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Abstract: The development of digital technology encourages hospitals to utilize digital
marketing and websites as a means of communication with the public and the delivery of
service information. This study aims to analyze the influence of digital marketing and the
quality of hospital website information on patient visits interest, both partially and
simultaneously. Sampling was carried out using non-probability sampling with purposive
sampling techniques. The study respondents were 92 people who knew Maranatha Hospital
and had seen or accessed the hospital's website and/or digital media. Data was analyzed using
multiple linear regression. The results showed that digital marketing and website information
quality had a significant effect on patient visit interest. These findings show that the quality of
website information has a stronger role in encouraging patient visits interest. Therefore,
hospitals need to integrate digital marketing strategies with the provision of accurate, complete,
relevant, up-to-date, clear, and trustworthy website information.
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INTRODUCTION

The development of digital technology has changed the way people obtain information
and interact with various organizations, including healthcare organizations. In Indonesia,
internet usage continues to increase. The number of Indonesian internet users in 2024 will
reach 221.56 million people with a penetration rate of 79.5%, an increase from 78.19% in the
previous year. Data also shows that 72.78% of Indonesia's population will have access to the
internet by 2024 and 68.65% of the population already has a mobile phone (Haryanto, 2024;
Badan Pusat Statistik, 2025). This condition shows the increasing public access to digital
information sources. In the context of health services, these changes also affect the process
of prospective patients in getting to know, compare, and consider hospitals before using
services. Prospective patients can obtain information about doctors, types of services,
facilities, schedules, locations, registration procedures, and other information through various
digital channels without having to come directly to the hospital. Thus, the ability of hospitals
to form and maintain interest in patient visits becomes increasingly related to how hospitals
present and communicate in the digital environment (Chen & Wang, 2021).
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Patient interest is one of the important aspects in the sustainability of hospital services
because it describes the tendency of the community to choose and use the services offered.
This interest is not formed suddenly but can be influenced by the process of seeking
information, assessment of the hospital, experiences and recommendations from other parties,
as well as perceptions of the hospital's ability to meet service needs. In perspective Theory of
Planned Behavior, the intention to perform a behavior (behavioral intention) is a factor that
precedes actual behavior and is formed by attitudes towards behavior, subjective norms, and
perceived behavioral control (Ajzen, 1991). In the context of hospitals, visit interest can be
understood as the tendency of prospective patients to choose or use services after evaluating
various information and considerations they have. Therefore, efforts to understand the factors
that can shape patient visit interest are important in hospital management.

One of the factors that can be related to the patient's interest in visits is digital marketing.
The development of digital media allows hospitals not only to convey information about
services, but also to build communication and interaction with the community. Through
websites, social media, search engines, apps, and other digital channels, hospitals can
introduce services, provide health education, build brand awareness, as well as increasing
engagement with potential patients (Setyawati et al., 2024). The effectiveness of these
activities became relevant to patient visit interest because social media marketing proven to
have a positive and significant effect on patient visit intention, either directly or through brand
awareness (Hariyanti etal., 2023).

Several studies have shown a relationship between digital marketing and patient visit
interests. Pramesti et al. (2024) showed that interactive elements and incentive programs in
digital marketing had a significant relationship with visit interest. Hariyanti et al. (2023)
shows that social media marketing affects patient visit intention, with brand awareness as one
of the mechanisms related to the formation of interest in visits. Hairiah et al. (2026) research
also found a relationship between digital marketing and customer revisit intention in hospital
patients, either partially ortogether with the quality of service and price. The findings provide
the basis that digital marketing can be one of the factors related to the patient's tendency to
visit or reuse hospital services.

In addition to activities digital marketing in general, website information quality is
another aspect that can play a role in the process of considering prospective patients. Website
an official hospital can be one of the sources of information that provides information about
hospital profiles, doctors, types of services, facilities, schedules, registration procedures, and
other supporting information. For prospective patients, the existence of information alone is
not necessarily sufficient if the information is inaccurate, incomplete, irrelevant, or not
updated. The quality of information is important because prospective patients need to obtain
information that can be understood and trusted when evaluating alternative health services.
Thus, website information quality can be part of the prospective patient's initial experience
before direct service contact occurs (Shaygani et al., 2023; Theresia & Syahrir, 2025).

Research on quality websites the hospital shows that the information and quality aspects
website related to how hospitals deliver and promote services through the digital
environment. The quality of websites can be evaluated through accessibility, experience,
marketing, and technology, and found differences in quality in several dimensions based on
hospital characteristics. Shaygani et al also found a relationship between quality website
hospitals as well as information about services and facilities with a share of medical tourism
at the provincial level. The study shows that websites are one of the marketing instruments
that can be used to convey information about hospital services to potential service users.
Meanwhile, Gunawan et al found that the quality of website and the quality of service affects
patient satisfaction, which is further related to the formation of the hospital's image (Gunawan
et al., 2026; Nurfikri et al., 2023; Shaygani et al., 2023).
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Although previous research has shown a link between digital marketing and patient visit
interest and the importance of quality of webiste. Research on digital marketing in health
services has studied a lot of social media activities, brand awareness, e-WOM, and visit
intention Patients (Hariyanti et al., 2023; Vicky et al., 2026; Zhohara et al., 2026). Meanwhile,
research on websites is more likely to assess the quality of websites and information,
accessibility, patient satisfaction, hospital image, and website utilization in the context of
medical tourism. Thus, there is still room to test digital marketing and the quality of hospital
website information together in relation to patient visit interest, especially in the context of
hospital management in Indonesia. This study is further directed to analyze the influence of
digital marketing and website information quality to the interest of patient visit interest. This
study examines the influence of digital marketing on patient visit interest, the effect of hospital
website information quality on patient visit interest, and the simultaneous influence of these
two variables on patient visit interest.

H1: The effect of digital marketing on patient visit interest
H2: The effect of website information quality on patient visit interest
H3: The effect of digital marketing and website information quality on patient visit interest

METHOD

This study uses a quantitative approach with the type of explanatory research and cross-
sectional design. The sampling method used is non-probability sampling with techniques
purposive sampling. The research sample is the community or prospective patients who know
Maranatha Hospital and have seen or accessed website official and/or digital media of
Maranatha Hospital. Respondents must be able to understand and fill out the questionnaire and
be willing to be respondents. The determination of the number of samples refers to Green
(1991) for regression analysis, namely N > 50 + 8m, with m being the number of independent
variables. This study has two independent variables so that N >50 + 8(2) = 66 respondents. To
anticipate incomplete data or not meeting the analysis criteria, the target number of respondents
is set at 85 respondents (Green, 1991).

The definition of variable operationalization is prepared based on previous research
concepts and instruments. Variables digital marketing (X1) is Respondents' perception of the
effectiveness of hospital marketing activities through various digital media in conveying
information, communicating, and promoting services and measured using the concept social
media marketing activities (SMMA) consists of entertainment, interaction, trendiness,
customization, and electronic word of mouth (e-WOM) (Kim & Ko, 2012; Wijaya et al., 2021).
The variable of website information quality (X2) is Respondents' perception of the quality of
information available on website hospital in meeting the information needs of users, this refers
to the concept WebQual, with a focus on dimensions information quality, including aspects of
accuracy, completeness, relevance, up-to-date, and ease of understanding information (Barnes
& Vidgen, 2002; Natasia et al., 2023). The variable of patient visit interest () refers to the
concept of behavioral intention in Theory of Planned Behavior (Ajzen, 1991), which in this
study describes the tendency or desire of respondents to visit with indicators in the form of
transactional, referential, preferential, and exploratory interests. All indicators were measured
using a scale Likert five levels, i.e. 1 = strongly disagree to 5= strongly agree (Ajzen, 1991,
Saadi & Junadi, 2025). Data analysis was performed using multiple linear regression with the
help of SPSS (Ghozali, 2021).

RESULTS AND DISCUSSION
Result
Table 1. Characteristics of Respondents
Features Category Frequency Percentage (%)
Male 58 63%
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Gender Women 34 37%
Total 92 100%
<20 Years 4 4.3%
21-30 Years 38 41.3%
Age 31-40 Years 9 9.8%
41-50 Years 27 29.3%
>50 years old 14 15.2%
Total 92 100%

Based on the characteristics of the respondents, this study involved 92 respondents.
Based on gender, most respondents were male, which was 63% or 58 respondents, while female
respondents were 37% or 34 respondents. Based on the age group, the most respondents were
in the age range of 21-30 years, which was 41.3% or 38 respondents. Furthermore, the age
group of 41-50 years was 29.3% or 27 respondents, the age group of >50 years was 15.2% or
14 respondents, the age group of 31-40 years was 9.8% or 9 respondents, and the age group of
<20 years was 4.3% or 4 respondents.

Table 2. Validity Test

Variabel Indicator Corrected Item-Total Correlation

DM1 0.098

DM2 0.827

DM3 0.921

DM4 0.908

DM5 0.927

DM6 0.919

DM7 0.877

Digital Marketing DM8 0.884
DM9 0.903

DM10 0.911

DM11 0.912

DM12 0.913

DM13 0.872

DM14 0.896

DM15 0.876

WIQ1l 0.925

wiIQ 2 0.958

wIQ 3 0.923

Website Information Quality WIQ 4 0.964
WIQ 5 0.968

WIQ 6 0.942

wIQ 7 0.953

WIQ 8 0.918

WIQ 9 0.923

PVI1 0.931

PVI 2 0.929

Patient Visit Interest PVI 3 0.955
PVI 4 0.939

PVI 5 0.964

PVI 6 0.905
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Based on Table 2, all items in the digital variables have a corrected item-total correlation
value greater than 0.205. Thus, all statement items are declared valid.

Table 3. Reliability Test

Variable Number of Items Cronbach's Alpha if ltem
Deleted
Digital Marketing 15 0.984-0.985
Website Information Quality 9 0.985-0.987
Patient Visit Interest 6 0.975-0.980

Based on Table 3, Cronbach's alpha if item deleted value for each variable is in the high
range. This shows that the items in the instrument have a high internal consistency.

Table 4. Descriptive Analysis

Variable N Minimum Maximum Mean Std.
Dewviation

Digital Marketing 92 1.00 5.00 3.9855 0.92729
Website 92 1.00 5.00 4.0598 0.95860
Information

Quality

Patient Visit 92 1.00 5.00 3.9493 1.03767
Interest

Based on Table 4, digital marketing has an average value of 3.9855, website information
quality of4.0598, and visitor interest of 3.9493. The website information quality has the highest
average value compared to other variables.

Table 5. Normality Test
Residual Kolmogorov-Smirnov Sig. Shapiro-Wilk Sig.
Unstandardized Residual 0.001 0.001

Based on Table 5, the significance values are 0.001, respectively. The value is smaller
than 0.05 so that statistically residual regression models are not normally distributed.

Table 6. Multicollinearity Test

Variable Tolerance VIF
Digital Marketing 0.104 9.583
Website Information Quality 0.104 9.583

Based on the Tolerance and VIF values, the two variables have a tolerance of 0.104 and
a VIF of 9.583. These values are still within the limits of the general criteria of tolerance >0.10
and VIF <10. However, the results of collinearity diagnostics showed a condition index of
32,753, with variance proportions of digital marketing of 0.97 and website information quality
of 0.97 in the same dimension. This shows that there is a strong indication of multicollinearity
between digital marketing and website information quality. Therefore, although the VIF value
is still slightly below 10, the results of the collinearity diagnostics show that the two
independent variables have a very high relationship and the partial influence results need to be
interpreted carefully.

Table 7. Hypothesis Test

Variable B Std. Error Beta t Sig.
Constant -0.038 0.221 - -0.170 0.865
Digital 0.326 0.166 0.292 1.968 0.052
Marketing

702 |Page


https://research.e-siber.org/SJAM

https://research.e-siber.org/SJAM Vol. 4, No. 3, October - December 2026

Website 0.662 0.160 0.611 4.125 0.001
Information

Quality

Based on this equation, digital marketing has a positive coefficient of 0.326, while
information quality has a positive coefficient of 0.662. The t-value in the results of digital
marketing test on visit interest has a result of 1.968 with a significance of 0.052. Because it is
0.052 > 0.05, digital marketing has no significant effect on visit interest. However, a regression
coefficient of 0.326 indicates a positive relationship. The 95% confidence interval is in the
range of -0.003 to 0.656, so it still includes zero. T-value website information quality on patient
visit interest had a value of 4.125 with a significance of 0.001. Because it was 0.001 < 0.05,
website information quality had a positive and significant effect on patient visit interest.
Meanwhile, the confidence interval of 95% was in the range of 0.343 to 0.980, so that the entire
interval was above zero.

Table 8. Anova Test
F Sig.
173.715 0.001

Based on table 8, the results show an F value of 173.715 with a significance of 0.001.
Because the value of the significance is smaller than 0.05, digital marketing and website
information quality simultaneously have a significant effect on patient visit interest. Thus, the
results of the study show that the quality of information provided through digital media is an
important aspect in shaping visitor interest, especially because the quality of website
information has a greater standardized beta value than digital marketing.

Discussion

Digital marketing had no significant effect on patient visit interest. Nevertheless, a
positive regression coefficient showed that the relationship digital marketing to patient visit
interest has a positive direction. Thus, the increase in activity digital marketing tends to be
followed by an increase in visitor interest, but the increase is not statistically strong enough to
be statistically significant. Digital marketing can serve as a medium to introduce hospitals,
build awareness, convey promotions, as well as reach a wider community. However, in the
context of health services, a person's decision to visit a hospital is a decision that can involve
other considerations, such as health service needs, trust in the hospital, previous experience,
quality of service, cost, location, and recommendations from others. Pramesti etal. (2024) show
that not all aspects of digital marketing are significantly related to the interest of visits.
Interaction and incentive programs are influential, while cost and site design are insignificant.
However, these results differ from the research of Theng & Saputra (2023) which found that
digital marketing has a positive and significant effect on the decision of patient visits (p=0.001).
These differences can be caused by the characteristics of the respondent, the hospital, the form
of digital marketing, as well as the research variables used. Meanwhile, Utami et al. (2024)
show that digital marketing Related to revisit intention. This shows that the influence of digital
marketing on visiting behavior can be indirect and influenced by other factors, such as hospital
image, patient experience, and electronic word of mouth. So, this study shows that it is not
enough for hospitals to just increase activities digital marketing, but it is necessary to pay
attention to how the activity provides the information that the potential patient really needs.
Digital marketing should be directed not only to increase the frequency of promotions, but also
to direct the public to service information that is complete, relevant, easy to understand, and
trustworthy. This is important because of the value of significance digital marketing. In this
study, 0.052 is very close to the limit of 0.05, so there is a tendency for a positive relationship
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although it is not statistically significant.

Based on the results, website information quality has a positive and significant effect on
patient visit interest. This means that the better the quality of information on the hospitals, the
higher the interest of respondents in making visits. These findings show that website hospitals
not only function as a medium for delivering information but can also be a source of
consideration for prospective patients in choosing health services. Information that is complete,
clear, relevant, easy to understand, and trustworthy can help prospective patients understand
the services available and reduce uncertainty before deciding. Zhang & Kim (2022) through a
meta-analysis of 147 studies that showed a strong relationship between the quality of web-
based health information and intention to use health information systems (r=0.58). Aspects of
ease of understanding information, navigability, and presentation website also affect users'
perception of information quality. In this study, website information quality has an average
score of 4.0598, the highest compared to digital marketing (3.9855) and interest in visits
(3.9493). In addition, the value of standardized beta by 0.611 is higher than digital marketing
by 0.292. This shows that website information quality is a comparatively stronger variable in
explaining visitation interest. Pian et al. (2022 also shows that internet users in assessing the
quality of health information consider various criteria, including the characteristics of the
source, the content of the information, and the aspect of information presentation. The research
emphasizes the importance of the user's ability to assess whether health information found
online can be trusted and used. This supports the results of this study that the quality of
information is not only related to the existence of information on the website, but also how that
information is perceived and used by users. In the context of hospitals in Indonesia, Theresia
& Syahrir (2025) also emphasizes the importance of quality website and user experience in the
development of hospital digital services. The research on type C and D hospitals in East Java
shows that the quality of the design website and user experience is an important factor in the
development of hospital digital services. From the results of the discussion above, website
information quality is a factor closer to the consideration process of prospective patients.
Digital marketing can attract the attention of the public, while websites with quality information
help prospective patients understand services and assess their suitability for their needs.

Digital marketing and website information quality simultaneously had asignificant effect
on visitor interest. These results show that the two variables can be seen as a series of digital
communication that complement each other. Digital marketing plays a role in reaching and
attracting the attention of the public, while websites provide more complete information to
support the consideration process of potential patients. Thus, the effectiveness of hospital
digital communication does not only depend on promotional activities, but also on the quality
of information available after the public is interested in seeking more information. These
findings are in line with Theng & Saputra (2023) who show that digital marketing, word of
mouth, and the quality of service simultaneously has a positive and significant effect on the
patient's decision to visit the hospital This shows that the decision of a patient visit can be
influenced by several factors simultaneously. The results of this study need to be understood
together with the partial test, namely digital marketing has a significance of 0.052, while the
quality of website information is 0.001. This means that even though digital marketing is not
partially significant at the level of 5%, the two variables together still produce a significant
model, with the quality of website information showing a stronger partial influence. Based on
the overall results, hospitals should integrate digital marketing with the provision of quality
website information. Digital marketing can be used to attract the attention of the public, then
the website provides complete, accurate, relevant, easy-to-understand, and trustworthy service
information so that it can support the formation of interest in visits.
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CONCLUSION

Based on the results, digital marketing and website information quality simultaneously
have a significant effect on patient visit interest. The findings of the study show that the
provision of complete, accurate, relevant, clear, easy-to-understand, and trustworthy website
information needs to be the concern of hospitals in supporting the formation of interest in visits.
Although digital marketing does not show a partial significant influence at the level of 5%,
these activities canstill play a role asa medium to attract public attention and direct prospective
patients to obtain further information through the hospital website. Therefore, hospitals need
to integrate digital marketing strategies with website information quality management so that
digital communication can support the consideration process of prospective patients more
effectively.
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