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 The fading of brand awareness can occur because consumers tend to think about 

brands in limited range. New patient visits at Bhayangkara Anton Soedjarwo 
Hospital Pontianak in 2020 were low, only 10.9% per month. The purpose of 

this study is to explain the influence of the Brand Awareness components, 
namely Top of Mind, Brand Recall, Brand Recognition, and Brand Unaware on 

the New Visit Decision. This study uses quantitative method with cross-
sectional research design. The research sample was 100 outpatient polyclinic 

patients who made new visits and met the inclusion and exclusion criteria, using 

purposive sampling techniques. Data analysis using the SmartPLS 3 application. 
Brand Awareness influence on New Visit Decisions at Bhayangkara Anton 

Soedjarwo Pontianak Hospital by 57%. Top of Mind has no significant effect (P-
value -0.058). Brand Recall has a significant positive influence (P-value 0.005). 

Brand Recognition has a significant positive influence (P-value 0.03). Brand 

Unaware has a negative effect on New Visit Decisions (P-value 0.001). There is 
an influence of Brand Awareness on New Visit Decisions at Bhayangkara Anton 

Soedjarwo Pontianak Hospital. 
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Introduction 

Bhayangkara Anton Soedjarwo Pontianak Hospital is a hospital owned by the National Police of the Republic 

of Indonesia. As a public service agency, this hospital has the privilege of being in financial management which 

based on effectiveness and productivity. With the current national health insurance payment system, hospital 

revenues will increase when there are new claims come from new patients. The total number of patients who 

visited Bhayangkara Anton Soedjarwo Pontianak Hospital on the outpatient polyclinic averaged 64 people per 

day.  This hospital in 2020 was dominant in having a trend of long-term patient visits. New patient visits average 

only around 10.9% of total visits each month. Increasing new patient visits is main focus of the hospital 

marketing. So, Bhayangkara Anton Soedjarwo Pontianak Hospital should increase the number of new patients 

visit. In addition, the increase in the number of new patient visits indicates an expansion of the market which is 

a success of the marketing process (Aaker & Moorman, 2017).  

A marketing strategy with increased brand awareness is an option that can be developed.  Brand awareness 

is one of the steps that can be tried to increase the number of new patient visits through brand strengthening so 

that it can build consumer trust (Wasil, 2017). The existence of a good impression and a strong brand produces 

brand awareness in the minds of consumers and makes the basic motivation for consumers in choosing a product 

and ultimately making purchasing decisions (Wicaksono, 2014). Bhayangkara Anton Soedjarwo Pontianak 
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Hospital has several advantages in the form of a long-established hospital, namely since 2002. The position of 

the hospital located on K.S. Street Tubun number 14, is a location that is easily accessible to the community 

because it is in the middle of Pontianak City. In addition, Bhayangkara Anton Soedjarwo Pontianak Hospital 

has excellent services consisting of 13 specialist services, forensic services, and also the treatment of domestic 

violence in children and females. This hospital was chosen as the research location because it is a government-

owned hospital, located in a strategic city center. In addition, within 2 km there are 4 other hospitals nearby so 

the competition is quite high.  

The low number of new patient visits may occur due to low brand awareness among the people of Pontianak 

City. The assumption that the Bhayangkara Anton Soedjarwo Pontianak Hospital is a special hospital for 

members of the Indonesian National Police may cause the people of Pontianak City to lack interest in making 

a medical visit. In addition, the lack of public information, not knowing the advantages of the hospital, and 

never hearing of recommendations about the Bhayangkara Anton Soedjarwo Pontianak Hospital are some 

aspects of low brand awareness. As previously stated, information is an important component that plays a role 

in visiting decisions. Previous research on the influence of brand awareness on new visit decisions has been 

limited. Gianduzzo et al., (2016), conducted research on the influence of brand awareness in healthcare at 

Australia.  

That study same as this research that conducted in government-owned healthcare. Research from 

Kristianawati & Sulistyani (2023) predominantly explains that digital marketing affects visit decisions (old and 

new visits). Both studies not explain the level of brand awareness in the healthcare. Furthermore, Bhayangkara 

Anton Soedjarwo Pontianak Hospital has been marketing to increase patients, but has not explored how the 

brand awareness of the people of Pontianak City towards the hospital. This research was conducted to find out 

how brand awareness among the people of Pontianak City and its surroundings towards Bhayangkara Anton 

Soedjarwo Pontianak Hospital. This research will show the strength of brand awareness components or level 

such as Top of Mind, Brand Recall, Brand Recognition, and Brand Unaware. Therefore, it is expected to help 

understand marketing strategies to enhance New Visit Decisions and serve as a guide for creating marketing 

plans. 

 

Method 

This research uses quantitative method with cross-sectional research design. The research technique used is 

observational descriptive analytics by collecting data using questionnaires. The questionnaire contains questions 

about Top of Mind, Brand Recall, Brand Recognition, and Brand Unaware as independent variables and the 

New Visit Decision as dependent variables. The scale of this research is Ordinal and measured with a 4-level 

Modified Likert scale. This research was conducted from November until December 2022. The population in 

this study was outpatient polyclinic patients per months at Bhayangkara Anton Soedjarwo Hospital Pontianak 

in the period of 2020 (trends in visits within one year). The average number of visits per month is 1945 people. 

By using the Lemeshow formula, the study sample was 100 outpatient polyclinic patients who met inclusion 

and exclusion criteria, with purposive sampling techniques.  

The inclusion criteria are >17 years old, never doing a medical check at Bhayangkara Anton Soedjarwo 

Pontianak Hospital, willing to be a respondent, and the patient’s condition that is possible to fill out the 

questionnaire. The exclusion criteria are patients who did not come at the time of the study, the patient's identity 

data is not filled in completely, and the patient's condition that makes it impossible to fill out the questionnaire. 

As a precaution, the researcher collected 120 data. There were 16 excluded data due to incomplete data entry, 

involving long-term patients and individuals under 17 years old. However, data analysis is still conducted with 

100 data. Researcher's consideration in conducting purposive sampling is that there are inclusion criteria that 

must be met, considering that the sample is a patient who is receiving medical treatment. 

This research instrument is a modification of the questionnaire by (Wibowo, 2017). At the initial stage, 30 

people tested for the validity and reliability of the research instrument. Validity is tested using the Pearson 

Product Moment where all variables have a P-value below 0.05. Meanwhile, the reliability of the instrument 

was tested using Alpha Cronbach and all variables had an Alpha Cronbach value of >0.6. After that, 

questionnaires were distributed to all respondents. The questionnaire consisted of identity, socioeconomic 

characteristics including work and expenses per month, and questions regarding Top of Mind, Brand Recall, 

Brand Recognition, Brand Unaware and New Visit Decision. Answer choices regarding brand awareness and 

new visit decisions using the 4-point Likert scale. The results of respondents' answers then calculated and 

categorized descriptively based on their characteristic such as residential district, occupation, monthly expenses, 

and payment method. In addition, these answers are also processed using the SmartPLS3 application using non-

parametric methods as multiple regression analysis, to test research hypotheses. The hypotheses were: (1) H1: 
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There is a Top-of-Mind influence on the two New Visit Decisions at Bhayangkara Anton Soedjarwo Hospital 

Pontianak. (2) H2: There is a Brand Recall influence on the two New Visit Decisions at Bhayangkara Anton 

Soedjarwo Hospital Pontianak. (3) H3: There is a Brand Recognition influence on the two New Visit Decisions 

at Bhayangkara Anton Soedjarwo Hospital Pontianak. (4) H4: There is a Brand Unaware influence on the two 

New Visit Decisions at Bhayangkara Anton Soedjarwo Hospital Pontianak 

Instrument validity testing was carried out using Pearson Product Moment. Validity is expressed by p < 0.05 

(Sugiyono, 2019). all question items for the variables Top of Mind, Brand Recall, Brand Recognition, Brand 

Unaware, and New Visit Decision have a p value <0.05, so the instruments can be declared as valid. The 

instrument reliability test was carried out using Cronbach's Alpha. The research is said to have reliability at 

Cronbach Alpha > 0.6 and the Cronbach Alpha value if the item is deleted is smaller than the Cronbach Alpha 

value (Sugiyono, 2019). All question items for the variables Top of Mind, Brand Recall, Brand Recognition, 

Brand Unaware, and new Visit Decision have a Cronbach's Alpha value of >0.6, so the instrument can be 

declared as reliable. 

 

Results and Discussions 

Descriptive Analytics 

Based on the research conducted on 100 respondents, the following characteristics can be identified: 

Table 1. Respondents Characteristic Based on Occupation at Bhayangkara Anton Soedjarwo Pontianak 

Hospital 

Occupation n Percentage 

Private sector employee 31 31% 

Student 19 19% 

Housewife 17 17% 

PNS/BUMN 10 10% 

TNI/POLRI 9 9% 

Entrepreneur 7 7% 

Healthworker 4 4% 

Unemployee 2 2% 

Farmer 1 1% 

Total 100 100% 
Source: Processed data by researchers 

 

Based on Table 1, it can be observed that the occupations of the respondents varied, with 31% being private 

employees, 19% students, 17% housewives, 10% civil servants or state-owned enterprise employees, 9% military 

or police personnel, 7% entrepreneurs, 4% healthcare workers, 2% unemployed, and 1% farmers. 
 

Table 2. Respondents Characteristic Based on Payment Methods and Monthly Expenses at Bhayangkara 

Anton Soedjarwo Pontianak Hospital 

Payment Methods n Percentage 

BPJS 70 70% 

Mandiri 30 30% 

Total 100 100% 

   

Monthly Expenses n Percentage 

Less than Rp 354.000 7 7 

Rp 354.000 – Rp 532.000 16 16 

Rp 532.001 – Rp 1.200.000 31 31 

Rp 1.200.001 – Rp 6.000.000 38 38 

More than Rp 6.000.000 8 8 

Total 100 100% 
Source: Processed data by researchers 

The payment method of the respondents according to Table 2 is that 70% use BPJS and 30% use individual 

or independent payment. The majority of respondents' monthly expenses range from Rp 1,200,001 to Rp 

6,000,000, with 38 respondents. 
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Table 3. Respondents Characteristic Based on Domicile of Residence at Bhayangkara Anton Soedjarwo 

Pontianak Hospital 

Regency / City of Domicile n Percentage 

Kota Pontianak 62 62 

Kab. Kubu Raya 25 25 

Kab. Sintang 4 4 

Kab. Sanggau 3 3 

Kab. Ketapang 2 2 

Kab. Kayong Utara 2 2 

Kab. Sambas 1 1 

Kab. Landak 1 1 
   

Sub-district of  domicile n Percentage 

Pontianak Kota 15 24,2% 

Pontianak Timur 14 22,6% 

Pontianak Utara 13 21% 

Pontianak Barat 9 14,5% 

Pontianak Selatan 8 12,9% 

Pontianak Tenggara 3 4,8% 
Source: Processed data by researchers 

 

Based on Table 3, the majority of respondents reside in the city of Pontianak, totaling 62 individuals, while 

25 individuals live in Kubu Raya Regency. Respondents living in Pontianak come from various districts, namely 

Pontianak Kota District (24.2%), Pontianak Timur District (22.6%), Pontianak Utara District (21%), Pontianak 

Barat District (14.5%), Pontianak Selatan District (12.9%), and Pontianak Tenggara District (4.8%). 

Hypothesis Test 

Table 4. R-square 
 

R-Square 

New Visit Decisions 0,570 

Source: Processed data by researchers 

The first hypothesis test is the inner model test. Testing of the inner model is carried out by looking at the R-

square value which is the goodness-fit test of the model. Changes in the value of R-squares can be used to assess 

the influence of certain independent latent variables on whether they have a substantive influence (Ghozali, 

2020). The variability of the New Visit Decision construct can be explained by the variability of The Brand 

Awareness construct is 57%, while 43% is explained by other variables beyond those studied. 

Table 5. Path Coefficients 

  Original Sample (O) T Statistic P Values 

Brand Recall -> New Visit Decisions 0,341 2,828 0,005 

Brand Recognition -> New Visit Decisions 0,190 2,156 0,032 

Brand Unaware -> New Visit Decisions -0,371 3,481 0,001 

Top of Mind -> New Visit Decisions -0,058 0,545 0,586 

Source: Processed data by researchers 

The second test is to look at the significance of the influence of Brand Awareness components on New Visit 

Decisions by looking at the value of the parameter coefficient and the significance value of T statistics through 

the Path Coefficients. The Brand Recall has a parameter coefficient valued at 0,341 means that there is a positive 

influence on New Visit Decisions with a significant T-value of 2,828 (T-table at 5%=1,660). Brand Recognition 

has a positive effect on the New Visit Decision which is indicated by a parameter coefficient valued at 0,190 and 

significant at 5%. Brand Unaware has negative effects on the New Visit Decision which is indicated by a 

parameter coefficient of -0,371 and significant at 5%. Top of Mind has a parameter coefficient of -0,058 on the 

New Visit Decisions and an insignificant statistical T-value of 0,586 at 5%. 
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Picture 1. Inner Model (Path Coefficients dan P value) 
Source: Processed data by researchers 

Work is a human activity as a social being in the form of an effort carried out with a sense of responsibility 

and carried out in a certain place and time both to obtain rewards (Wiltshire, 2016). According to the Population 

and Civil Registration Office of West Kalimantan Province (2023), the occupations of people in West 

Kalimantan are 34.5% private work, 28% not working, 18.9% housewives, 16.1% students 1.5% civil servants, 

0.3% TNI / POLRI, and 0.3% retirees. The occupation of the respondents in this study was mostly private 

employees as much as 31%, while respondents who worked as TNI / POLRI were only 9%. This shows that 

Bhayangkara Anton Soedjarwo Pontianak Hospital is not only known by TNI/POLRI members, but also 

civilians.  

Last month's expenditure is the actual consumption expenditure during the last month, not calculated by a 

year's expenditure divided by twelve months (BPS, 2023). The majority of respondents' monthly expenditure 

was Rp 1,200,001 - Rp 6,000,000. According to The World Bank (2019), this amount of expenditure falls into 

the middle-class category. The middle class has higher domestic consumption due to a higher consumptive 

tendency than the upper class and because it has a higher income when compared to the lower class (Banerjee 

& Newman, 1993). The middle class has distinctive characteristics. According to Kardes (2018), middle-class 

consumers are a group of consumers who are educated, connected to social media, and have a desire for a wider 

range of services. The existence of these characteristics can be utilized as a marketing step for Bhayangkara 

Anton Soedjarwo Hospital Pontianak. The utilization of social media to share information about the type of 

service, doctor's schedule, registration flow, and examination fees can be done. In addition, according to  

Fukuyama (2013), middle-class consumers spend their time and money to improve their quality of life including 

routine medical check-ups.  

BPJS is short for Social Security Organizing Agency which aims to carry out social security activities 

according to the definition of Article 1 Paragraph 1 of Law Number 24 of 2011 concerning Social Security 

Organizing Agency. BPJS is also a national health insurance that improves the quality of health services and 

administration so that it can work efficiently, standardized, and integrated using information technology (Mukti 

et al., 2022). 70% of respondents in this study used BPJS as a payment method. This shows that BPJS coverage 

in Pontianak City is quite high. Based on data obtained from the Population and Civil Registry Office of West 

Kalimantan Province until September 1, 2022, 77.5% of the 5,482,046 population have registered as BPJS 

participants (Muharrami, 2022). In addition, the majority of respondents use BPJS as a payment method because 

it is in accordance with the economic conditions dominated by the middle class. National health insurance has 

one important element in its scheme which is to be attractive and acceptable to the middle class. The middle-

class population receives more health insurance subsidies than low-income people because the knowledge and 

awareness of health in the middle class is higher (Thabrany et al., 2003). 

65% of respondents in this study live in Pontianak City, with the majority coming from Pontianak City and 

East Pontianak sub-districts. The majority of patients at Bhayangkara Anton Soedjarwo Pontianak Hospital 

come from the sub-districts surrounding the hospital. There were 4.8% of respondents who came from that 

Southeast Pontianak Sub-district. This is comparable to BPS Pontianak City data in 2024 that Southeast 

Pontianak Sub-district has the lowest population in Pontianak City, which is 7% or 49,180 people (BPS Kota 

Pontianak, 2024). Promotional programs can be implemented in other sub-district areas where the level of new 
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visits is still low in the context of expansion. Social services and cooperation with partners can be carried out. 

According to Fanani & Sukaris (2023), cooperation with local governments, private companies, and state-owned 

enterprises (SOEs) will build a positive image and provide access to a wider new market. In addition, location-

based advertising through Instagram ads is effective for attracting potential customers (Ekaputra et al., 2022). 

In general, purchasing decisions are influenced by several factors. There are five factors, namely brand, 

consumer perception, behavior, purchase intention, and demographic factor (Nguyen & Gizaw, 2014). The 

brand value itself has several components, namely brand awareness, brand association, brand loyalty, and 

perceived quality (Aaker & Moorman, 2017). Based on SmartPLS3 analysis, the variability of the New Visit 

Decision construct that can be explained by the Brand Awareness construct is 57%, while 43% is explained by 

other variables beyond those studied. The decision of patient visits the hospital is influenced by five factors, 

namely brand equity, brand loyalty, brand image, brand awareness, and brand trust (Yuliani, 2019). Brand 

awareness and brand association are the two factors that most influence patients to make visits to a hospital 

(Ernawaty et al., 2020). Consumer knowledge about a brand is how consumers understand, feel, see, and hear 

a brand based on their experience. This knowledge makes a brand embedded in the minds of consumers and 

becomes more valuable for the brand. 

The study found that there was a significant positive influence between Brand Recognition on New Visit 

Decisions. This finding is following Langi's research in 2013, that Brand Recognition is significant to purchasing 

decisions. This hospital has been conducting marketing through promotions, advertisements, and 

recommendations, so that the people of Pontianak City recognize this hospital. Furthermore, the hospital should 

intensify its marketing efforts by emphasizing the hospital's logo and name. The existence of a logo and symbol 

of a brand will help consumers have a lasting impression in their minds (Shahid et al., 2017). It is advisable for 

hospitals to create a mascot character to facilitate recognition for the public, which aligns with Kiliçarslan & 

Gündüzyeli (2021). The existence of brand recognition occurs because of the history of good treatment 

experience from other people around them, so respondents choose to make a new visit decision at this hospital. 

The recognition is also formed due to similarities Basal & Gayretlı research (2023). For example, respondents 

using BPJS coverage tend to choose government-owned hospitals, so the respondent selects a new visit decision 

at this hospital because it has similar facilitates as other government-owned hospitals.   

Brand Recall in this study had the biggest positive influence on New Visit Decisions. This is following Langi's 

research that Brand Recall is the most influential factor in purchasing decisions (Langi, 2013). Bhayangkara 

Hospital is brands that are easy to recall because it reminds to National Police’s synoym. In modern times, 

consumers rely more on their ability to remember when making purchase decisions due to the lack of time 

available to absorb marketing efforts such as advertising on television (Khurram et al., 2018). According to Patil 

(2022), brand positioning can function to increase brand recall and help build a positive brand image. According 

to Ainurrofiqin (2021), brand positioning is carried out in three stages. First, identify brands, customers, and 

competitors. Second, make a positioning statement that will guide internal parties in taking decisions that affect 

customer perception of the brand. This positioning statement contains four important elements, namely the 

target customer, the definition of the intended market, the brand promise or uniqueness of the brand, and the 

customer's reason to believe. Third, reflect on positioning. Finally, of course, the effectiveness of the brand 

positioning is tested. 

This study found that Brand Unaware has a significant negative effect on New Visit Decisions, this statement 

is following research conducted by Ulansky (2023). This finding occurred because when consumers do not know 

the brand well, it will be easier for consumers to change to another brand (Inayati & Wahyuni, 2017). The use 

of people, process, and ambience strategies can be done to increase awareness (Santosa et al., 2021). Here are 

some of the things that can be done by Bhayangkara Anton Soedjarwo Hospital Pontianak. People is a personal 

approach by placing the hospital's Instagram account as if it were a friend's account, not like a business account 

that focuses on offering services only. Type-writers of content that contain things that relate to the situation in 

society will make them feel more personal. Process is to show the process that occurs during service at the 

hospital. The existence of a video that shows services ranging from registration to patients returning home will 

be very helpful for prospective consumers who have never visited a hospital. Ambience is to show a comfortable 

hospital atmosphere, a clean environment, and complete infrastructure in the content created. 

This study found that Top of Mind was not significant to New Visit Decisions. This statement is in 

accordance with research conducted by Prasetyanto (2015). Top of Mind is a response when consumers mention 

the brand name that first appears in their minds. The brand has always been the main choice of consumers when 

making purchases (Hapsari et al., 2011). Top of Mind has a relationship with several factors that can influence 

the decision of the visit. According to Pauly & Joshua Selvakumar (2018), Top of Mind has a significant 

relationship with brand loyalty and age. The existence of high brand loyalty makes patients loyal to visit the 

hospital that is usually chosen, even though other hospitals have better services. Older patients are less likely to 
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open up to changes. This raises doubts about older patients transferring to another hospital. In addition, 

advertising is one of the factors that also affect the Top of Mind. According to Rini (2018), the frequency of 

advertisement serving, the attractiveness of messages, and the timing of advertisement serving have a positive 

effect on Top of Mind. The existence of appropriate and targeted advertising methods will be effective in 

attracting consumers. 

 

Conclusions 

Variability of the Brand Awareness construct can explain the variability of the New Visit Decision construct by 

57%. Brand Recall and Brand Recognition have a significant positive correlation to New Visit Decisions. 

Meanwhile, Brand Unaware has a negative correlation to new visit decisions. Top of Mind does not have a 

significant effect because it is influenced by other factors. Suggestions are further research was conducted on 

factors that can affect Top of Mind. Also, further on the components that influence medical visit decisions such 

as ethnicity, hospital capacity, hospital distance, service rates, health status and duration of occurrence of the 

disease. Some ethnic groups have specific cultures, beliefs, and faiths related to medicine, which could 

potentially influence hospital visit decisions. Cost is one of the factors considered by Indonesian society when 

seeking medical treatment. Hospital capacity also plays a role – hospitals located close to the city and easily 

accessible may facilitate visit decisions. A large hospital capacity may attract patients to choose a particular 

hospital. 

Bhayangkara Anton Soedjarwo Pontianak Hospital can increase brand awareness by implementing 

segmentation, targeting, positioning, differentiation, marketing mix, and value. Top of Mind and patient loyalty 

can be increased with the right advertising by the Funelling strategy, branding continuously, creating a good 

brand experience, creating a brand book, and co-branding with more well-known brands. Brand recall can be 

increased by increasing advertising through local TV shows or short films, increasing incidental exposure, and 

improving consumer personal experience. Brand recognition recall can be increased with video ads containing 

logos and other brand identities and implement the 7I strategy, namely invisibility, identity, innovation, insight, 

instantaneity, integration, and and interactivity. Brand unaware can be reduced by implementing people, 

process, and ambience strategies in the advertising content created. 
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