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Abstract 

The objective of this research is to analyze the effect of product quality perception, trust, and brand image on 

generic drug buying decision and consumer satisfaction of hospital patients in East Kalimantan.This research 

used the explanatory observational research design with the cross-sectional study. Its population was all of the 

general patients who did not use the facility of the Social Security Provider (BPJS) for Health or National Health 

Insurance/Local Health Insurance. The samples of research consisted of 260 respondents. They were taken by 

using the accidental random sampling technique. The data of research were analyzed based on the Structural 

Equation Modeling (SEM) using AMOS.The results of research are as follows:  (1) the product quality 

perception has a significant effect but is proved to be not valid on the generic drug buying decision of the 

hospital clients in East Kalimantan; (2) the consumer trust has a significant effect and is proved to be valid on 

the generic drug buying decision of the hospital clients in East Kalimantan; (3) the brand image has a significant 

effect and is proved to be valid on the generic drug buying decision of the hospital clients in East Kalimantan; (4) 

the product quality perception has a significant effect but is proven to be true on the generic drug consumer 

satisfaction of hospital clients in East Kalimantan; (5)  the consumer trust has a significant effect and is proved to 

be valid on the generic drug consumer satisfaction of hospital clients in East Kalimantan; (6) the brand image 

has a significant effect but is proved not to be true  on the generic drug consumer satisfaction of hospital clients 

in East Kalimantan; and (7) the buying decision has a significant effect and is proved to be valid on the generic 

drug of hospital clients in East Kalimantan.  

Keywords: Product quality perception, trust, brand image, buying decision, customer satisfaction, and generic 

drug 

 

1.  Introduction 

The prices of drugs in Indonesia through the policy of drug pricing by the Government of the Republic of 

Indonesia are still perceived relatively more expensive than those of drugs in other several countries due to its 

policy, which implements a free market economy on drug prices, and the government’s lack of supervision on 

the generic drug use. Indonesian government already issued policies on generic drugs in 1989 through the 

enactment of Regulation of the Minister of Health Number: 05417/A/SK/XII/1989 regarding the Procedure of 

Generic Drug Registration, which aims at ensuring the truth of efficacy, safety, and quality of the circulating 

drugs and Regulation of the Minister of Health Number 085/MENKES/PER/1989 regarding Duty to Write Drug 

Prescription and/or to Use Generic Drugs in State Health Service Facilities. However, the latter was revoked and 

substituted with Regulation of the Minister of Health Number: HK.02.02 /MENKES/068/I/2010 regarding Duty 

to Use Generic Drugs in State Health Service Facilities. 

 Furthermore, the government also issued a policy on the generic drug pricing through Decision of the 

Minister of Health Number: 92/ MENKES/SK/II/2012 on Final Retail Price (FRP) of generic drugs. This FRP 

becomes the highest selling price reference of generic drugs in pharmacies, hospitals, and other health care 

facilities in addition to Decision of the Minister of Health on the guidelines for the development and supervision 

of generic drugs Number HK.03.01/MENKES/159/I/2010 regarding  the Development and Supervision of 

Generic Drug Use in Governmental Health Service Facilities. Those policies are intended to become guidelines 

for the Central Government and Local Governments to compulsorily provide generic drugs in their heath service 

facilities based on the prepared formulary and to refer it to the National Essential Medicine List (NEML). 

 The classification of drugs based on pharmaceutical laws and regulations through Regulation of the 

Minister of Health Number 924/MENKES /Per/X/1993 regarding Mandatory Drugs of Pharmacy are narcotic 

Drugs (O List), Psychotropic Drugs (Limited Hard Drugs), Hard Drugs (G List), Mandatory Drug of Pharmacy 

(G List No. 1 and G No. 2) and OTC (OTC / Over The Counter). 

 The phenomenon that occurs is that hospital patients have not recognized the differences between 

generic drugs and generic products bearing, branded generic drugs (registered branded products), and patented 

drugs (original products). The patients never raise any questions on the medicines prescribed and their possible 

prices. Most of them do not know that generic drugs have qualities, efficacies, purities, and stabilities that are 
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similar to the patented ones as they have the same active ingredients. The difference is found only on the 

packaging and the names of companies that manufacture them. 

 To increase the success in generic drug use, the participations of all parties including government, 

private, and public health officials are required. The government has a role to make regulations on generic drugs 

and to disseminate them systematically so that the patient can understand and know the correct information 

about the benefits of generic drugs. In addition, the government also has a role to monitor the generic drugs so 

that their quality can be maintained. 

 The private sector as a drug manufacturer has a role in making the distribution and the availability of 

drugs in various places. The limit of generic drugs would be a serious problem and the uneven distribution of 

generic drugs also may inhibit the patients to get them. In addition, drug manufacturers shall guarantee that the 

quality of generic drugs is the same as that of the patented ones so that the assumption or perception that the 

generic drugs are not as efficacious and safe as the patented ones can be eliminated. Increasing the quality of 

generic drugs will affect the generic drug purchase interest and decision. 

 Kotler and Keller (2009: 166) argue that there are three factors that influence the buying decision, 

namely: cultural factor, social factor, and personal factor. The cultural factor has a broad and deep effect on 

taking a buying decision of a product. In relation to this study, the generic drug buying decision is much more 

influenced by the cultural, social, and personal factors in addition to psychological one. The psychological factor 

is perceived as an important factor in relation with motivation, perception, learning, and memory. The perception 

in this research is focused on the product quality of generic drugs as well as the patients’ trust on generic drugs. 

The patients’ perception will affect the generic drug buying decision. If the patients have a positive perception 

on the generic drugs, then most likely the patients will buy them. Conversely, if the perception raised is negative, 

then the patients will choose the patented ones. In addition, the social factor is much more influenced by the 

reference group, in this case the health workers. Health workers such as doctors, pharmacists and nurses have an 

important role in influencing patients to use generic drugs or patented drugs. Patients will bear a high level of 

trust on the generic drugs when doctors and pharmacists provide recommendations on the generic drugs. 

 Other factor that affects the buying decision is brand image. According to the American Marketing 

Association as stated by Kotler and Keller (2009: 258), brand is defined as a sign, a symbol, a design, or a 

combination of all of them which are intended to identify products or services of a seller or group of sellers and 

to differentiate them from goods or services of a competitor. In addition to differentiating one product from 

another product, the brand also provides benefits to consumers to help them to identify the benefits offered and 

the quality of the product. Consumers trust a product with a particular brand more than the one without any 

brand despite the same benefits being offered (Ferrinadewi, 2008: 135). 

 After the patients do a purchase and feel the benefits of the products bought, the next process is a matter 

of satisfaction received from these products. Kotler and Keller (2009: 139) claim that consumer satisfaction is 

one’s feeling of happiness or disappointment, which comes from the comparison between his or her impression 

on the performance of a product and his or her expectation. The satisfaction in relation to the drug use may be 

classified into two categories, namely: functional satisfaction and psychological satisfaction. The former is a 

satisfaction derived from the function or the use of a product, such as: by taking medicine, someone gets 

recovered from his or her illness, and the latter is a satisfaction derived from intangible attributes such as feeling 

happy because drugs bought are inexpensive, easy to consume, and easy to obtain. 

 The patients’ satisfaction will be formed when they have benefited from the generic drugs. At least, it 

will be influenced by the product quality perception, trust, and brand image of the generic drugs. The patients 

who have used the drugs will have both material and immaterial benefits. In the former, the patients will have 

savings from the purchase of drugs. In the latter, the patients receive the same quality of generic drugs as the 

patented drugs. 

 The patients who get benefits more from taking the generic drugs will be satisfied and will do 

repurchase on such drugs. The satisfaction of the patients who take the generic drugs will affect their image in 

the future. In addition, the patients who are satisfied with the generic drugs will give a positive perception on the 

generic drugs. 

 Researches related to the factors that affect the buying decision and the customer satisfaction have been 

carried out by previous researchers. The researches conducted by Chelliah and Kwon (2011), Tariq (2013), 

Jaafar and Pan (2012), Musdiana et al., (2010), Nurafifah et al., (2012), Jacky and Tumbuan (2014), Nazia et al., 

(2011), examined the effect of product quality perception on the purchase, and their results indicate that there is 

a significant effect of the product quality perception on the buying decision. The researches conducted by Kim 

(2008), Dewanti, et al (2010), Seiedeh et al., (2012) examined the effect of consumer trust on the buying 

decision, and their results show that there is a significant effect of the consumer trust on the buying decision. The 

researches conducted by Sondoh, et al., (2007), Ruslim and Andrew (2012), Tariq (2013), Lin (2007), Jacky and 

Tumbuan (2014), Hsin et al., (2008), examined the effect of brand image on the buying decision, and their 

results suggest that there is a significant effect of the brand image on the buying decision. 
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 The researches on the factors that affect the customer satisfaction, were also done by Satit et al., (2012), 

Haemoon (1999), Hafizah (2012), Endang and Maurine (2009). The results of their researches indicate that there 

is significant effect of the product quality perception on the customer satisfaction. The results of researches 

conducted by Singh and Sirdeshmukh (2000), Raoul (2005), Lin and Xu (2011), Hafizah (2012), Endang and 

Maurine (2009), show that there is a significant effect of the consumer trust on the customer satisfaction. The 

results of researches conducted by Tu et al., (2013), Satendra and Singh (2012), Fransisca et al., (2012) indicate 

that there is a significant effect of the brand image on the consumer satisfaction. Finally, the results of researches 

conducted by Bowen and Chen, Sumarwan (2003), show that there is a significant effect of the buying decision 

on the customer satisfaction. 

 The above researches show that the variables of product quality perception, trust, and brand image have 

an effect on the buying decision and consumer satisfaction. However, there are gaps among the results of 

research including those of researches conducted by Dewanti Retno, Ishak Ismail, Muhammad Jalu Tasrihanto 

Prabowo Aditya (2010). Some of the researches indicate that the product quality perception, the trust, and the 

brand image do not have any significant effect on the buying decision and customer satisfaction. The brand 

image does not significantly and positively affect the buying decision. The result of research conducted by 

Sudomo (2013) shows that partially the brand awareness and loyalty have a positive and significant effect on the 

buying decision, while the variables of brand association and quality perception does not have any effect on the 

buying decision. The results of researches conducted by Phillip K. Hellier, Gus M. Geursen, Rodney A. Carr, 

John A. Rickard (20013) show that although perceived quality does not directly affect the customer satisfaction, 

it does so indirectly via customer equity and value perceptions. 

 Thus, this research is expected to provide something new compared to previous ones where the variable 

of trust in the previous research only used three dimensions, namely: attribute- object trust, attribute-benefit trust, 

and object-benefit trust (Mowen, 2002). In this research, the dimension of trust is added with the patients’ 

psychological factors, namely:  motivation, perception, learning and memory. It believed that the psychological 

factors have an important role in creating the patients’ trust on a product so that patients repurchase it.  

 Based on the above descriptions, therefore, the authors are interested in studying more about the drug 

buying decision and consumer satisfaction of hospital patients in East Kalimantan. This research is entitled 

“Effect of Product Quality Perception, Trust, and Brand Image on Generic Drug Buying decision and Consumer 

Satisfaction of Hospital Patients in East Kalimantan”. 

The objectives of this research are to analyze and explain: 

1. the effect of product quality perception on the generic drug buying decision of the hospital patients in East 

Kalimantan; 

2. the effect of consumer trust on the generic drug buying decision of the hospital patients in East Kalimantan; 

3. the effect of brand image on the generic drug buying decision of the hospital patients in East Kalimantan; 

4. the effect of product quality perception on the generic drug consumer satisfaction of the hospital patients in 

East Kalimantan. 

5. the effect of consumer trust on the generic drug consumer satisfaction of the hospital patients in East 

Kalimantan; 

6. the effect of brand image on the generic drug consumer satisfaction of the hospital patients in East 

Kalimantan; and 

7. the effect of buying decision on the generic drug consumer satisfaction of the hospital patients in East 

Kalimantan. 

 

2. Literature Review 

2.1 Perceived Quality 

Kotler (2002: 49) defines product quality as the overall natures and characteristics of a product, which affect the 

ability to satisfy the tangible and intangible needs. 

 Garvin (1987), as quoted by Tjiptono and Chandra (2005: 130), claims that there are eight dimensions 

of products that can be used to analyze the characteristics of the quality of goods:  

1.  Performance: Performance refers to a product's primary operating characteristics. This dimension of 

quality involves measurable attributes; brands can usually be ranked objectively on individual aspects of 

performance.  

2.  Features: Features are additional characteristics that enhance the appeal of the product or service to the 

user.  

3.   Reliability: Reliability is the likelihood that a product will not fail within a specific time period. This is a 

key element for users who need the product to work without failure.  

4.  Conformance: Conformance is the precision with which the product or service meets the specified 

standards.  

5.  Durability: Durability measures the length of a product’s life. When the product can be repaired, 
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estimating durability is more complicated. The item will be used until it is no longer economical to 

operate. This happens when the repair rate and the associated costs increase significantly.   

6.  Serviceability: Serviceability is the speed with which the product can be put into service when it breaks 

down, as well as the competency and behavior of the serviceperson.  

7.  Aesthetic: Aesthetic is the subjective dimension indicating the kind of response a user has to a product. It 

represents the individual’s personal preference.  

8.  Perceived quality: Perceived quality is the quality attributed to a good or service based on indirect 

measures 

 

According to Kotler and Keller (2009b: 9-10), the product perception can be measured by: 

1. Performance Quality: Most of products are set at one of the four levels of performance: low, average, 

high, or superior. The performance quality is the level where the main characteristics of the product 

operate. The quality becomes an important dimension of differentiation when the manufacturers 

implement a model of value and provide a higher quality with a lower price. 

2. Conformance Quality: Buyers expect the products to have high quality conformity, i.e. the degree where 

all units are produced identically or meet the promised specifications. 

3. Durability: Endurance is a measure of the operating life expectancy of a product under regular or 

stressful conditions. The buyers will usually pay more for a product that has a good reputation. 

4. Reliability: Reliability is a measure of the probability that the product will not be malfunctioning or 

failed within a specific time period. The buyer will usually pay more for a product that is more reliable. 

 

2.2 Trust 

Moorman, Desh Pande, and Zaltman (1993:82) in Morgan and Hunt (1994:23) claim that “Trust is defined as a 

willingness to reply on an exchange partner in whom one has trust”. According to Rotter’s classic view (1967: 

651) in Morgan and Hunt (1994:23), trust is defined as ”a generalized expectancy held by an individual that the 

world of another … can be re –lied on.”. Both of these definitions show the importance of trust. The literature on 

trust suggests that trust on the part of the trusting party results from the firm belief that the trustworthy party is 

reliable and has high integrity, which is associated with such qualities as consistent, competent, honest, fair, 

responsible, helpful, and benevolent (Altman and Taylor 1973; Dwyer and La Gace 1986; Larzel-Ere and Huston 

1980; Rotter 1971) in Morgan and Hunt (1994:23). Anderson and Narus (1990:45) focus on the perceived 

outcomes of trust when they define it as “the firm’s belief that another company will perform action that will 

result in positive outcomes for the firm as well as will not take unexpected actions that result in negative 

outcomes (I Morgan and Hunt, 1994:23). 

 Bromiley and Cummings (1995) claim that trust is expectation that another individual or group will: (1) 

have good faith and make efforts to behave in accordance with any commitments both explicitly or implicitly, (2) 

be honest in whatever negotiations preceding those commitments, and (3) not take excessive advantage of others 

even when the opportunity(to renegotiate) is available. 

 The consumer trust on a product that the product has an attribute is the result of consumer knowledge. 

According to Mowen and Minor (2002:312), consumer trust is consumer knowledge about an object, its 

attributes, and its benefits. The knowledge is useful for communicating a product and its attributes to consumers. 

The trust which is said to represent the association that consumers make among the object, its attributes, and its 

benefits, is based on the cognitive learning process, namely: 

1. Attribute-object trust: Knowledge about the object has a special attribute called attribute-object trust. The 

attribute-object trust connects an attribute to an object, such as a person, an article, or a service. 

2. Attribute-benefit trust: Attribute-benefit trust is the consumer's perception on how much a particular 

attribute produces or provides certain benefits. One looks for products and services that will solve his or her 

problems and meet his or her needs. In other words, they have attributes that will provide recognizable 

benefits. 

3. Object-benefit trust: Object-benefit trust is the consumer's perception on how much a product, a person, 

or a certain service will give certain benefits. 

Besides the three attributes related to trust, in this research one dimension to measure consumer trust 

on a product i.e. psychological process is added. Psychological process is a process in decision-making and final 

decision of purchase (Kotler and Keller, 2009: 176). The psychological factor includes motivation, perception, 

learning and memory. The following are explanations of each indicator: 

1. Motivation 

There are three well-known motivational theories used to analyze consumer behavior, namely: Freud theory, 

Maslow theory, and Herzberg theory. The three theories are essentially similar in fulfillment, where some needs 

are biogenic (these needs arise from the circumstances of psychological distress such as hunger, thirst and 

discomfort). Another requirement is psychogenic that is the needs which arise from the circumstances of 
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psychological distress such as the need for recognition, appreciation and sense of belonging. In this research, 

motivation indicators are measured based on the biogenic and psychogenic needs, namely: a sense of comfort 

after using generic drugs and cheap generic drug prices. 

2. Perception 

Perception is the process where we select, organize and interpret information inputs to create a meaningful 

picture of the world. Perception does not only depend on the physical stimulation, but also the relation of 

stimulation to the area of the surrounding stimuli and conditions within each of us. In marketing, perception is 

more important than reality because it affects the actual behavior of consumers. People may have different 

perceptions on the same object because of the three processes of understanding, namely: selective attention, 

selective distortion and selective retention (Kotler and Keller, 2009: 179). 

3. Learning 

Learning encourages changes in our behavior arising from experiences. Learning theorists believe that learning 

is produced through the interaction of encouragement, stimulation, sign, response and reinforcement. Some 

researchers prefer more active and cognitive approaches when learning depends on the conclusions or 

interpretations made by consumers about the outcome (whether the consumer experience is unpleasant due to 

poor product or the consumer is failed due to external causes) (Kotler and Keller, 2009: 181) . 

4. Memory 

Memory is a very constructive process because we do not remember the information and incident completely 

and accurately. Consumers can remember the experience with a brand differently from the actual facts as the 

result of the intervention of other factors or events (Kotler and Keller, 2009: 182). 

 

2.3 Brand Image 

Grewal, Khirshnan, Baker, and Borin (1998 in Nan-Hong Lin, 2007:122) claim that the better a brand image is, 

the more recognition consumers give to its product quality. Rao and Monroe (1988, in Nan-Hong Lin, 2007:122) 

state that a brand with a more positive image does have the effect of lowering consumers’ product perception 

risk and increasing positive feedback from consumers. Therefore, consumers generally believe that they can 

make a satisfactory purchase by choosing well-known brands and also lower any purchase risks by doing so. 

 Kertajaya (2005: 6) argues claims that “Brand image is the highlights of all associations related to an 

existing brand in the minds of consumers". Meanwhile, Setiadi (2003: 180) argues that brand image is a 

representation of the overall perception of the brand, and it is formed from information and past experience of 

this brand. Brand image is associated with attitudes in the form of beliefs and preference toward a brand. 

Consumers, who have a positive image of the brand, will be more likely to make a purchase.  

According to Aaker (2000) in Ruslim and Andrew (2012: 35), the following are the factors that become the 

benchmark of brand image: 

1.   Product attributes: A brand can cause or bring certain attributes to the goods or services in consumers’ 

mind which remind them of the characteristics of the brand. 

2.  Consumer benefit: A brand shall be valuable and beneficial of its own when consumers buy and 

consume the product. Consumer benefits consist of functional benefit, emotional benefit, and self-

expressive benefit. The first benefit is a series of benefits gained by the consumers when the product can 

perform its main function. The second benefit is a series of benefits gained by consumers because the 

product provides or brings positive feelings to consumers. The last benefit is a series of benefits gained by 

the consumers when a brand is considered to represent the expression of a consumer. 

3.  Brand personality: Brand personality is defined as a brand that has a set of personal characters that will 

be associated by consumers to a particular brand. 

4.  User imagery: User imagery is defined as a set of human characteristics gathered in an association with 

typical or characteristic of consumers who use or consume the brand. 

5.  Organizational association: Consumers often connect products purchased with the credibility of the 

product manufacturer. This will affect the perception of goods or services produced by the company. 

6.  Brand customer relationship: A brand shall be able to create a relationship with customers. This can be 

measured by seven dimensions: a) Behavioral interdependence: Consumer and product brands are 

interdependent. Consumer behavior has an important role in relationship with the brand. b) Personal 

commitment: The consumers have a personal commitment to brands as found in the consumers’ mind on 

the brands. c) Love and passion: The relationship between a brand and its consumers is based on love 

feelings and desire. d) Nostalgic connection: The brand and its consumers have relationship that is 

nostalgic for consumers when looking at the product. e) Self-concept connection: Brand relationship with 

consumers is for consumer self-concept of the brand he or sees. f) Intimacy: The relationship level with 

the brand is based on the relationship of intimacy. g) Partner Quality: Consumer relationships with brands 

are described as a friend and a partner. 
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2.4 Buying Decision 

Kotler and Armstrong (2006: 137) argue that the consumer buying decision process is a systematic way of 

looking at how a consumer makes the decision to purchase a product (any product) in a product category. The 

consumer buying decision process consists of five steps, namely:  problem recognition, information search, 

evaluation of alternatives, purchase and post purchase. 

Fishbein and Ajzen (1975, in Nan-Hong Lin, 2007:124) argue that purchase intention means a 

subjective inclination consumers have toward a certain product, and has been proven to be a key factor to predict 

consumer behavior. The EKB model, developed by Engel, Kollat and Blackwell (1984, Nan-Hong Lin, 

2007:124), is a process used to evaluate consumers’ decision making. The model stresses that consumer behavior 

is a continuing process, including recognition of a problem, information gathering, solution evaluation, and 

decision making. The process is also affected by both internal and external factors like information input, 

information process, general motives, environment, etc. Among these factors, information gathering and 

environmental stimulation are two crucial influential factors in the final decision making. 

Kotler and Keller (2009: 185) argue that consumer buying decision process consists of five (5) sections: 

1. Problem recognition 

The process begins when a buyer recognizes the existence of a problem or a need, which is triggered by internal 

or external stimuli. Marketers must identify the specific circumstances that the trigger specific need by gathering 

information from consumers, and then develop a marketing strategy which activates the interest of consumers. 

2. Information search  

Consumers often look for limited amount information. Consumer sources of information are classified into four 

groups, namely: 

a. Personal sources: family, friends, neighbors, acquaintances. 

b. Commercial sources: advertising, sales representatives, distributors, packaging, displays in stores. 

c. Public sources: mass media, organizational determinants, consumer ratings. 

d. Experience Sources: handling, assessment, and product use. 

3. Alternative evaluation. 

In this case consumers will go through several stages / processes: 

a. Consumers will try to satisfy their needs; 

b. Consumers are looking for some specific advantages of the product; and 

c. Consumers see will see each product as a collection of attributes with different ability to generate profits in 

order to satisfy their needs. 

4. Buying decision 

In the evaluation phase, consumers form brand preference among the collection of choices. In this case the 

consumers subdivide their decisions into five parts, namely: brand, dealer, quality, timing, and payment method. 

5. Post purchase behavior 

After making a purchase, consumers will experience a certain level of satisfaction or dissatisfaction. Consumers, 

who experience a mismatch, will look for things about other brands and find other information that supports their 

decision. 

 

2.5 Customer Satisfaction 

Kotler (2005) defines satisfaction as "a person’s feelings of pleasure or disappointment resulting from comparing 

a product perceived performance (or outcome) in relation to his or her expectations". Meanwhile, Hansemark 

and Albinsson (2004) claim that “satisfaction is an overall customer attitude on a service provider, or an 

emotional reaction to the difference between what customers anticipate and what they receive, regarding the 

fulfillment of some need, goal or desire”. Tse and Wilson (1988) define satisfaction as the evaluation of 

perceived discrepancy between prior expectations and the actual performance of the product. 

 This study uses the theory of Mullins and Orville and that of Irawan, which reflects customer 

satisfaction measurement model based on the Indonesian Customer Satisfaction Award (ICSA), namely: 

1. Satisfaction toward product or service quality  

2. Satisfaction toward price relative to the quality offered  

3. The perception that the brand being used is in overall the best when compared to others 

4. Consumers' expectation on the brand ability to fulfill the customers' expectation in the future. 
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Conceptual Framework 

 
Figure 1: Framework of Inter-variable Relationship 

Hypothesis 

The hypotheses of research are formulated as follows: 

1. Product quality perception has a significant effect on generic drug buying decision of hospital patients in 

East Kalimantan. 

2. Consumer trust has a significant effect on generic drug buying decision of hospital patients in East 

Kalimantan. 

3.  Brand image has a significant effect on generic drug buying decision of hospital patients in East 

Kalimantan. 

4. Product quality perception has a significant effect on generic drug customer satisfaction of hospital patients 

in East Kalimantan. 

5. Consumer trust has a significant effect on generic drug customer satisfaction of hospital patients in East 

Kalimantan. 

6. Brand image has a significant effect on generic drug customer satisfaction of hospital patients in East 

Kalimantan. 

7. Buying decision has a significant effect on generic drug customer satisfaction of hospital patients in East 

Kalimantan. 

 

3. Research Method 

The research used the explanatory observational survey research design with the cross-sectional study. It was 

conducted to the patients in four regions and hospitals representing the province of East Kalimantan, namely: 

A.Wahab Sjahranie Local General Hospital of Samarinda, Dr. Kanujoso Djatiwibowo Local General Hospital of 

Balikpapan, A.M. Parikesit Local General Hospital of Kutai Kertanegara/Tenggarong, and Abdul Rival Local 

General Hospital of Tanjung Redep /Berau from January 2014 to October 2014. 

The population of research was all of the general patients who did not use the facility of the Social 

Security Provider (BPJS) for Health or National Health Insurance/Local Health Insurance, but were familiar with 

generic drugs. The samples of research consisted of 260 respondents. They were taken by using the accidental 

random sampling technique. The data of research were analyzed based on the Structural Equation Modeling 

(SEM) using AMOS. 

 

Operational Definitions and Measurement of Variables 

1.  Drug quality perception (X1) 

The indicator used to measure the drug quality perception referred to the theory of Garvin (1987) as quoted by 

Tjiptono and Chandra (2005: 130), consisting of eight dimensions of product: 

a. Performance 

b. Features 

c. Reliability 

d. Conformance 

e. Durability 

f. Serviceability 

g. Aesthetics 

h. Perceived Quality 

2. Trust (X2) 

The consumer trust was measured based on the theory of Mowen (2002: 312), consisting of three dimensions 

Product 

Quality 
Perception 

X1) 

Consumer 

Trust (X2) 

Brand Image 

(X2) 

Buying 

decision (Y1) 

Customer 

Satisfaction 

(Y2) 
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namely: 

a.  Attribute-object trust 

b.  Attribute-benefit trust 

c.  Object-benefit trust 

3. Brand image (X3) 

The brand image was measured based on the theory of Aaker (2000) as follows: 

a. Product Attributes 

b. Consumer Benefit  

c. Brand Personality  

d. User Imagery  

e. Organizational Association 

f. Brand-Customer Relationship 

4. Buying Decision (Y1) 

The Buying decision was measured based on the theory of Kotler and Keller (2009: 185), consisting of five 

dimensions, namely: 

a. Problem recognition 

b. Information search 

c. Evaluation of alternatives 

d. Buying decision 

e. Post-purchase behavior 

5. Customer satisfaction (Y2) 

The customer satisfaction was measured based on the theory of Mullins and Orville and that of Irawan, which 

reflects customer satisfaction measurement model based on Indonesian Customer Satisfaction Award (ICSA), 

consisting of three dimensions, namely: 

a. Satisfaction toward product or service quality. 

b. Satisfaction toward price relative to the quality offered 

c. The perception that the brand being used is in overall the best when compared to others. 

 

4. Research Result 

4.1 General Description of Respondents 

Referring to the claim of Sugiono (2012: 17), of 20,000 respondents, only 267 respondents were involved in this 

research. They were the patients who did not use the facility of the Social Security Provider (BPJS) for Health or 

National Health Insurance/Local Health Insurance, but were familiar with generic drugs.  

 Based on the results of the observation and questionnaire distributed to 267 patients in the four regions 

and hospitals in East Kalimantan, only 260 patients were eligible as the respondents for seven of them did not fill 

the questionnaire completely and correctly. The seven patients were 2 from Local General Hospital of Samarinda 

City, 1 from Local General Hospital of Balikpapan City, 2 from Local General Hospital of Kutai 

Kertanegara/Tenggarong Regency, and 2 from Local General Hospital of Tanjung Redep/Berau Regency.  

 Of 260 respondents, 90 were from A.Wahab Sjahranie Local General Hospital of Samarinda, 70 were 

from Dr. Kanujoso Djatiwibowo Local General Hospital of Balikpapan, 77 were from A.M. Parikesit Local 

General Hospital of Kutai Kertanegara/Tenggarong, and 23 were Abdul Rival Local General Hospital of 

Tanjung Redep /Berau. 
Table 1: Total number of respondents   

No. Hospital City/Regency Total 

number of 

hospital 

patients 

Total number of general 

patients without the BPJS 

for Health and Public 

Health Insurance 

Total number of 

patients/Respondents 

1 A.Wahab Sjahranie  Local 

General Hospital of Samarinda 

264.139 6.896 90 

 

2 Dr.Kanujoso Djatiwibowo Local 

General Hospital of Balikpapan 

132.388 5.309 70 

 

3 A.M.Parikesit Local General 

Hospital of Kutai 

Kertanegara/Tenggarong 

108.188 5911 77 

 

4 Abdul Rivai Local General 

Hospital of Tanjung Redep/Berau 

46.312 1884 23 

 

  Total 

Number 

20.000 260 

Sources:  Website: rumah-sakit.findthebest.co.id, and the total number of patients/ respondents processed by authors, 2015. 
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The general characteristics of the respondents are presented in the following table. 

Table 2: Characteristics of respondents 

No Characteristics of Respondents Total Number (%) 

1 Age (Years) 

• < 18-25 

• 26 – 30 

• 31 – 35 

• 36 – 40 

• 41 – 45 

• > 45 

 

52 

70 

55 

23 

36 

24 

 

20.0 

26.9 

21.2 

8.8 

1.8 

9.2 

Total Number 260 100 

2 Gender 

• Male 

• Female 

 

127 

133 

 

48.8 

51.2 

Total Number 260 100 

3 Education Level 

• Primary School 

• Junior Secondary School 

• Senior Secondary School 

• Diplomas 1-3 

• Bachelor Degree 

• Graduate and Postgraduate (S2-S3) 

 

24 

19 

94 

39 

52 

2 

 

9.2 

18.8 

36.2 

15.0 

20.0 

0.8 

Total Number 260 100 

4 Occupation 

• Civil servant/Soldier/Police Officer  

• Private employee 

• Foreign Employee 

• Self-employed  

 

19 

139 

1 

102 

 

7.3 

53.1 

0.4 

39.2 

Total Number 260 100 

5 Monthly Income (million)  

• 1 – 2.5 

• > 2.5 – 4 

• > 4 – 5.5 

• > 5.5 – 7 

• > 7 – 8.5 

• > 8.5 

 

86 

118 

36 

11 

6 

3 

 

33.1 

45.4 

13.8 

4.2 

2.3 

1.2 

Total Number 260 100 

6 Marriage Status 

• Marriage 

• Unmarried 

• Widow/Widower 

 

167 

71 

112 

 

64.2 

27.3 

8.5 

Total Number 260 100 

7 Patient’s status at hospital 

• Hospitalized 

• Ambulatory 

 

112 

148 

260 

 

43.1 

56.9 

100 

Total Number   

8 User of generic drugs 

• Yes 

• No 

 

260 

- 

 

100 

- 

Total Number 260 100 

9 Know the generic drugs from: 

• Doctor 

• Pharmacist 

• Nurse 

• Pharmaceutical staff 

• Etc. (Relatives, Friends, others.) 

 

153 

36 

30 

22 

19 

 

58.8 

13.8 

11.5 

8.5 

7.3 

Total Number 260 100 
Sources: Primary data processed by the authors, 2014.  
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4.2 Structural Equation Model (SEM) 

The result of data processing with Full model of SEM is presented in Figure 2 below:  

 
Figure 2: Structural Equation Model 

 

The result of Goodness of Fit Index is presented in the following table: 

Table 3: Structural Equation Model Conformance Test Index  

Goodness of Fit index  Result of Analysis Evaluation of Model 

χ
2
- chi square  2118.592 Marginal 

Sig.  0.000 Marginal 

RMSAE  0.076 Accepted  

RMR  0.117 Accepted 

GFI  0.681 Marginal 

AGFI  0.649 Marginal 

CMIN/ DF  2.157 Accepted 

TLI  0.763 Marginal 

CFI  0.775 Marginal 

Sources: Processed data, 2014. 

Based on Figure 2 and Table 3, SEM used to test the causal relationship between the variables in the 

model shows that the model is acceptable. The model conformance test shows that the model is acceptable 

because the value of goodness of fit index approaches the cut off value, meaning that test indicators are fulfilled. 

4.2.1 Effect between Variables 

The direct effect analysis shows that the value of the direct effect of the drug quality perception (X1) on the 

buying decision (Y1) is -0.061; that of the direct effect of the consumer trust (X2) on the buying decision (Y1) is 

0.340; that of the direct effect of the brand image (X3) on the buying decision (Y1) is 0.721; that of the direct 

effect of the drug quality perception (X1) on the consumer satisfaction (Y2) is 0.168; that of the direct effect of 
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the consumer trust (X2) on the consumer satisfaction (Y2) is 0.195; that of the direct effect of the brand image 

(X3) on the consumer satisfaction (Y2) is 0.108; and that of the direct effect of the buying decision (Y1) on the 

consumer satisfaction (Y2) is 0.706. In term of effect, thus, the buying decision has a more dominant effect on 

the customer satisfaction than the drug quality perception, the consumer trust, and the brand image. 

 Meanwhile, the indirect effect analysis shows that the value of the indirect effect of the drug quality 

perception (X1) on the customer satisfaction (Y2) through the buying decision (Y1) is -0.043; that of the indirect 

effect of the consumer trust (X2) on the customer satisfaction (Y2) through the buying decision (Y1) is 0.240; and 

that of the indirect effect of the brand image (X3) on the customer satisfaction (Y2) through the buying decision 

(Y1) is 0.509. Therefore, the brand image has a more dominant effect on the buying decision than the drug 

quality perception and the consumer trust.  

The analysis of total effect (of various relationships) shows that the values of the total effect the drug 

quality perception (X1) on the buying decision (Y1) and the consumer satisfaction (Y2) are -0.061and 0.125 

respectively; those of the total effect of the consumer trust (X2) on the buying decision (Y1) and the consumer 

satisfaction (Y2) are 0.340 and 0.436 respectively; those of the total effect of the brand image (X3) on the buying 

decision (Y1) and the consumer satisfaction (Y2) are 0.721 and 0.617 respectively; and that of the total effect of 

the buying decision (Y1) on the consumer satisfaction (Y2) is 0.706.    

4.2.2 Hypothesis Testing 

The confirmatory factor analysis and the structural equation modeling indicate that the specified model in this 

research is acceptable. Therefore, the proposed hypotheses of the research are tested. The result of the hypothesis 

test with the AMOS analysis is presented in the following table:  

Table 3 

Parameter Estimation of Regression Weights 

   Estimation C.R. P Information 

Buying_Decision <--- Product 

Quality_Perception 

-0.061 -1.051 0.293 Insignificant 

Buying_Decision <--- Consumer_Trust 0.340 4.686 0.000 Significant 

Buying_Decision <--- Brand_Image 0.721 7.337 0.000 Significant 

Consumer_Satisfaction <--- Product 

Quality_Perception 

0.168 2.934 0.003 Significant 

Consumer_Satisfaction <--- Consumer_Trust 0.195 2.852 0.004 Significant 

Consumer_Satisfaction <--- Brand_Image 0.108 1.129 0.259 Insignificant 

Consumer_Satisfaction <--- Buying_Decision 0.706 5.168 0.000 Significant 

Source: processed data, 2014 

Hypothesis Testing 1 

 The result of parameter estimation for the hypothesis testing of the effect of the product quality 

perception on the generic drug buying decision shows that the value of CR is -1.051 with the probability value of 

0.293. The value is not eligible for H1 verification because its probability value is greater than 0.05 and the value 

of CR is smaller than 2.00. Therefore, Hypothesis 1 which states that product quality perception has a significant 

effect on generic drug buying decision of hospital patients in East Kalimantan is not verified, or Hypothesis 1 is 

rejected. 

Hypothesis Testing 2 

 The result of parameter estimation for the hypothesis testing of the effect of the consumer trust on the 

generic drug buying decision shows that the value of CR is 4.686 with the probability value of 0.000. The value 

is eligible for H2 verification because its probability value is smaller than 0.05 and the value of CR is greater 

than 2.00. Therefore, Hypothesis 2 which states that consumer trust has a significant effect on generic drug 

buying decision of hospital patients in East Kalimantan is verified. 

Hypothesis Testing 3 

 The result of parameter estimation for the hypothesis testing of the effect of the brand image on the 

generic drug buying decision shows that the value of CR is 7.337 with the probability value of 0.000. The value 

is eligible for H3 verification because its probability value is smaller than 0.05 and the value of CR is greater 

than 2.00. Therefore, Hypothesis 3 which states that brand image has a significant effect on generic drug buying 

decision of hospital patients in East Kalimantan is verified. 

Hypothesis Testing 4 

 The result of parameter estimation for the hypothesis testing of the effect of the product quality 

perception on the generic drug consumer satisfaction of hospital patients shows that the value of CR is 2.934 

with the probability value of 0.003. The value is eligible for H4 verification because its probability value is 

smaller than 0.05 and the value of CR is greater than 2.00. Therefore, Hypothesis 4 which states that product 

quality perception has a significant effect on generic drug consumer satisfaction of hospital patients in East 
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Kalimantan is verified. 

Hypothesis Testing 5 

 The result of parameter estimation for the hypothesis testing of the effect of the consumer trust on the 

generic drug consumer satisfaction of hospital patients shows that the value of CR is 2.852 with the probability 

value of 0.004. The value is eligible for H5 verification because its probability value is smaller than 0.05 and the 

value of CR is greater than 2.00. Therefore, Hypothesis 4 which states that consumer trust has a significant effect 

on generic drug consumer satisfaction of hospital patients in East Kalimantan is verified. 

Hypothesis Testing 6 

 The result of parameter estimation for the hypothesis testing of the effect of the brand image on the 

generic drug consumer satisfaction of hospital patients shows that the value of CR is 1.129 with the probability 

value of 0.259. The value is not eligible for H6 verification because its probability value is greater than 0.05 but 

the value of CR is smaller than 2.00. Therefore, Hypothesis 6 which states that brand image has a significant 

effect on generic drug consumer satisfaction of hospital patients in East Kalimantan is not verified or H6 is 

rejected. 

Hypothesis Testing 7 

 The result of parameter estimation for the hypothesis testing of the effect of the buying decision on the 

generic drug consumer satisfaction of hospital patients shows that the value of CR is 5.168 with the probability 

value of 0.000. The value is eligible for H7 verification because its probability value is smaller than 0.05 and the 

value of CR is greater than 2.00. Therefore, Hypothesis 7 which states that buying decision has a significant 

effect on generic drug consumer satisfaction of hospital patients in East Kalimantan is verified. 

 

5. Discussion 

5.1 Effect of Product Quality Perception on Buying Decision 

The result of parameter estimation for the hypothesis testing of the effect of the product quality perception on the 

generic drug buying decision shows that the value of CR is -1.051 with the probability of 0.293. This indicates 

that the product quality perception has a significant effect and is not proved to be true to affect the generic drug 

buying decision of hospital patients in East Kalimantan. Therefore, the patients’ high or low generic drug quality 

perception will not affect the generic drug buying decision of hospital patients in East Kalimantan. 

 The result of statistical analysis supported with the descriptive elaboration shows that there is not any 

effect of the generic drug quality perception on the generic drug buying decision. This occurs because patients 

do not know and have less knowledge on the generic drugs. To date, many patients have less understanding on 

the existence and function of generic drugs as to get information on the generic drugs is still confusing. The 

source of information on the generic drugs cannot be accessed easily.  

 The lack of information on the generic drugs makes the patients less familiar with the generic drugs so 

that their generic drug perception has less positive effect on their generic drug buying decision.  

 In a certain condition, probably there are patients who have already consumed the generic drugs. Yet, 

they actually do not know that the drugs they take are generic ones. They have felt the positive use of the drugs, 

but they do not perceive that the drugs they take are generic ones. This phenomenon can happen because when 

the patients buy the drugs and consume them, they consider them as the common drugs due to the absence of 

information from doctors on the drugs.  

 The product quality perception is to affect the patients in determining their choices to use the generic 

drugs. The patients’ decision to consume or buy drugs is much more affected by the doctors who diagnose their 

illness. The drugs recommended by doctors become the main references for the patients to buy them, either the 

generic drugs or the patented ones.  

 To conclude, the patients’ generic drug quality perception has a significant effect but is proved to be not 

valid to affect the generic drug buying decision as the patients all this time are not given an opportunity to 

choose between the generic drugs and the patented drug. The existing phenomenon is that only doctors have the 

ability to perceive the drug quality in accordance with the patients’ illness. Meanwhile, the patients shall merely 

do the doctors’ instructions based on their diagnosis on the patients’ illness. 

 This result of research supports that of Sudomo (2013), but contradicts those of and Kwon (2011), Tariq 

(2013), Jaafar and Pan (2012), Musdiana et al., (2010), Nurafifah et al., (2012), Jacky and Tumbuan (2014), 

Nazia et al., (2011) which show that the product quality has a positive and significant effect on the buying 

decision. 

 

5.2 Effect of Trust on Buying Decision 

The result of parameter estimation for the hypothesis testing of the effect of the trust on the generic drug buying 

decision shows that the value of CR is 4.686 with the probability of 0.000. This indicates that the trust has a 

significant effect on the generic drug buying decision of hospital patients in East Kalimantan. The higher the 

trust on the generic drugs is, the higher the generic drug buying decision is and vice versa. 
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 In this research, the authors include a new dimension as a new finding in relation with the trust to the 

generic drugs i.e. psychological factor, which comprises motivation, perception, learning, and memory. The 

psychological factor gives a positive contribution to measuring and reflecting the trust variable. The result of 

descriptive analysis shows that the psychological factor is valued as good dimension according to the 

respondents of research. The psychological factor dimension which includes motivation, perception, learning, 

and memory consists of the following indicators: patients feel comfortable after consuming generic drugs; 

patients feel that generic drugs are cheaper; patients’ perception on the generic drug quality; patients’ perception 

on the generic drug prescription given by doctors, patients’ perception that generic drugs are as good as patented 

drugs; generic drugs give a positive experience; taking generic drugs regularly maintains health; and patients 

keep remembering the types of generic drugs they consume and can differentiate them. The respondents give 

good average scores to each indicators, meaning that what the statements of indicators contain is what the 

respondents feel. 

 The patients’ trust on the generic drugs has an effect on their generic drug buying decision. Drugs are 

needs that cannot be postponed for all patients. Although they are expensive and difficult to get, the patients will 

keep getting them. The phenomenon exists in the community that the recovery will immediately be obtained 

when the patients take the medicines regularly. The patients’ trust on the illness recovery has an effect on the 

drug buying decision. The higher the trust on the drugs is, the higher the drug buying decision is.  

 In general, the patients have a trust on the generic or patented drugs they take. The patients’ trust on the 

generic drugs cannot be separated from the doctors and other health practitioners’ role. The patients need 

recovery, and they have strong beliefs and trusts on the drugs they, and therefore they decide to purchase the 

drugs they need. 

 In this research, a new finding i.e. trust factor is obtained, which affects the generic drug buying 

decision. The theory claimed by Mowen and Minor (2002:312) defines trust as consumer knowledge about an 

object, its attributes, and its benefits. The knowledge is useful for communicating a product and its attributes to 

consumers. The trust which is said to represent associations that the consumers make among the object, its 

attributes, and its benefits, is based on the cognitive learning process. In addition to the three trust-related 

attributes, one dimension. i.e. psychological process is also added in this research so as to measure the trust on a 

product. Kotler and Keller (2009:176) claim that psychological process is a process of decision-making and 

final-decision of buying. They explain further that the psychological factor includes motivation, perception, 

learning, and memory. This finding strengthens the theory of Peter and Donnely (2007:41), which states that the 

consumer decision-making is caused by several influences including the psychological influence. Psychological 

influences are information of social, marketing, and situational influences that affect what the consumers think 

and feel about certain products and brands. The psychological factor influences how the information is 

interpreted and used, and how it affects the consumer decision-making. There are two important things in the 

psychological factor, namely: product knowledge and product involvement. The former refers to how much 

information of the classes of certain products, product forms, brands, models, and ways to purchase the products 

remains in consumer’s memory. Meanwhile, the latter refers to the perception of consumers on the personal 

importance or relevance of a product. 

 Thus, it can be concluded that to measure the trust on the generic drugs refers to the theory claimed by 

Mowen and Minor (2002) that trust is defined as consumer knowledge about an object, its attributes, and its 

benefits, added with one dimension related to the psychological factor according to the theory of Kotler and 

Keller (2009). 

The result of this research supports those of researches conducted by Kim (2008), Dewanti. et. al., (2010), 

and Seiedeh et al., (2012). 

. 

5.3 Effect of Brand Image on Buying Decision 

The result of parameter estimation for the hypothesis testing of the effect of the brand image on the generic drug 

buying decision shows that the value of CR is 7.337 with the probability of 0.000. This indicates that brand 

image has a significant effect and is prove to be true on the generic drug buying decision of hospital patients in 

East Kalimantan. The higher the patients’ perception on the brand image of generic drugs is, the higher their 

generic drug buying decision is and vice versa.  

 Thus, the brand image has a significant effect on the generic drug buying decision. The patients’ 

perception on the brand image attached to the generic drug brand is very important to affect the generic drug 

buying decision. The brand image will be formed when the generic drugs are known to the patients, and they will 

give a positive response for the benefits they gain. The brand image of generic drugs will be increasing along 

with the increasing number of patients who take the generic drugs and who get benefits from the generic drugs.  

 The brand image has an important position in buying decision because one of the decisions in purchase 

decision is the brand-related decision. One of the factors that cause the patients to determine which brand they 

will purchase among various existing brands is the belief that they will get the same quality when repurchasing 
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the goods with the same brand as the former one they purchased. The patients will not be confused on the 

various brands offered in the market because the brand image has been attached to their mind.  

 The result of this research support the theory claimed by Grewal, Krishnan, Baker, and Borin (1998 in 

Nan-Hong Lin, 2007:122), which suggests that the better a brand image is, the more recognition consumers give 

to its product quality. Rao and Monroe (1988, in Nan-Hong Lin, 2007:122) claim that a brand with a more 

positive image does have the effect of lowering consumers’ product perception risks and increasing positive 

feedback from consumers. Therefore, consumers generally believe that they can make a satisfactory purchase by 

choosing well-known brands and also lower any purchase risks by doing so. Thus, the brand with positive image 

has an effect to decrease the risks of patients’ product perception and to increase the patients’ positive feedback. 

The patients, in general, believe that they can do satisfying purchase by choosing famous brands and also 

decrease the purchase risks by doing so. 

 Kertajaya (2005:6) defines the brand image as “highlight of all brand-related associations that have 

already existed in the mind of consumers”. Meanwhile, Setiadi (2003:180) says that the brand image is the 

representation of all perceptions on brand and is formed from information and past experiences on the brand. 

The image on the brand is related to the attitudes in the forms of belief and preference toward a brand. The 

consumers who have a positive image on a certain brand will have more possibilities to do purchase. 

 The result of this research  supports those of Sondoh, et al., (2007), Ruslim and Andrew (2012), Tariq 

(2013), Lin (2007), Hsin et al., (2008), and Jacky and Tumbuan (2014), which claim that brand image product 

quality, and organizational promotion simultaneously and partially have a positive and significant effect on the 

buying decision.  

 

5.4 Effect of Product Quality Perception on Consumer Satisfaction 

The result of parameter estimation for the hypothesis testing of the effect of the product quality perception on the 

generic drug consumer satisfaction shows that the value of CR is 2.934 with the probability of 0.003. This 

indicates that the product quality perception has a significant effect and is proved to be valid on the generic drug 

consumer satisfaction of hospital patients in East Kalimantan. This means that the higher the product quality 

perception is, the higher the generic drug consumer satisfaction is and vice versa.  

 The result of this research indicates that the product quality perception has a positive effect on the 

generic drug consumer satisfaction of hospital patients in East Kalimantan. The patients’ positive perception 

affects their generic drug satisfaction Those who have felt the benefits of the generic drugs and who have been 

recovered from their illness as well as who have recognize that the drugs they take are generic ones,   give a 

positive response in the form of generic drug satisfaction. The patients perceive that the generic drugs are quality 

products. Thus, when they take the generic drugs, the patients’ self confidence on the generic drugs become high, 

and they have a strong confidence on the performance of the generic drugs. The generic drug-related confidence 

owned by the patients will induce a positive perception, which later makes the patients feel pleasant and satisfied 

of taking the generic drugs.  

 This result is in line with theory claimed by Kotler and Armstrong (2006:299) that “product quality is 

the ability of a product to perform its function, and it includes the product’s several durability, reliability, 

precision, ease of operation and repair, and other valued attributes”. Kotler and Armstrong (2001:279), “From 

marketing point of view, quality should be measured in terms of buyers’ perceptions”. Adam and Ebert 

(2002:256) define “quality the customer’s perception”.  

In addition this result also supports those of researches conducted by Satit et al., (2012), Haemoon (1999), 

Hafizah (2012), and Endang and Maurine (2009). 

 

5.5 Effect of Trust on Consumer Satisfaction 

The result of parameter estimation for the hypothesis testing of the effect of the trust on the generic drug 

consumer satisfaction shows that the value of CR is 2.852 with the probability of 0.004. This indicates that the 

trust has a significant effect on the consumer satisfaction. The higher the trust on the generic drugs is, the higher 

patients’ satisfaction is and vice versa. 

 The patients with upper middle economy prefer buying the branded drugs to purchasing the generic 

ones and they felt more satisfied of consuming the branded drugs than the generic ones. However, today they 

also start believing the efficacy of generic drugs, and many patients feel satisfied after taking the generic drugs. 

The myth which says that generic drugs are the second class medicines and have low quality gradually 

diminishes, and the generic began to demand. 

 This result of research is in line with the theory claimed by Morgan and Hunt (1994:24). They suggest 

that trust is one of the primary determining aspects in relationship commitment. Meanwhile, Bloemer et al., 

(2002:69) argue that trust and commitment are mediators between satisfaction and loyalty. In addition, 

Garbarino and Johnson (1999:71) also much more emphasize the individual trust by referring to the consumer 

belief on the reliability of the goods and services extended. 
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According to Mowen and Minor (2002:312), consumer trust is consumer knowledge about an object, its 

attributes, and benefits. The knowledge is useful for communicating a product and its attributes to consumers. 

The trust which is said to represent the association that the consumers form among the object, its attributes, and 

its benefits is based on the cognitive learning process. In addition, the consumer trust is also based on the 

psychological factor. According to Kotler and Keller, (2009:176), psychological process is a process of decision-

making and final-decision of purchase. The psychological factor includes motivation, learning, and memory.  

 The result of this research supports those of researches conducted by Raoul (2005), Satendra and Singh (2012), 

Lin and Xu (2011), Hafizah (2012), and Endang and Maurine (2009). 

 

5.6 Effect of Brand Image on Consumer Satisfaction 

The result of parameter estimation for the hypothesis testing of the effect of the brand image on the generic drug 

consumer satisfaction shows that the value of CR is 1.129 with the probability of 0.259. This indicates that the 

brand image has a significant effect and is proved not to be true on the generic drug consumer satisfaction of 

hospital patients of East Kalimantan, meaning that the high or low brand image owned by the generic drugs will 

not affect the consumer satisfaction. 

 Thus, there is not any effect of the generic drug brand image on the consumer satisfaction. Basically, 

the generic drugs marketed do not employ marketing activities through promotion and advertisement as done by 

the branded or patented drugs. The absence of promotion or advertisement activities on the generic drugs has an 

effect on the introduction of patients to the generic drugs. The low introduction of patients to the generic drugs 

also has effect on the low perception on the generic drugs. The patients who are less familiar with the generic 

drugs will have a perception that they are cheap and have a low quality. This perception until now develops, and 

the patients also feel reluctant to take the generic drugs.  

 However, many patients feel the benefits of taking the generic drugs, and most of them feel satisfied 

with the generic drugs due to their cheap prices and competitive quality compared to the patented ones. Thus, the 

result of this research is in contradiction to those of researches conducted by et al., (2013), Satendra and Singh 

(2012), and Fransisca et al. (2012). 

 

5.7 Effect of Buying Decision on Consumer Satisfaction 

The result of parameter estimation for the hypothesis testing of the effect of the buying decision on the generic 

drug consumer satisfaction shows that the value of CR is 5.168 with the probability of 0.000. This indicates that 

the buying decision has a significant effect on the generic drug consumer satisfaction of hospital patients in East 

Kalimantan, meaning that the higher the buying decision is, the higher the generic drug consumer satisfaction is 

and vice versa. 

 The patients’ satisfaction following the generic drug purchase becomes a valuable variable for the drug 

producers and the government as the generic drug-related policy maker. The feeling of satisfaction and that of 

dissatisfaction toward the generic drugs result in positive and negative things respectively because the patients 

who are satisfied or dissatisfied will indirectly do communication by the words of mouth so that others’ 

perceptions on the generic drugs emerge. 

 The result of this research is in line with the theory of Kotler and Amstrong (2006:137). They claim that 

consumer buying decision process is a systematic way of looking at how a consumer makes the decision to 

purchase a product (any product) in a product category. The consumer buying decision has a five-step process: 

problem recognition, information search, evaluation of alternatives, purchase and post-purchase.  

 Furthermore, Mullins and Orville (2010:450) also argue that Measures of customer satisfaction should 

examine both customers’ expectations and preferences concerning the various dimensions of product and service 

quality (such as product performance, features, reliability, on-time delivery. competence of service personnel, 

and so on) and (2) their perceptions concerning how well the firm is meeting those expectations. Any gaps where 

customer expectations exceed their recent experiences may indicate fruitful areas for the firm to work at 

improving customer value and satisfaction.  

 The result of this research supports that of research conducted by Bowen and Chen (2001), which 

claims that the buying decision has an effect on the consumer satisfaction and is closely related to the repurchase 

decision where the consumers who are satisfied will raise trust and give recommendation and positive 

information to others.  

 

6. New Finding 

This research gains several new findings that need some empirical attentions. First, the product quality 

perception has a significant effect, but is not proved to be true on the generic drug buying decision of hospital 

patients in East Kalimantan, meaning that the patients’ high or low perception on the generic drug quality is not 

proved to be true to affect the generic drug buying decision of hospital patients in East Kalimantan. The absence 

of significant effect of the product quality perception on the generic drug buying decision is merely caused by 
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the patients’ generic drug perception which is much more influenced by doctors, chemists, and other health 

practioners, who know about the generic drugs. All this time, the generic drug buying decision is much more 

determined by the prescriptions of doctors. The patients’ generic drug perception seems to have no meaning at 

all in generic drug buying decision. 

 Secondly, the brand image has a significant effect and is not proved to be true on the generic drug 

consumer satisfaction of hospital patients in East Kalimantan, meaning that the high or low brand image owned 

by the generic drugs is not proved to be true to affect the consumer satisfaction.  

 Finally, the consumer trust is also determined by psychological factor as it is a process included in the 

decision-making and in the final decision of buying a product. The psychological factor includes motivation, 

perception, learning, and memory. 

 

7. Conclusion 

7.1 The product quality perception has a significant effect but is proved to be not valid on the generic drug 

buying decision of the hospital clients in East Kalimantan so that proposed hypothesis is rejected, meaning 

that the high or low generic drug quality perception is proved not to be true to affect the generic drug 

buying decision. 

7.2 The consumer trust has a significant effect and is proved to be valid on the generic drug buying decision of 

the hospital clients in East Kalimantan so that the proposed hypothesis is verified, meaning that the higher 

the consumer trust on the generic drug is, the higher the generic drug buying decision is and vice versa. 

7.3 The brand image has a significant effect and is proved to be valid on the generic drug buying decision of 

the hospital clients in East Kalimantan so that the proposed hypothesis is verified, meaning that he better 

the patient’s perception on the generic drug brand image is , the higher his or her generic drug buying 

decision is and vice versa.  

7.4 The product quality perception has a significant effect but is proven to be true on the generic drug 

consumer satisfaction of hospital clients in East Kalimantan so that the proposed hypothesis is verified, 

meaning that the higher the product quality perception is, the higher the patient’s generic drug satisfaction 

is and vice versa.    

7.5 The consumer trust has a significant effect and is proved to be valid on the generic drug consumer 

satisfaction of hospital clients in East Kalimantan so that the proposed hypothesis is verified, meaning that 

the higher the generic drug consumer trust is, the higher the patient’s generic drug satisfaction is and vice 

versa.  

7.6 The brand image has a significant effect but is proved not to be true on the generic drug consumer 

satisfaction of hospital clients in East Kalimantan so that the proposed hypothesis is rejected, meaning that 

the high or low generic drug brand image is proved not to be true to have an effect on the patient’s generic 

drug satisfaction. 

7.7 The buying decision has a significant effect and is proved to be valid on the generic drug of hospital clients 

in East Kalimantan so that the proposed hypothesis is verified, meaning that the higher the patient’s generic 

drug buying decision is, the higher the patient’s generic drug satisfaction is. 

 

8. Recommendation 

8.1 The government shall continuously supervise the distribution of generic products to pharmacies or drug 

stores make sure that their supply is not smaller than their demand so as to avoid difficulties for the 

community to buy them, and ensure an easy access to get them.  

8.2 In order to improve the role of generic products to the patients, the government shall more firmly conduct 

reposition and revitalization of generic drugs in the policy-making pursuant to Regulation of the Minster of 

Health Number: HK.02.02/Menkes/068/I/2010 regarding Duty to Use Generic Drugs in State Health Service 

Facilities and Regulation Number: HK.03.01/Menkes/159/I/2010 regarding the Development and 

Supervision of Generic Drug Use in Governmental Health Service facilities.  

8.3 Doctors, nurses, and pharmacists shall educate the patients and community on drug type, efficacy, and drug 

composition of generic products, registered branded drugs, and patented drugs.   

8.4 The doctors are very necessary to pay attention when extending prescription to the patients and when giving 

information and education about rational drug use.  

8.5 The patients shall use their rights to raise questions, to ask for what generic drugs are, and to get generic 

drug prescription by medical doctor. 
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