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ABSTRAK 

Kepuasan atlet dalam proses penyembuhan cedera masih menjadi permasalahan 

yang belum optimal akibat layanan fisioterapi yang tersedia belum sepenuhnya 

memenuhi standar yang diharapkan. Padahal, atlet memerlukan layanan fisioterapi 

yang berkualitas untuk menunjang semangat pemulihan, memperoleh perawatan yang 

intensif, serta menjaga kondisi fisik agar tetap bugar dan siap menghadapi kompetisi. 

Di Kota Surabaya, layanan fisioterapi masih menghadapi berbagai kendala, terutama 

pada aspek sarana dan prasarana, serta komunikasi antara terapis dan atlet yang belum 

berjalan secara optimal. Kondisi tersebut menimbulkan kesenjangan antara kebutuhan 

atlet dan kualitas layanan yang diterima, sehingga diperlukan kajian lebih lanjut untuk 

menganalisis faktor-faktor yang memengaruhi kepuasan atlet terhadap layanan 

fisioterapi. 

Penelitian ini menggunakan pendekatan kuantitatif dengan melibatkan 257 atlet 

yang pernah menjalani layanan fisioterapi di Kota Surabaya sebagai responden 

penelitian. Data dikumpulkan melalui kuesioner dan dianalisis menggunakan metode 

Partial Least Squares–Structural Equation Modeling (PLS-SEM) dengan bantuan 

perangkat lunak SmartPLS versi 4.1.1.4 untuk menguji hubungan antarvariabel yang 

diteliti. 

Hasil penelitian menunjukkan bahwa customer experience dan customer 

perceived value berpengaruh positif dan signifikan terhadap customer satisfaction, 

sedangkan perceived privacy tidak berpengaruh signifikan terhadap customer 

satisfaction. Selain itu, customer experience, perceived privacy, dan customer 

perceived value terbukti berpengaruh positif terhadap trust. Namun, pada pengujian 

peran mediasi, trust tidak mampu memediasi hubungan antara customer experience, 

perceived privacy, maupun customer perceived value terhadap customer satisfaction. 

Temuan ini mengindikasikan bahwa kepuasan atlet terhadap layanan fisioterapi lebih 

dipengaruhi oleh pengalaman layanan dan nilai manfaat yang dirasakan secara 

langsung dibandingkan melalui pembentukan kepercayaan sebagai variabel mediasi. 

Berdasarkan temuan penelitian, penyedia jasa layanan fisioterapi di Surabaya 

disarankan untuk meningkatkan kualitas layanan secara berkelanjutan, terutama dalam 

menciptakan pengalaman layanan yang positif dan memberikan nilai manfaat yang 

nyata bagi atlet. Upaya peningkatan kepercayaan tetap perlu diperhatikan melalui 

konsistensi layanan, profesionalisme terapis, serta transparansi dalam komunikasi. 

Selain itu, penyedia layanan juga diharapkan memperbaiki pengelolaan sarana dan 

prasarana serta memperkuat perlindungan data pribadi atlet agar tercipta rasa aman dan 

kenyamanan selama proses perawatan. Dengan optimalisasi aspek-aspek tersebut, 

layanan fisioterapi diharapkan mampu meningkatkan kepuasan atlet dan membangun 

hubungan jangka panjang yang berkelanjutan. 

 

Kata kunci: kepercayaan, kepuasan pelanggan, nilai yang dirasakan pelanggan, 

pengalaman pelanggan, privasi yang dirasakan. 
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ABSTRACT 

Athlete satisfaction in the injury recovery process remains suboptimal due to 

the available physiotherapy services not fully meeting the expected standards. In fact, 

athletes require high-quality physiotherapy services to support recovery motivation, 

receive intensive treatment, and maintain physical condition to remain fit and ready for 

competition. In the city of Surabaya, physiotherapy services still face various 

challenges, particularly related to facilities and infrastructure, as well as suboptimal 

communication between therapists and athletes. This condition creates a gap between 

athletes’ needs and the quality of services received, indicating the need for further 

research to analyze the factors influencing athlete satisfaction with physiotherapy 

services. 

This study employs a quantitative approach involving 257 athletes who have 

previously undergone physiotherapy services in Surabaya as research respondents. 

Data were collected through questionnaires and analyzed using the Partial Least 

Squares–Structural Equation Modeling (PLS-SEM) method with the assistance of 

SmartPLS version 4.1.1.4 to examine the relationships among the studied variables. 

The results show that customer experience and customer perceived value have 

a positive and significant effect on customer satisfaction, while perceived privacy does 

not have a significant effect on customer satisfaction. Furthermore, customer 

experience, perceived privacy, and customer perceived value are proven to have a 

positive effect on trust. However, in testing the mediating role, trust is unable to mediate 

the relationship between customer experience, perceived privacy, and customer 

perceived value on customer satisfaction. These findings indicate that athlete 

satisfaction with physiotherapy services is more strongly influenced by direct service 

experiences and perceived benefits rather than through the formation of trust as a 

mediating variable. 

Based on the research findings, physiotherapy service providers in Surabaya 

are encouraged to continuously improve service quality, particularly in creating 

positive service experiences and delivering tangible value for athletes. Efforts to 

enhance trust should also be emphasized through service consistency, therapist 

professionalism, and transparency in communication. In addition, service providers are 

expected to improve the management of facilities and infrastructure and strengthen the 

protection of athletes’ personal data to ensure a sense of security and comfort during 

the treatment process. By optimizing these aspects, physiotherapy services are expected 

to enhance athlete satisfaction and establish sustainable long-term relationships. 

 

Keywords: customer experience, customer perceived value, customer satisfaction, 

perceived privacy, trust. 
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