Malik et al 2012; Kumar et al 2021). Another reseach by Fernandes & Calamote (2016) found 
that unfairness in price can negatively affect customer satisfaction. This research shows that if the price is perceived 
as unfair, customer will not be satisfied. Previous researches showed strong relationship between price and customer 
satisfaction. So, this research proposed the third hypothesis:  
 
Hypothesis 3: Price has positive significant effect on Customer Satisfaction. 
 
3. Methods 
To fulfill research objectives, this research will be conducted using quantitative method and analyzed using Partial 
Least Square technique. Hypothesis will be tested by analyzing p-value and t-statistics of each relationship with 95% 
confidence level. There are three independent variables in this research and one dependent variable, the research model 
for this research is shown in Figure 1.  
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Figure 1. Research Model 

 
4. Data Collection  
This research was conducted using primary data collected using non-probability sampling, specifically purposive 
sampling. By using purposive sampling, this research can ensure that data was collected from customers of healthcare 
application. Time frame of data collection was cross sectional and was collected on April 2022. 154 samples were 
collected with 59.70% are males and 71.40% are between 20-30 years old.   
 
4. Results and Discussion  

 
5.1 Numerical Results  
Before conducting hypotheses testing, validity and reliability tests were performed to ensure quality of data used in 
this research and robustness of the variables in this research. Through validity test, 11 indicators were removed from 
the research and the remaining 24 were valid. These valid indicators have loading factor of 0.7 or above and will be 
included in further testing. The valid indicators are shown in Table 1. 
 

Table 1. Valid Indicators 
 

Variable Indicators Variable Indicators Variable Indicators Variable Indicators 
E-
Service 
Quality 
(X1) 

Response Customer 
Perceived 
Value 
(X2) 

Satisfactory Price 
(X3) 

Service 
price 

Customer 
Satisfaction 
(Y) 

Medicine 
quality 

Information  Pride Medicine 
price 

Doctor quality 

Security Meet 
expectation 

Price 
variation 

Quick service 

Delivery Consistency Patent 
drugs  

Service quality 

Design Generic 
drugs 

Medicine 
variability 

Feature Competitive 
price 

Customer 
recommendation 

Expectation Customer story 
 

Reliability test was performed by measuring cronbach’s alpha and composite reliability, result showed that all 
variables in this research are valid. Reliability result is shown in Table 2. 
 

Table 2. Reliability 
 

Variable Cronbach’s Alpha Composite Reliability 
E-Service Quality 0.879 0.917 
Customer Perceived Value 0.894 0.916 
Price 0.862 0.897 
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Customer Satisfaction 0.889 0.913 
After ensuring validity and relibility, relationships were tested using Partial Least Square to determine relationship 
between variables. There were 3 hypotheses tested in this research and result showed that 2 out of 3 hypotheses were 
accepted as shown in Table 3.  
 

Table 3. Hypotheses testing 
 

Hypotheses T statistics P value Result 
H1 5.167 0.000 Accepted 
H2 1.383 0.167 Rejected 
H3 4.810 0.000 Accepted 

 
Based on hypotheses testing, hypothesis 1 was accepted because t-statistics is bigger than 1.96 and p-value is lower 
than 0.05. Hypothesis 2 was rejected because t-statistics is lower than 1.96 and p-value is lower than 0.05. Hypothesis 
3 was accepted because t-statistics is bigger than 1.96 and p-value is lower than 0.05. E-Service Quality and Price has 
positive effect on Customer Satisfaction while Customer Perceived Value has no significant impact on Customer 
Satisfaction. 
 
5.2 Graphical Results  
Relationship between variables have been determined through hypotheses testing with E-Service Quality and Price 
having positive impact on Customer Satisfaction. The next step is to understand the effect of both variables on 
Customer Satisfaction.  
 
 

 
 

Figure 2. Partial Least Square test 
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Test result as shown in Figure 2. showed that E-Service Quality has 0.415 effect on Customer Satisfaction and Price 
has 0.375 effect on Customer Satisfaction. The effect of Customer Perceived Value can be neglected because the 
relationship is not significant. R Square for the model is 0.714 meaning that this model can predict 71.4% of Customer 
Satisfaction, the model is robust with relatively high predictive value. 
   
5.3 Proposed Improvements  
Based on statistical result, E-Service Quality has positive significant effect on Customer Satisfaction, this result means 
that customers of healthcare application are affected by E-Service Quality. Businesses who utilize healthcare 
application to reach their customers must understand that their customers’ satisfaction can be affected by the quality 
of their service with response, information, security, delivery, design, and feature as the valid indicators. When a 
healthcare application wants to maintain or increase their customers’ satisfaction, the healthcare application must 
provide their users with good design and feature in their application and provide detailed information on their products. 
Customers are also concerned with their data security meaning healthcare application must ensure saftety of their 
customers. Quick response on customers demand and quality delivery method are also important for customers. 
Healthcare application can’t neglect these factors to maintain or increase their customer satisfaction.  
 
Price also has positive significant effect on Customer Satisfaction, this result means that customers of healthcare 
application are affected by price. Service price, medicine price, price variation, patent drugs, generic drugs, 
competitive price, and expectation are valid indicators for Price. These indicators showed that users of healthcare 
application are considering price as important factor and they might compare prices between healthcare applications 
and brick and mortar drugstore. Good pricing is important to maintain customer satisfaction while ensuring that the 
price meet their expectation level. To maintain and increase customer satisfaction, healthcare application must provide 
good price level for their customers. 
 
5.4 Discussion  
This research proved relationship of E-Service Quality and Customer Satisfaction, adding another reference for future 
researchers. Previous researches by Baker et al (2002), Lee & lin (2005), Oktavianus & Megawati (2022), and 
Fransiska & Bernarto (2021) found relationship between E-Service Quality and Customer Satisfaction, and this 
research further confirmed this finding. For Indonesian healthcare application customers, E-Service Quality is 
important and companies must address this in maintaining or increasing customer satisfaction. 
 
Price also has positive and significant relationship with Customer Satisfaction as argued by Bei & Chiao (2001), Malik 
et al (2012), Kumar et al (2021), and Fernandes & Calamote (2016). This research further strengthen the relationship 
between price and customer satisfaction and can be used as reference for future research. From the timeline of previous 
researches and this research, it can be seen that e-service quality and price has consistent results, these two variables 
always significantly affect customer satisfaction. Through this research, the relationships are reconfirmed and 
strengthened.  
 
Another interesting finding in this research is relationship between Customer Perceived Value with Customer 
Satisfaction. Previous researches by Lai & Chen (2011) and Kusumawati & Rahayu (2020) showed siginificant 
relationship between the two variables. But, this research confirmed that there is no significant relationship between 
Customer Perceived Value and Customer Satisfaction. This result is interesting because it is different compared to 
previous researches, creating different point of view. Different result compared to previous research might happen 
because this research was conducted 2 years since the start of COVID-19 pandemic. Customers’ priority might shift 
and their habit might have changed, this idea needs further investigation. Future research can try to reconfirm this 
finding by testing this relationship with different population or different method.     
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6. Conclusion  
Statistic tests in this research resulted in two hypotheses accepted and one hypothesis rejected, confirming two 
relationships. The aim of this research was to identify factors influencing customer satisfaction for healthcare 
application users in Indonesia. This aim was fulfilled through this research and the objectives were fulfilled as such:  

1. E-Service Quality has positive significant effect on Customer Satisfaction 
2. Customer Perceived Value has no significant effect on Customer Satisfaction 
3. Price has positive significant effect on Customer Satisfaction 

 
By fulfilling the aim and objectives, this research also contributes interesting findings adding more reference for 
researches on Customer Satisfaction and healthcare application. Furthermore, this research was conducted in 
Indonesia with healthcare application users as population. Previous researches didn’t combine E-Service Quality, 
Customer Perceived Value, and Price as antecedents for Customer Satisfaction. This research combined those 
variables as antecedents and contributed a more comprehensive model for customer satisfaction in Indonesian 
healthcare application. Another interesting contribution is the finding showing there is no significant relationship 
between Customer Perceived Value and Customer Relationship, this can spark another research to reconfirm this 
finding in another industry or another population.    
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