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Abstract: The development of Digital Marketing and Electronic Word of Mouth (eWOM) has
encouraged hospitals to adopt digital communication strategies to attract patients’ visit intentions.
However, in public hospitals, the effectiveness of these strategies in influencing patient behavior still
requires empirical validation. This study aims to analyze the influence of Digital Marketing and eWOM
on patient visit intention, with Brand Awareness as an intervening variable at RSUD Cengkareng. This
research employed a quantitative approach with an explanatory design. Data were collected from
November to December 2025 from 100 general outpatient respondents selected using the Slovin
formula and a simple random sampling technique. The data were gathered through structured
questionnaires and analyzed using Structural Equation Modeling (SEM) with AMOS software. The
results show that Digital Marketing and eWOM have a positive and significant effect on Brand
Awareness. Both variables also significantly influence patient visit intention, with eWOM
demonstrating the strongest effect. These findings indicate that information shared through digital
platforms and patient recommendations plays an important role in shaping potential patients’ decisions
to visit the hospital. However, Brand Awareness does not have a significant effect on patient visit
intention and does not mediate the relationship between Digital Marketing, eWOM, and visit intention.
This suggests that, in the context of RSUD Cengkareng as a public hospital, patients’ visit decisions
are more directly influenced by digital information exposure and the credibility of online

recommendations rather than by brand recognition alone.

Keywords: Brand Awareness; Digital Marketing; Electronic WOM; Outpatient Services; Visit
Intention.

1. Introduction

In the digital era, healthcare systems are expected to provide accessible, efficient, and
transparent services to the public. Indonesian health policies, such as Law No. 36 of 2009 on
Health and Minister of Health Regulation No. 24 of 2022 on Electronic Medical Records,
emphasize the importance of digital transformation in improving healthcare service
efficiency. In addition, Minister of Health Regulation No. 20 of 2019 on Telemedicine
supports the integration of digital technology to expand healthcare access. From a theoretical
perspective, the AIDA Model (Attention, Interest, Desire, Action) explains that individuals
pass through several cognitive stages before deciding to utilize a service. In this context,
digital exposure through online platforms is assumed to influence patient awareness, interest,
desire, and ultimately their intention to visit healthcare facilities.

In Jakarta, digital technology increasingly shapes public behavior in selecting healthcare
services. Data from APJII (2023) indicate that 82.8% of Jakarta residents actively use the
internet, with 76% accessing social media platforms daily. Furthermore, reports from the
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Indonesian Ministry of Health (2022) reveal that approximately 65% of residents search for
hospital information online before deciding to seek treatment. This trend highlights the
growing importance of digital presence for healthcare institutions. Hospitals that effectively
utilize digital marketing strategies and manage their online reputation are more likely to
influence public perception and attract patient visits.

Despite the increasing digitalization, patient visits at RSUD Cengkareng have
experienced fluctuations in recent years, particularly during the COVID-19 pandemic. For
instance, emergency department visits increased to 34,741 patients in 2019, but decreased to
30,281 visits in 2020 due to mobility restrictions under the Large-Scale Social Restrictions
(PSBB) policy. Preliminary observations and interviews with hospital staff also reveal that
digital marketing activities at RSUD Cengkareng remain limited and primarily administrative.
Social media content is largely informational, such as announcements and service schedules,
with minimal interactive engagement. Additionally, the hospital lacks a structured system to
manage Electronic Word of Mouth (eWoM), leaving many online reviews unmonitored and
unanswered.

These conditions indicate a gap between the potential of digital healthcare
communication and the hospital’s ability to utilize it strategically. Previous studies suggest that
Digital Marketing and eWoM play a significant role in shaping Brand Awareness and
influencing patient decisions to choose healthcare providers. Therefore, this study aims to
examine the effect of Digital Marketing and Electronic Word of Mouth (eWoM) on Patient
Visit Intention, with Brand Awareness as an intervening variable, at RSUD Cengkareng. The
findings are expected to provide insights into how digital strategies can strengthen hospital
branding and increase patient visit intention in the digital healthcare environment. Internal
audits in several hospitals show physician discipline levels remain low, with compliance
indicators such as punctuality and documentation accuracy ranging only between 40—48%,
potentially affecting adherence to clinical standards.

2. Preliminaries or Related Work or Literature Review

Patient visit intention is an important concept in healthcare service marketing that
describes an individual's tendency to use or revisit healthcare setvices in the future. In service
marketing literature, revisit intention is often viewed as an indicator of service success because
it reflects patients’ long-term evaluation of the quality of services they have received.
According to Oliver (2021) in the Expectation—Confirmation Theory, revisit intention
emerges when the service experience perceived by patients meets or exceeds their initial
expectations prior to receiving the service. When patients perceive that the healthcare service
provider delivers satisfactory outcomes, they are more likely to develop a positive behavioral
intention toward future visits.

Furthermore, patient visit intention can also be explained through the Theory of Planned
Behavior proposed by Icek Ajzen (1991), which states that intention is the primary predictor
of actual behavior. This theory explains that behavioral intention is influenced by three main
factors: attitudes toward the behavior, subjective norms, and perceived behavioral control. In
the context of healthcare services, positive attitudes toward the quality of hospital services,
social support from family members or healthcare professionals, and the ease of accessing
healthcare facilities can strengthen a patient’s intention to visit a healthcare provider.

Patients’ decisions to utilize healthcare services can also be understood through the
Health Belief Model, developed by Irwin M. Rosenstock and colleagues. This model explains
that health behavior is influenced by individuals’ perceptions of disease risk, the severity of
health conditions, the perceived benefits of medical actions, and potential barriers to
obtaining care. In the hospital context, patients are more likely to visit healthcare facilities
when they believe that the benefits of receiving treatment outweigh the obstacles they might
encounter.

From a healthcare marketing perspective, patient visit intention is also closely related to
service quality and institutional image. The healthcare marketing framework proposed by
Philip Kotler and colleagues explains that perceptions of service quality, hospital reputation,
and patient experience are crucial factors influencing individuals’ decisions when selecting
healthcare providers. Hospitals that successfully build a positive reputation and deliver
consistent service quality are more likely to encourage patients to return for future healthcare
needs.

The rapid development of digital technology has further expanded the factors
influencing patient visit intention. The Technology Acceptance Model, introduced by Fred
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D. Davis and further developed by Viswanath Venkatesh, explains that individuals’
acceptance of technology is determined by two main perceptions: perceived usefulness and
perceived ease of use. In healthcare settings, digital services such as online appointment
systems, hospital websites, and digital communication with patients can increase convenience
and accessibility, thereby encouraging stronger patient visit intentions.

Digital marketing is a marketing strategy that utilizes digital technologies and online
platforms to reach and interact with audiences more effectively. According to Dave Chaffey
and Fiona Ellis-Chadwick (2022), digital marketing involves the planning, implementation,
and evaluation of digital communication strategies aimed at increasing customer engagement
and encouraging actions toward a product or service. In the healthcare sector, digital
marketing enables hospitals to disseminate information about services, facilities, and health
education through websites, social media platforms, and other digital channels.

In digital marketing communication, consumer behavior can be explained through the
AIDA Model developed by Robert J. Lavidge and Gary A. Steiner. This model describes the
stages of consumer responses to marketing messages: attention, interest, desire, and action.
Exposure to digital information can capture potential patients’ attention, stimulate their
interest in hospital services, create a desire to experience those services, and ultimately
encourage action in the form of visiting a healthcare facility.

Consumer decision-making in the digital environment can also be explained through the
Consumer Decision Journey Model proposed by David Court and colleagues. This model
suggests that consumers pass through several stages before making a decision, including
brand awareness, evaluation of alternatives, service usage, and post-experience evaluation,
which may ultimately shape customer loyalty. In healthcare services, patients often search for
information online, compare hospitals, evaluate available services, and then decide which
healthcare provider to visit.

The effectiveness of digital marketing messages in shaping consumer attitudes can
further be explained through the Elaboration Likelihood Model developed by Richard E.
Petty and John T. Cacioppo. This model suggests that marketing messages are processed
through two routes: the central route, which involves rational evaluation of information, and
the peripheral route, which involves emotional cues. In hospital marketing, accurate and
credible health information may influence patient decisions through rational consideration,
while visual content and emotional storytelling may influence attitudes through emotional
engagement.

Electronic Word of Mouth (eWoM) refers to consumet-to-consumer communication
that occurs in digital environments and contains experiences, opinions, and recommendations
regarding products or services. According to Thorson and colleagues, eWoM emerges as a
form of consumers’ expression of their experiences as well as their desire to help other
consumers make informed decisions. In the healthcare sector, online reviews and patient
testimonials have become important sources of information that influence potential patients
when selecting healthcare providers (Heinrich-Thurau et al., 2004).

The influence of eWoM on consumer behavior can be explained through Social Proof
Theory proposed by Robert B. Cialdini. This theory states that individuals tend to follow the
behavior or decisions of others when faced with uncertainty. In healthcare services,
prospective patients often rely on online reviews and testimonials from previous patients as
references before deciding to visit a particular hospital.

The effectiveness of eWoM is also related to the credibility of the information source.
The Source Credibility Theory, developed by Catrl I. Hovland and colleagues, explains that
messages originating from sources perceived as competent and trustworthy are more likely to
be accepted by audiences. In healthcare contexts, reviews written by experienced patients or
medical professionals tend to have a stronger influence on the decisions of potential patients.

Additionally, the dissemination of information in eWoM is influenced by the media used
for communication. The Media Richness Theory introduced by Richard L. Daft and Robert
H. Lengel explains that communication effectiveness depends on the ability of a medium to
deliver rich and interactive information. The use of various digital platforms such as social
media, health forums, and online review platforms enables hospitals to disseminate
information widely and influence patient perceptions about healthcare services.

Brand awareness refers to the level of an individual’s ability to recognize and recall a
brand within a particular service category. According to Kevin Lane Keller (1993) in the
Customer-Based Brand Equity Theory, brand awareness serves as the fundamental basis for
building brand equity because consumers cannot evaluate or choose a brand without first
being aware of its existence.
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The concept of brand awareness is further reinforced by the Aaker Brand Equity Model
developed by David A. Aaker (1991), which states that brand awareness is the initial element
in building strong brand value. The higher the level of public awareness toward a hospital,
the greater the likelihood that the hospital will be considered during healthcare decision-
making processes. Therefore, brand awareness plays an important role as an intervening
variable that connects digital marketing and electronic word of mouth with patient visit

intention.
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Figure 1. Conceptual Framework.

3. Proposed Method

This study employs a quantitative research approach with an explanatory research design,
which aims to explain the causal relationships between independent variables, the intervening
(mediating) variable, and the dependent variable. A quantitative approach is chosen because
the study tests previously formulated hypotheses through objective measurement of variables
and statistical analysis. The research design used is an analytic survey with a cross-sectional
approach, where data are collected at a single point in time. This design allows the researcher
to capture respondents’ perceptions regarding Digital Marketing and Electronic Word of
Mouth (eWoM), as well as their influence on Brand Awareness and patient visit intention.

The sampling technique used in this study is non-probability sampling with a purposive
sampling method, where respondents are selected based on specific criteria relevant to the
research objectives. The inclusion criteria consist of outpatient general patients who have
previously visited RSUD Cengkareng, are at least 17 years old, have obtained information
about the hospital through digital media or online reviews, and are willing to complete the
questionnaire. Meanwhile, exclusion criteria include inpatients or emergency patients, patients
using BPJS Health services due to the referral system affecting hospital choice, individuals
unable to complete the questionnaire independently, and respondents who provide
incomplete or inconsistent answers. These criteria are applied to ensure that the selected
sample is appropriate and capable of providing reliable data for the study.

4. Results and Discussion

Respondent Characteristics

Most respondents were aged 20—45 years (75%), indicating that the sample was
dominated by individuals in the productive age group. Respondents aged 46-59 years
accounted for 15%, while those aged =60 years represented 7%, and respondents aged <20
years constituted the smallest proportion at 3%. Based on gender, 59% were male and 41%
were female, showing slightly higher partlclpamon from male respondents. In terms of
occupation, the largest group consisted of private employees (30%), followed by
entrepreneurs (15%), teachers (11%), and students (10%). Other occupations were
represented in smaller proportions, including PJLP (8%), housewives (7%), contract
employees and nurses (5% each), retirees (4%), civil servants (2%), and drivers, doctors, and
tailors (1% each). This diversity of occupational backgrounds indicates that the respondents
came from various social and economic groups, providing a broader representation of patient
perceptions toward RSUD Cengkareng services.

Validity Test
Based on the results of the validity test for all research variables, namely Digital
Marketing (D1-D12), Electronic Word of Mouth (Eil-Eil12), Brand Awareness (B1-B12),
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and Patient Visit Intention (K1-K12), it was found that all statement items have r-count
values greater than the r-table value (0.196) and significance values below 0.05. Therefore, all
items for each variable are empirically valid and appropriate to be used as measurement
instruments in this study.

Reliability Test

Reliability testing is conducted to ensure that the research instrument used has a good
level of internal consistency in measuring each construct. Reliability indicates the extent to
which the items within a variable are able to produce stable and consistent results when
measurements are repeated. In this study, reliability is assessed by examining the values of
Cronbach’s Alpha, tho_A, and Composite Reliability (CR). A construct is considered reliable
if the values of Cronbach’s Alpha and Composite Reliability are greater than 0.70 (Hair et al.,

20 Table 1. Reliability Test.
Variabei Cronbacch’s Alpha Description
DM 0,832 Reiliabel
elWOM 0,826 Reiliabei
BA 0,824 Reiliabel
PVI 0,832 Reiliabel

Source: Results of Primary Data Analysis, 2025

Based on the table above, the results of the reliability test for all research variables—
Digital Marketing (X;), Electronic Word of Mouth (X3), Brand Awareness (Z), and Patient
Visit Intention (Y)—show Cronbach’s Alpha values of 0.832 for Digital Marketing, 0.826 for
Electronic Word of Mouth, 0.824 for Brand Awareness, and 0.832 for Patient Visit Intention.
All Cronbach’s Alpha values exceed the minimum threshold of 0.70, indicating that the
research instruments have a high level of reliability. Therefore, the statement items for each
variable are considered consistent and reliable for use in further measurement and analysis in
this study.

Hypothesis Test
Hypothesis Results

Hypothesis testing in this study was conducted using the Structural Equation Modeling
(SEM) method with the assistance of the AMOS program. The testing was performed by
examining the Estimate, Critical Ratio (C.R.), and p-value. A relationship is considered

significant when the C.R. value is = 1.96 and the p-value is < 0.05.
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Figure 2. Bootstrapping Analysis Results.
Simultaneous Hypothesis
Based on the results of the structural model analysis using Structural Equation Modeling
(SEM), the coefficient of determination (R?) for the Patient Visit Intention variable is 0.880.
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This value indicates that Digital Marketing, Electronic Word of Mouth (eWoM), and Brand
Awareness simultaneously explain 88.0% of the variation in Patient Visit Intention, while the
remaining 12.0% is influenced by other variables outside the research model. Statistically,
Digital Marketing and eWoM have a significant effect on Patient Visit Intention, whereas
Brand Awareness does not show a significant effect.
Results of Structural Model Analysis

Table 2. Results of the Direct Effects.

P-value

Estimate C.R. Description

DM -> BA 0,606 7,915 < 0,001 Hypothesis
Accepted

WOM -> BA 0,322 4,369 < 0,001 P[I%ypothesm
ccepted

BA - PVI 0,115 1,098 0,272 I—grpothesls
ccepted

DM -> PVI 0,356 3,486 < 0,001 I—grpothesm
ccepted

cWOM -> PVI 0,486 5,778 < 0,001 P[I%ypothesls
ccepted

Based on the table above, the results of the direct effect test between variables show that
Digital Marketing has a positive and significant effect on Brand Awareness, with an estimate
value of 0.606, a C.R. value of 7.915, and a p-value < 0.001. This indicates that the more
optimal the digital marketing strategy implemented, the higher the level of brand awareness.
Furthermore, Electronic Word of Mouth (eWoM) also has a positive and significant effect
on Brand Awareness, with an estimate value of 0.322, a C.R. value of 4.369, and a p-value <
0.001. This finding suggests that online communication and reviews contribute to increasing
brand awareness.

However, Brand Awareness is not proven to have a significant effect on Patient Visit
Intention. This is indicated by an estimate value of 0.115, a C.R. value of 1.098, and a p-value
of 0.272, which is greater than 0.05. Therefore, the hypothesis stating that Brand Awareness
influences Patient Visit Intention cannot be accepted. On the other hand, Digital Marketing
has a positive and significant effect on Patient Visit Intention, with an estimate value of 0.350,
a C.R. value of 3.4806, and a p-value < 0.001. This result indicates that the more effective the
digital marketing strategy, the higher the tendency for patients to visit. In addition, eWoM
also has a positive and significant effect on Patient Visit Intention, with an estimate value of
0.4806, a C.R. value of 5.778, and a p-value < 0.001, indicating that online information and
recommendations play an important role in shaping patient visit intentions.

Indirect Effect
Table 3. Indirect Effect Test Result.
Standardzed Indrect Description
Effect p
eWOM -> BA ->PVI 0,038 Hypotesis Rejected
DM -> BA ->PVI 0,069 Hypotesis Rejected

Based on the table above, the indirect effect of Electronic Word of Mouth (eWoM) on
Patient Visit Intention through Brand Awareness is 0.038, while the indirect effect of Digital
Marketing on Patient Visit Intention through Brand Awareness is 0.069. These values indicate
that the indirect contributions are relatively small.

Furthermore, previous analysis shows that the path from Brand Awareness to Patient
Visit Intention is not significant (p = 0.272). The insignificance of this mediating path means
that the mediation mechanism is not statistically supported. Therefore, Brand Awareness does
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not function as a mediating variable in the relationship between Digital Marketing and eWoM
on Patient Visit Intention.

Discussion
The Simultaneous Influence of Digital Marketing, eWoM, and Brand Awareness on
Patient Visit Intention

Based on the results of the structural model analysis using Structural Equation Modeling
(SEM), the coefficient of determination (R?) for the Patient Visit Intention variable is 0.880.
This value indicates that Digital Marketing, Electronic Word of Mouth (eWoM), and Brand
Awareness simultaneously explain 88.0% of the variation in Patient Visit Intention, while the
remaining 12.0% is influenced by other variables outside the research model. Statistically,
Digital Marketing and eWoM have a significant effect on Patient Visit Intention, whereas
Brand Awareness does not show a significant direct influence. Descriptive analysis using the
Three Box Method also indicates that Digital Marketing, eWoM, and Brand Awareness are
all in the moderate category, suggesting that digital communication strategies and brand
perception have not yet reached an optimal level in influencing patient visit behavior.

From a theoretical perspective, the Integrated Marketing Communication (IMC)
framework explains that the integration of digital messages, consumer experience, and brand
reinforcement can shape consumer behavioral intentions (Kotler & Keller, 2016). Similarly,
the AIDA Model states that effective communication influences attention, interest, desire,
and action (Lavidge & Steiner, 1961), while the Customer-Based Brand Equity Model
emphasizes that brand awareness forms the foundation of brand equity, influencing consumer
decisions (Keller, 2003). However, in healthcare services, visit decisions ate often influenced
more strongly by medical needs, referral systems, service costs, and accessibility, as explained
in Andersen’s Behavioral Model of Health Services Use (1995). Therefore, although the
model has a high explanatory power, the findings indicate that Digital Marketing and eWoM
play a more dominant role in shaping patient visit intention, while Brand Awareness does not
significantly influence visit decisions in the context of public hospital services.

The Influence of Digital Marketing on Brand Awareness

Based on the results of the structural model analysis using Structural Equation Modeling
(SEM), Digital Marketing has a positive and significant effect on Brand Awareness, indicated
by an estimate value of 0.606, a Critical Ratio (C.R.) of 7.915, and a p-value < 0.001. This
finding suggests that improvements in the quality and intensity of digital marketing activities
significantly increase public awareness of the hospital’s brand. Descriptive analysis using the
Three Box Method shows that Digital Marketing is still in the moderate category, where the
dimensions of Reach, Engagement, Content Quality, and Conversion have not yet reached a
high level. However, despite not being optimal, the presence and consistency of digital
marketing activities are sufficient to stimulate cognitive recognition and recall of the hospital
brand among the community.

From a theoretical perspective, this finding supports the concept of Integrated
Marketing Communication (IMC), which emphasizes that consistent communication across
multiple channels, including digital media, plays an important role in building brand awareness
(Kotler & Keller, 2016). In the Customer-Based Brand Equity (CBBE) Model, Brand
Awareness represents the foundation of brand equity, reflecting the ability of consumers to
recognize and recall a brand (Keller, 2003). Previous studies such as Tsioitsoiu and Diehl
(2013) and Dwivedi et al. (2021) also confirm that digital marketing exposure contributes to
the development of brand awareness. Nevertheless, the moderate category results indicate
that the hospital’s digital communication still functions mainly as an informational tool rather
than a strategic branding instrument. In the context of public sector marketing, government
hospitals often prioritize service information and accountability rather than strong brand
differentiation (Kotler & Lelei, 2007), which explains why Brand Awareness has improved
but has not yet reached an optimal level.

The Influence of eWoM on Brand Awareness

Based on the results of the structural model analysis using Structural Equation Modeling
(SEM), Electronic Word of Mouth (eWoM) has a positive and significant effect on Brand
Awareness, with an estimate value of 0.322, a Critical Ratio (C.R.) of 4.369, and a p-value <
0.001. This indicates that digital communication among users significantly contributes to
increasing public awareness of the hospital’s brand. Descriptive analysis using the Three Box
Method shows that the eWoM variable is still in the moderate category, where the dimensions
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of Information Quality, Soutrce Credibility, Information Intensity, and Valence of Opinion
have not yet reached a high level. Nevertheless, although the quality and intensity of eWoM
are not yet optimal, the existing digital discussions and information sharing among users are
sufficient to create exposure that supports the development of brand awareness.

From a theoretical perspective, eWoM plays an important role in shaping brand
perception and awareness. According to Heinrich-Thurau et al. (2004), online consumer
communication increases information exposure and strengthens brand image formation,
while Cheung and Thadani (2012) emphasize that information shared by fellow users is often
perceived as more credible than formal marketing communication. The Information
Adoption Model also explains that the effectiveness of eWoM depends on the quality of
arguments and the credibility of its source (Sussman & Siegal, 2003), which influences how
information is accepted and remembered by consumers. Previous studies by Jalilvand and
Samiei (2012), Kudeishia and Kumar (2017), and Zhang et al. (2017) also confirm that online
reviews and digital discussions significantly influence consumer intentions, particularly in
service sectors such as healthcare, where patient experiences shared digitally can reduce
uncertainty and increase trust in healthcare providers. Therefore, the hypothesis stating that
eWoM influences patient visit intention is accepted, indicating that digital patient experiences
and online reviews have become important considerations for the public when choosing
healthcare services.

The Mediating Role of Brand Awareness in the Influence of Digital Marketing on
Patient Visit Intention

Based on the Structural Equation Modeling (SEM) analysis, the direct effect of Digital
Marketing on Patient Visit Intention is significant (estimate = 0.356; p < 0.001). Digital
Marketing also has a significant effect on Brand Awareness (estimate = 0.606; p < 0.001);
however, the relationship between Brand Awareness and Patient Visit Intention is not
significant (estimate = 0.115; p = 0.272). The standardized indirect effect value of 0.069
indicates that the indirect influence of Digital Marketing on visit intention through Brand
Awareness is relatively small and statistically insignificant. Therefore, Brand Awareness does
not function as a mediating variable in the relationship between Digital Marketing and Patient
Visit Intention. Descriptive analysis using the Three Box Method also shows that both Digital
Marketing and Brand Awareness remain in the moderate category, indicating that while digital
marketing activities can increase brand recognition, the level of awareness formed is not yet
strong enough to translate into a stronger intention to visit the hospital.

From a theoretical perspective, the Customer-Based Brand Equity (CBBE) Model
explains that Brand Awareness represents the initial cognitive stage in building brand equity,
allowing a brand to enter the consumer’s consideration set (Keller, 2003). However, according
to the Hierarchy of Effects Model, awareness alone does not necessarily lead to behavioral
intention unless it progresses to stronger stages such as preference and conviction (Lavidge
& Steiner, 1961). In the healthcare context, Andersen’s Behavioral Model of Health Services
Use also emphasizes that healthcare utilization decisions are more strongly influenced by
medical needs, accessibility, and referral systems rather than brand perception (Andersen,
1995). This explains why Brand Awareness did not mediate the relationship between Digital
Marketing and visit intention in this study. The findings are consistent with studies by Fioriudi
et al. (2018) and Nugraha and Indriyani (2020), which indicate that marketing communication
will not produce a mediating effect if brand awareness is not accompanied by strong brand
image, trust, and differentiation. In this context, Digital Marketing at RSUD Cengkareng
appears to influence visit intention more directly by improving access to service information
rather than through a structured brand-building mechanism.

The Mediating Role of Brand Awareness in the Influence of eWoM on Patient Visit
Intentions

Based on the Structural Equation Modeling (SEM) analysis, the direct effect of
Electronic Word of Mouth (eWoM) on Patient Visit Intention is significant (estimate = 0.480;
p < 0.001). In addition, eWoM also has a significant effect on Brand Awareness (estimate =
0.322; p < 0.001). However, the relationship between Brand Awareness and Patient Visit
Intention is not significant (estimate = 0.115; p = 0.272). The standardized indirect effect
value of 0.038 indicates that the indirect effect of eWoM on visit intention through Brand
Awareness is relatively small and statistically insignificant. Therefore, Brand Awareness does
not function as a mediating variable in the relationship between eWoM and Patient Visit
Intention. Descriptive analysis using the Three Box Method also shows that both eWoM and
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Brand Awareness are in the moderate category, where the dimensions of eWoM—
Information Quality, Source Credibility, Information Intensity, and Valence of Opinion—
have not yet reached a high level, while Brand Awareness is still dominated by Brand
Recognition rather than Brand Dominance. This condition indicates that although eWoM can
increase brand recognition, the awareness formed is not yet strong enough to translate into a
stronger intention to visit the hospital.

Theoretically, eWoM plays an important role in expanding information exposure and
shaping public perceptions of services (Heinrich-Thurau et al., 2004). The Information
Adoption Model explains that the effectiveness of eWoM depends on the quality of
information and the credibility of its source (Sussman & Siegal, 2003). Conceptually, strong
eWoM should increase Brand Awareness, which then influences behavioral intention.
However, according to the Hierarchy of Effects Model, awareness represents only the initial
cognitive stage and does not automatically lead to action without stronger preference and
conviction (Lavidge & Steiner, 1961). In the context of public healthcare services, Andersen’s
Behavioral Model also emphasizes that healthcare utilization is more strongly influenced by
medical needs, referral systems, and accessibility rather than brand perception (Andersen,
1995). Therefore, in this study, eWoM appears to influence visit intention more directly by
shaping perceptions of patient experience and service credibility rather than through a brand
awareness mechanism.

5. Comparison

The findings of this study indicate a difference in the magnitude of influence between
Digital Marketing and Electronic Word of Mouth (eWoM) on patients’ visit intention. Both
variables have a positive and significant direct effect on visit intention; however, eWoM
demonstrates a stronger influence compared to Digital Marketing. The structural model
results show that the coefficient value for eWoM on visit intention (0.480) is higher than that
of Digital Marketing (0.356), indicating that online reviews, patient experiences, and
recommendations shared through digital platforms play a more dominant role in shaping
patients’ intention to visit the hospital. This suggests that in healthcare services, information
derived from other patients' experiences is petceived as more credible and persuasive than
promotional communication delivered directly by the hospital.

In addition, although both Digital Marketing and eWoM significantly influence Brand
Awareness, Brand Awareness itself does not significantly affect visit intention and therefore
does not function as a mediating variable in the model. The indirect effects of Digital
Marketing and eWoM through Brand Awareness are relatively small, with standardized
indirect effects of 0.069 and 0.038, respectively. These findings indicate that the formation of
visit intention among patients at RSUD Cengkareng occurs primarily through direct exposure
to digital marketing information and the credibility of eWoM, rather than through the
development of brand awareness. This pattern reflects the characteristics of public healthcare
services, where patient decisions are more strongly influenced by practical considerations such
as service needs, accessibility, and trust in patient experiences, rather than brand recognition
alone.

6. Conclusion

Based on the results of the data analysis and hypothesis testing, this study shows that
Digital Marketing, Electronic Word of Mouth (eWoM), and Brand Awareness simultaneously
influence patients’ visit intention at RSUD Cengkareng. The research model demonstrates
strong explanatory power with an R? value of 0.880, indicating that 88.0% of the variation in
patients’ visit intention can be explained by these three variables. Partially, Digital Marketing
and eWoM have a positive and significant effect on Brand Awareness, indicating that the
hospital’s digital communication activities, as well as patient reviews and experiences shared
through digital platforms, are able to increase public recognition and recall of the hospital’s
brand.

However, Brand Awareness does not have a significant effect on patients’ visit intention,
and therefore does not function as a mediating variable in the relationship between Digital
Marketing and eWoM with visit intention. The findings also indicate that Digital Marketing
and eWoM directly have a positive and significant influence on patients’ visit intention, with
eWoM being the most influential variable in the research model. This suggests that patient
experiences and recommendations shared digitally play a more important role in encouraging
visit intention than merely increasing public awareness of the hospital brand.
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