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Abstract. This research is motivated by the demands of global competition in the healthcare sector, which places
consumers at the center of business strategy, where the success of hospitals is determined not only by the quality
of medical services but also by their ability to respond dynamically to patient needs. The purpose of this study is
to examine theories and previous research on the core marketing concept and to explore the role of consumer
orientation as the foundation of a sustainable business strategy. The method used is qualitative research with a
literature study design through an in-depth review of books, scientific journals, and relevant literature selected
purposively based on theme, credibility, and currency. The findings indicate that the core marketing concept
significantly contributes to understanding consumer needs, wants, and demands, while also driving innovation,
loyalty, and organizational competitiveness. The integration of consumer orientation into business strategies has
been proven to foster sustainability, as it links organizational goal achievement with added value for consumers.
The implications of this research emphasize that the application of the core marketing concept is not only
theoretically relevant but also practical as a foundation for formulating business strategies that are responsive to
market changes and oriented toward long-term competitive advantage.
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1. INTRODUCTION

Companies in the era of global competition face complex markets, where success is
determined not only by product quality but also by the ability to respond to consumer needs
(Kevira Eris Andini et al., 2024). The core marketing concept places consumers at the center
of business activities, requiring strategies to be oriented toward customer satisfaction.
Marketing success depends on selecting and implementing strategies that align with market
changes. Therefore, studying the core marketing concept is essential as a basis for
understanding consumer orientation as the foundation of business success (Atik Nurngaeni,
2021).

In marketing literature, customer orientation has long been regarded as one of the most
effective strategies for enhancing company performance. Balakrishnan's theory, cited in
Craven (2003), emphasizes that companies focusing on customer orientation while also
considering competitor dynamics are better positioned to improve their competitiveness. The
main dimensions of this orientation include customization, basic market orientation, and

competitive benchmarking (Balakrishnan etal., 2012). Through customization, companies can
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design products and services relevant to the unique needs of customers, even promoting the
concept of mass customization that allows for large-scale yet personalized product delivery
(Amstrong & Kaotler, 2002; Krajewski et al., 2007). Similarly, Kotler (2006) highlights five
marketing orientations production, product, sales, marketing, and societal marketing which
evolutionarily demonstrate a shift from mere production toward the creation of sustainable
value.

Empirical studies also indicate a strong correlation between customer orientation,
innovation, and business performance. According to Racela & Thoumrungroje (2020),
businesses that position consumers at the core of their strategy are capable of building long-
term relationships that foster loyalty and generate new ideas for product development. This
illustrates that the core marketing concept not only serves as the foundation of marketing
strategy but also acts as a driver of innovation in meeting evolving consumer expectations. In
other words, customer orientation forms the basis for business sustainability through
continuous innovation and adaptation to market needs.

Nevertheless, previous research has tended to focus on classical marketing concepts as
outlined by Kaotler needs, wants, demands, value, satisfaction, exchange, and markets.
Excessive emphasis on these classical aspects often overlooks the relevance of contemporary
marketing practices, which place greater emphasis on consumer engagement in the value
creation process. Studies by Suherly et al. in (Liliyan, 2020; Methasari et al., 2018) highlight
performance measurement in terms of sales growth and productivity but provide limited
discussion on how consumer orientation can enhance healthcare service quality and patient
experience comprehensively. This indicates a research gap in linking the core marketing
concept with consumer orientation in the context of hospital management.

The novelty of this research lies in its attempt to comprehensively connect classical
marketing theory with contemporary consumer-oriented practices. Rather than solely
discussing performance measurement from a sales perspective, this study emphasizes that the
essence of business success lies in a deep understanding of consumers. Thus, this research
addresses previous gaps by proposing that the core marketing concept is not merely a
conceptual framework but a relevant and applicable foundation for formulating business
strategies responsive to market dynamics.

The urgency of this study is further underscored by rapid advances in medical
technology, healthcare digitalization, and rising patient expectations for fast, safe, and
personalized services. Customer orientation is no longer limited to fulfilling basic needs but
also requires proactive responses from hospitals to create distinctive value that is difficult for

competitors to replicate kompetitor (Sidig & Astutik, 2017). Therefore, applying the core
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marketing concept becomes a key strategy in building hospital competitiveness in the modern
healthcare era.

In addition to delivering long-term value, customer orientation within the core
marketing concept enables the integration of hospital business interests with social needs, such
as improving patients’ quality of life, service safety, and cost transparency. Patient loyalty
fostered through positive experiences strengthens the hospital’s position while supporting
operational sustainability (Syah etal., 2023). Hence, implementing the core marketing concept
with a focus on consumer orientation can be regarded as a holistic strategy encompassing
profitability, innovation, and sustainability.

Referring to the above discussion, this study seeks to address two main questions: why
is the core marketing concept important in business strategy, and how can this concept serve
as a foundation for formulating consumer-oriented strategies? The objective of this research is
to examine relevant theories and prior studies on the core marketing concept and explore the
role of consumer orientation as the basis of successful business strategies. Through this
approach, the study aims to contribute theoretically to marketing knowledge and provide

practical implications for companies in formulating consumer-focused strategies.

2. LITERATURE REVIEW
Marketing Concept

The marketing concept is one of the vital functions within a company that focuses on
meeting consumer needs and wants, rather than merely engaging in sales activities. Basu
Swastha (1984) explains that marketing is a comprehensive system that includes planning,
pricing, promotion, and distribution of goods and services to satisfy both actual and potential
consumers. In line with this, Kotler (1995) views marketing as both a social and managerial
activity that enables individuals and groups to fulfill their needs and wants through the process
of value creation and mutually beneficial exchange, making marketing essentially consumer-
oriented.
Marketing Management

In the context of marketing, management is understood as a set of strategic activities
beginning with systematic planning, organizing, directing, and controlling of marketing
activities to achieve corporate objectives (Griffin & Ebert, 2006). Kotler & Keller (2009) state
that marketing management is a combination of creative skills and scientific approaches used
to identify target market segments and build relationships with customers through the creation,
delivery, and communication of superior value. Thus, marketing management serves as a

strategic instrument to maintain and grow the customer base.
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Consumer Orientation

Consumer orientation is a corporate strategy that places customer needs and satisfaction
as the highest priority. According to Narver & Slater (1990), customer orientation involves a
deep understanding of consumers to create sustainable superior value. This is consistent with
Tjiptono (2008), who emphasizes that consumer orientation fosters positive customer
perceptions and creates long-term satisfaction. Ferdinand (2000) adds that companies with a
focus on customer satisfaction tend to be responsive, whether through after-sales services or
complaint handling, thereby building long-term competitive relationships.
Marketing Performance

Marketing performance is regarded as a key indicator of the success of corporate
strategy, reflected in the market performance of products as well as the ability to retain and
attract customers. Ferdinand (2000) states that marketing performance reflects the impact of
implemented strategies, both from marketing and financial perspectives. Similarly, Hatani
(2000) affirms that market orientation contributes significantly to improving company
performance. Tjiptono (2008) further notes that although it is difficult to measure objectively,
marketing performance can be evaluated through profitability, productivity, and the success of

new products in the market.

3. RESEARCH METHOD

This study employs a qualitative method with a literature review design, examining
theories and previous research findings related to the core marketing concept and consumer
orientation (Sugiyono, 2017). The research population comprises academic literature,
including books, scientific journals, and other written sources discussing consumer-oriented
business strategies, while the sample is purposively selected based on thematic relevance,
source credibility, and information currency. Data were collected through literature searches in
academic databases and digital libraries, using a literature review guideline as an instrument to
ensure consistency in the analysis process. Data analysis was conducted using qualitative
descriptive techniques through the processes of identifying, elaborating, interpreting, and
integrating various perspectives and findings from previous literature to provide an in-depth
understanding of the core marketing concept as the foundation of consumer-oriented business
strategies. The research model is based on the conceptual framework of marketing as a
consumer-oriented business philosophy (Basu Swastha, 1984) and (Kotler, 2014) theory on
achieving organizational goals through the company’s ability to satisfy target market needs

more effectively.

90 Jurnal Manajemen Bisnis Kewirausahaan - Volume 4, Nomor 3, Desember 2025



e-ISSN: 2829-2502; p-ISSN: 2829-260X, Hal. 87-97

4. RESULTS AND DISCUSSION
Relevance of the Core Marketing Concept in Business Strategy

The core marketing concept serves as a fundamental foundation in business strategy,
including hospital management. According to Philip Kotler, this concept begins with an
understanding of consumers’ needs, wants, and demands. Needs refer to basic requirements
that must be fulfilled for patient well-being, such as safe and effective healthcare services.
Wants, shaped by culture and individual preferences, determine the specific types of services
sought, such as specialist care or certain medical technologies. Demands arise when patients
possess both the willingness and ability to access these services. In the context of hospitals,
understanding these three aspects allows management to design services that not only meet
patients’ basic needs but also align with their preferences and capabilities, thereby creating a
more relevant and valuable patient experience.

The evolution of modern market orientation introduces an important dimension to
hospital marketing strategies by emphasizing value creation through continuous interaction
with consumers or patients. This approach places patients at the center of attention rather than
merely focusing on medical products or services. Hospitals that effectively apply the core
marketing concept concentrate on building long-term relationships, maintaining trust, and
tailoring services based on patient feedback. Research indicates that hospitals that implement
strong market orientation can significantly enhance their marketing strategies and overall
performance, primarily through a deep understanding of patients’ needs, expectations, and
market competitors (Kamalia et al., 2016).

One advantage of the core marketing approach is its ability to position service quality
as the primary product being marketed (Purcarea, 2019). In healthcare services, quality is the
most crucial aspect that differentiates one hospital from another. Marketing strategies based
solely on production or sales, which focus on quantity or sales techniques alone, are less
competitive compared to strategies that prioritize added value through service quality and
patient experience. The core marketing strategy enables hospitals to align their offerings with
patients’ actual needs while simultaneously building sustainable reputation and trust (Sari,
2020).

Practically, the application of the core marketing concept in hospital management is
reflected in various strategies, such as investing in advanced medical technologies, providing
continuous staff training, developing telehealth services, and engaging with the community.
These initiatives not only enhance hospital performance in meeting market needs but also
strengthen their strategic position in competition. For instance, Hermina Sukabumi Hospital

implements the core marketing strategy by focusing on maternal and child care specialization,
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successfully reinforcing its position as a leader in this field through a patient- and value-
oriented approach (Hodijah, 2023).

In hospital management, the relevance of the core marketing concept is highly
significant as it creates a balance between market orientation and competitive advantage. By
understanding patients’ needs and wants through this approach, hospitals can develop adaptive
and sustainable business strategies. Consequently, hospitals become not only healthcare
providers but also trusted partners in patients’ health journeys, ultimately increasing patient
satisfaction, loyalty, and business success (Purcarea, 2019). Supported by Kotler & Armstrong
(2018), consumer orientation lies at the heart of the modern marketing concept, where all
business activities are directed toward understanding and fulfilling customers’ needs, wants,
and expectations in a valuable and sustainable manner. In hospital management, this means
every marketing strategy must be rooted in a deep understanding of patient experience as the
focal point. This approach emphasizes not only the quality of medical care but also emotional
aspects, comfort, and trust key determinants of patient loyalty.

The Relationship Between Consumer Orientation, Innovation, and Business
Performance

Consumer orientation is a highly significant strategic element in driving innovation and
business performance. Empirical research demonstrates that consumer orientation contributes
substantially to innovation capability and customer loyalty, ultimately enhancing overall
business performance (S. Saputra & Hendro, 2024). Consumer orientation enables companies,
including hospitals in the context of healthcare management, to deeply understand customer
needs and wants, which serves as the starting point for creating relevant product and service
innovations (Dahmiri, 2022). By integrating a customer-oriented approach, business entities
can strengthen operational performance and consistently maintain their competitive position in
the market.

Furthermore, consumer orientation plays a role in generating innovations that not only
meet current consumer demands but also build long-term loyalty. A study by Racela &
Thoumrungroje (2020) explains that by focusing on customization strategies up to mass
customization, companies can develop personalized products and services on a large scale,
thereby strengthening relationships with customers. In this regard, market orientation and
competitive benchmarking serve as key drivers of new ideas that are adaptive to market
dynamics. This is highly relevant in hospital management, where adaptation to patient needs
and the development of innovative healthcare services are essential to improve patient
satisfaction and institutional sustainability.

Moreover, consumer orientation not only impacts short-term customer satisfaction but

also directly influences business sustainability. Customer loyalty, built through continuous
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product or service innovation that aligns with market needs, results in sustainable competitive
advantages. Data from research on SMEs in Batam indicates that innovation capability derived
from consumer orientation and technology has a strong mediating role in improving business
performance (Saputra & Hendro, 2024). In other words, companies that prioritize customer
perspectives in their innovation processes can survive in highly competitive and rapidly
changing markets.

In the context of hospital management, a consumer-oriented approach is highly
strategic for developing responsive and innovative healthcare services. Hospitals that
implement consumer orientation can identify opportunities to improve service quality through
innovations focused on patient experience, thereby increasing patient loyalty and institutional
reputation. Innovation driven by a deep understanding of patients not only improves service
quality but also enhances resource management efficiency, which directly improves hospital
performance in the long term.

Through proper management, particularly in service industries such as healthcare,
integrating consumer orientation into innovation strategies can generate strong competitive
advantages and ensure business continuity. Research and literature indicate that well-applied
customer orientation strategies can strengthen customer loyalty and enhance a company’s
competitiveness in dynamic markets (Purwokajati, 2022; Racela & Thoumrungroje, 2020;
Saputra & Hendro, 2024).

Referring to Kotler & Armstrong (2018) theory of consumer orientation and the concept
of marketing as a consumer-oriented business philosophy (Basu Swastha, 1984), it can be
affirmed that business success, including in hospital management, depends on the ability to
comprehensively understand customer needs, wants, and demands. This orientation drives the
creation of relevant innovations, improves service quality, and strengthens customer loyalty,
ultimately enhancing sustainable business performance. The integration of this approach serves
not only as the foundation of marketing strategy but also as an operational framework for
creating superior value that ensures long-term competitiveness amid evolving market
dynamics.

Implications of the Core Marketing Concept on Business Strategy Sustainability

The application of the core marketing concept does not solely focus on short-term
targets such as increasing sales and profitability but also emphasizes the importance of
integrating business interests with long-term social needs. This aligns with the view that
sustainable marketing must address the challenges of evolving times and the growing consumer
awareness of social and environmental issues (Kotler & Armstrong, 2018). Strategies
incorporating social value create a positive reputation and strong brand image, which

subsequently become enduring competitive advantages. Literature shows that companies
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adopting this principle can maintain long-term relationships with customers and other
stakeholders, thereby creating solid business sustainability (Mufidah et al., 2021; Saputra &
Saggaff, 2024).

The core marketing concept also has implications for creating sustainable competitive
advantages by delivering unique value that is difficult for competitors to replicate. This
sustainability of competitive advantage is not only focused on product aspects but also on a
company’s ability to build strong relationships with consumers and adapt to market changes.
Such advantages stem from the synergy of resources, capabilities, and intangible assets such
as reputation and innovative leadership. Thus, the core marketing concept drives companies to
develop dynamic and adaptive marketing strategies that enable them to maintain a superior
position over the long term (Mufidah et al., 2021).

In facing technological disruption and rapid changes in consumer behavior, the core
marketing concept remains relevant as a strategic foundation guiding companies to remain
customer-centric and innovative. Companies that successfully integrate this concept can
implement green and ethical marketing strategies that strengthen consumer trust and loyalty.
For example, implementing green marketing strategies not only enhances brand image but also
creates strong emotional connections with customers who are increasingly concerned about
environmental sustainability (Saputra & Saggaff, 2024). This consumer awareness creates
added value that is difficult for competitors to imitate, thereby reinforcing the company’s
competitive position sustainably (Aaleya et al., 2021).

The success of a business strategy based on the core marketing concept is measured by
the company’s ability to build and maintain long-term relationships with consumers while
creating sustainable added value. These relationships are not merely transactional but are built
on trust and active customer engagement, contributing to loyalty and retention. Ethical
marketing, as part of the core marketing concept, plays a significant role in building trust and
customer engagement, ultimately supporting business continuity amid intense competition and
changing market behavior (Aaleya et al., 2021).

In this regard, the core marketing concept has important strategic implications for the
sustainability of business strategies. This concept integrates business interests with social
needs, creates sustainable competitive advantages, and provides guidance for addressing
technological disruption and changes in consumer behavior. The successful application of this
concept is measured not only by financial outcomes but also by the company’s ability to
maintain strong relationships with customers and build added value that is difficult for
competitors to replicate, ensuring long-term business sustainability (Aaleya et al., 2021;
Mufidah et al., 2021; Saputra & Saggaff, 2024).
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The application of the core marketing concept, as previously described, directly aligns
with Kotler & Armstrong (2018) view of consumer orientation, which emphasizes that business
success relies on a deep understanding of consumers’ needs, wants, and demands as the basis
for formulating marketing strategies. Basu Swastha (1984), further asserts that all marketing
activities must be directed toward creating value and sustainable customer satisfaction. Thus,
marketing strategy becomes not only a tool for achieving short-term objectives such as
increasing sales but also a long-term guide for building strong relationships, creating social
value, and addressing market and technological changes through a dynamic and adaptive

approach.

5. CONCLUSION AND RECOMMENDATIONS

Based on the discussion, it can be concluded that the core marketing concept and
consumer orientation play a highly significant role in the development of business strategies,
particularly in the healthcare services sector such as hospitals. The core marketing concept
enables hospitals to gain a deeper understanding of patients’ needs, wants, and demands,
allowing the implementation of strategies that deliver relevant added value and foster long-
term relationships with patients. Meanwhile, consumer orientation drives the creation of
continuous service innovations, strengthens patient loyalty, and enhances hospital
competitiveness amid market dynamics and technological developments. The integration of
these two approaches serves as a strategic foundation for creating sustainable competitive
advantages and supporting hospital business success, not only from a financial perspective but
also in terms of social, ethical, and sustainability aspects.

Recommendations include the need for further research using an empirical approach
across various types of hospitals, both private and public, to obtain a more comprehensive
understanding of strategic variations and their impact on organizational performance. From a
practical standpoint, hospital management is advised to adopt increasingly consumer-oriented
marketing strategies through the utilization of health technologies, continuous patient feedback
systems, and capacity building of human resources. Furthermore, the application of sustainable
marketing principles should be prioritized to ensure that hospitals not only compete effectively

but also maintain patient loyalty and institutional reputation in the long term.

REFERENCES

Aaleya, R., Faroog, A. S., & Muhammad, T. (2021). Relational Dynamics between Customer
Engagement, Brand Experience, and Customer Loyalty: An Empirical Investigation.
Journal of Internet Commerce.

Amstrong, G., & Kaotler, P. (2002). Dasar-Dasar Pemasaran: Alih Bahasa Alexander Sindoro
dan Benyamin Molan (Jilid 1). Penerbit Prenhalindo.


https://issn.lipi.go.id/terbit/detail/20220405401346136
https://issn.lipi.go.id/terbit/detail/20220405451351249

The Core Marketing Concept: The Foundation of a Consumer-Oriented Business Strategy

Atik Nurngaeni. (2021). ANALISIS STRATEGI PEMASARAN DENGAN PENDEKATAN
MARKETING MIX (Studi Kasus Pada Home Industry Subama Batik Kroya-Cilacap).
AmaNU: Jurnal Manajemen dan Ekonomi, 4(2).

Balakrishnan, K., Blouin, J., & Guay, W. (2012). Does Tax Aggressiveness Reduce. Corporate
Transparency.

Basu Swastha, D. (1984). Azas-Azas Marketing (3TH ed.). Liberty.
Craven, D. W. (2003). Pemasaran Strategi. PT Gelora Aksara Jakarta: Penerbit Erlangga.

Dahmiri. (2022). PENGARUH BAURAN PEMASARAN, PEMASARAN INTERNAL DAN
ORIENTASI KONSUMEN TERHADAP KEPUASAN PASIEN RUMAH SAKIT
UMUM DAERAH H. ABDUL MANAP KOTA JAMBI. Jurnal Manajemen Terapan
dan Keuangan, 11(1), 225-233. https://doi.org/10.22437/jmk.v11i01.17269

Ferdinand, A. T. (2000). ManajemenPemasaran: Sebuah Pendekatan Strategik. Universitasi
Diponogoro.

Griffin, R. W., & Ebert, R. J. (2006). Bisnis. Erlangga.

Hatani, L. (2000). Pengaruh Orientasi Pasar terhadap Kinerja Pemasaran Kabupaten Muna.
Jurnal Manajemen Unhalu, 1-9.

Hodijah, C. (2023). Best Practices for Hospital’s Core Marketing. Escalate Economics and
Business Journal, 1(1), 52-62. https://doi.org/10.61536/ESCALATE.V1101.11

Kamalia, L. O., Palilati, A., Sukotjo, E., & Hatani, L. (2016). Role of Marketing Strategy in
the Relationship between Market Orientation and Hospital Performance (A Study of
the Regional Public Hospital (RSUD) in Southeast Sulawesi Province). International
Journal of  Science  and Research (IJSR), 5(4), 1468-1474.
https://doi.org/10.21275/v5i4.NOV 162826

Kevira Eris Andini, Clarissa Diva Elvaretta, Putry Meysa Selvina, Laura Faradina Wally, Rusdi
Hidayat N, & Maharani Ikaningtyas. (2024). Menghadapi Tantangan Global Dalam
Perencanaan Bisnis: Strategi Untuk Mengatasi Kompleksitas Pasar Global.
JUMBIWIRA :  Jurnal Manajemen  Bisnis  Kewirausahaan, 3(1), 38-49.
https://doi.org/10.56910/jumbiwira.v3i1.1372

Kotler, P. (1995). Manajemen Pemasaran: Analisis, Perencanaan, Implementasi, Dan
Pengendalian Jilid | & 1l (8th ed.). Salemba Empat.

Kotler, P. (2006). Manajemen Pemasaran Jilid | (11 th). PT Indeks Gramedia.

Kotler, P. (2014). Management pemasaran: Analisis perencanaan, implementasi dan
pengendalian, jilid 1. erlangga.
https://openlibrary.telkomuniversity.ac.id/pustaka/32430/management-pemasaran-
analisis-perencanaan-implementasi-dan-pengendalian-jilid-1.html

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th [edition]). Pearson Higher
Education.

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran Jilid 1 (13th ed.). Erlangga.

Krajewski, L. J., Ritzman, L. P., & Malhotra, M. K. (2007). Operations Management Processes
and Value Chain, Edition. NJ: Pearson Education.

96 Jurnal Manajemen Bisnis Kewirausahaan - Volume 4, Nomor 3, Desember 2025



e-ISSN: 2829-2502; p-ISSN: 2829-260X, Hal. 87-97

Liliyan, A. (2020). Entrepreneurial Marketing dan Trust Terhadap Marketing Performance.
Jurnal Manajemen Bisnis, 17(4), 531-547. https://doi.org/10.38043/jmb.v17i4.2714

Methasari, M., Kurniawan, G., & Sidik, A. R. (2018). Analisis Orientasi Pasar, Inovasi Dan
Kreativitas Terhadap Kinerja Pemasaran Pada Umkm Di Kabupaten Madiun. Dinamika
Governance: Jurnal lImu Administrasi Negara, 8(2).
https://doi.org/10.33005/jdg.v8i2.1192

Mufidah, A. F., Arsyianti, L. D., & Ibdalsyah. (2021). Analisis Strategi Keunggulan Kompetitif
Berkelanjutan Perusahaan Crowd Business Syariah (Studi Kasus pada Halal Network
International). AL-MUZARA ’AH, 9(1), 45-69. https://doi.org/10.29244/jam.9.1.45-69

Narver, J. C., & Slater, S. F. (1990). The effect of Market Orientation on Business Profitability.
Journal of Marketing, 54(4), 20-35.

Purcarea, V. L. (2019a). The impact of marketing strategies in healthcare systems. Journal of
Medicine and Life, 12(2), 93-96. https://doi.org/10.25122/jml-2019-1003

Purcarea, V. L. (2019b). The impact of marketing strategies in healthcare systems. Journal of
Medicine and Life, 12(2), 93. https://doi.org/10.25122/jml-2019-1003

Purwokajati, T. (2022). Pengaruh Orientasi Konsumen, Kapabilitas Inovasi Produk dan
Keunggulan Posisional Sebagai Variabel Intervening Terhadap Kinerja Pemasaran
(Studo pada konsumen UMKM di Kota Lasem Jawa Tengah). Universitasi Islam
Sultang Agung.

Racela, O. C., & Thoumrungroje, A. (2020). When do customer orientation and innovation
capabilities matter? An investigation of contextual impacts. Asia Pacific Journal of
Marketing and Logistics. Journal of Marketing and Logistics, 32(2), 445-472.
https://doi.org/10.1108/APJML-03-2019-0143

Saputra, H., & Saggaff, M. S. (2024). Implementasi Strategi Pemasaran Hijau dan Dampaknya
terhadap Citra Merek dan Loyalitas Pelanggan. Co-Value Jurnal Ekonomi Koperasi
dan kewirausahaan, 15(2). https://doi.org/10.59188/covalue.v15i2.4511

Saputra, S. & Hendro. (2024). Pengaruh Orientasi Pelanggan dan Orientasi Teknologi terhadap
Kinerja Bisnis pada Usaha Kecil dan Menengah (UKM). Jurnal Manajemen dan
Organisasi, 15(4), 397-409. https://doi.org/10.29244/jmo.v15i4.58998

Sari, L. G. (2020). Strategies of Hospital Marketing for Increasing Patient Satisfaction: A
Systematic Review. Jurnal ARSI: Administrasi Rumah Sakit Indonesia, 6(2).
https://doi.org/10.7454/arsi.v6i2.2884

Sidig, A., & Astutik, E. P. (2017). Analisis Kapabilitas Teknologi Informasi Terhadap Kinerja
Bisnis Ukm Dengan Orientasi Pelanggan Sebagai Variabel Intervening (Studi pada
UKM Sektor Manufaktur di Wilayah Solo Raya). Media Ekonomi dan Manajemen,
32(1). https://doi.org/10.24856/mem.v32i1.467

Sugiyono. (2017). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabet.

Syah, N. H., Iswanto, H., Fauzan, T. R.,, & Siahaya, S. L. (2023). HUBUNGAN
RELATIONSHIP MARKETING TERHADAP LOYALITAS. Edunomika, 8(1).

Tjiptono, F. (2008). Pemasaran Strategik. Andi Offset.


https://issn.lipi.go.id/terbit/detail/20220405401346136
https://issn.lipi.go.id/terbit/detail/20220405451351249

