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Abstrak 

Globalization and the expansion of free trade have affected hospitals in Indonesia. In the digital 

era, hospitals face intense competition, especially in preventive services such as medical check-

ups (MCUs). Word of mouth (WOM) and social media have become the main communication 

tools influencing patient decisions. However, patient trust in hospitals plays an important role as a 

mediator of the influence of WOM and social media on visit interest. This research analyzes the 

influence of WOM and social media on patient interest, with trust as a mediating variable. Data 

show a trend of increasing interest in MCU services after the COVID-19 pandemic. The research 

results are expected to contribute to marketing communication strategies for healthcare services 

based on trust and digital engagement. The purpose of this research is to determine the influence 

of WOM and social media on interest in visiting the MCU service at XYZ Hospital Semarang, 

with trust as a mediating factor. This is an explanatory quantitative study using a survey design. 

The sampling technique in this research uses purposive sampling with at least 129 respondents 

who meet the research criteria. Data were processed using the Partial Least Squares (PLS) method. 

The research results show that WOM, social media, and trust significantly influence patients’ visit 

interest; WOM and social media significantly influence trust. Trust significantly mediates the 

influence of WOM on patients’ visit interest, and trust significantly mediates the influence of social 

media on patients’ visit interest. 

Kata Kunci: Word of Mouth, Social Media, Intention To Visit, Medical Check Up, Hospital, 

Trust 

 

INTRODUCTION 

Globalization and the expansion of free 

trade have had a significant impact on various 

industrial sectors in Indonesia, including the 

healthcare sector. Hospitals, as essential 

components of the healthcare service system, 

no longer function solely as social institutions 

but have undergone a transformation into 

business entities that consider socio-economic 

aspects holistically. This change marks a 

paradigm shift in hospital management—from 

a service-oriented model to entities that 

compete within a dynamic service industry 

landscape. 

In an increasingly competitive business 

environment, the success of an institution is not 

solely determined by the business strategies it 

implements but also heavily depends on the 

quality of its human resources. In Indonesia, the 

healthcare service industry has shown rapid 

growth in recent years. This is evidenced by the 

increasing number of hospitals, clinics, and 

healthcare centers, ranging from those with 

basic facilities to those with modern ones 

(Kurniawati, 2024). 

Along with advances in information 

technology, the healthcare industry has also 

undergone a transformation, particularly in 
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terms of communication and interaction with 

patients. Competition among hospitals, 

especially in preventive services such as 

medical check-ups (MCUs), has become 

increasingly intense. Healthcare institutions are 

required not only to provide high-quality 

services but also to establish effective 

communication through various digital 

channels. In this context, word of mouth 

(WOM) and social media have become 

important instruments that play a strategic role 

in shaping public perception and influencing 

prospective patients’ decision-making. 

WOM, as a form of interpersonal 

communication, has long been recognized as 

the most trusted method of promotion, 

including in healthcare services. 

Recommendations from close acquaintances 

often become a key factor in choosing 

healthcare facilities. Meanwhile, social media 

provides a new space for patients to share their 

experiences widely and instantly. Reviews or 

testimonials circulating on social media can 

significantly shape an institution's image, both 

positively and negatively. Therefore, hospitals 

need to develop marketing strategies that align 

with the dynamic needs and digital behavior of 

the public (Girsang et al., 2024; Ramadhanty et 

al., 2022). 

Nevertheless, the power of word of mouth 

(WOM) and social media in influencing patient 

decisions is highly affected by the level of trust 

prospective patients have in the hospital. Trust 

is a psychological factor that acts as a mediator 

in the relationship between information 

exposure and behavioral intention, particularly 

in healthcare services that involve individual 

safety and comfort. Without sufficient trust, 

even positive information does not necessarily 

lead to a decision to visit. 

In this context, trust is understood as the 

patient's confidence in the hospital's integrity, 

competence, and good intentions in providing 

services safely, transparently, and 

professionally. Trust not only plays a role in 

shaping positive perceptions but also serves as 

a reinforcing mechanism that strengthens the 

influence of communication strategies on visit 

intention. As noted by Lee and Yoon (2018), in 

healthcare services, trust functions as a key 

mediating variable between digital marketing 

strategies and visit intention. Consumers tend to 

trust institutions that demonstrate consistency 

in information, positive testimonials, and a 

good online reputation—all of which contribute 

to building trust, which ultimately strengthens 

the intention to visit. 

XYZ Hospital in the city of Semarang is 

one of the healthcare institutions that provides 

medical check-up services with various 

facilities and competitive promotional 

programs. However, the hospital faces 

challenges in reaching segments of the 

community that have never used their services. 

Based on internal data, the trend in the number 

of MCU patients has shown an increase year by 

year since 2021, following a decline caused by 

the impact of the COVID-19 pandemic in 2020. 

Table 1. Trend in the Number of Medical 

Check-Up Patients at XYZ Hospital 

Semarang, 2020–2024 

Year 
Number of MCU 

Patients 

Growth Percentage 

(%) 

2020 1.250 - 

2021 1.430 14,4% 

2022 1.680 17,5% 

2023 1.950 16,1% 

2024 2.200 12,8% 

Source: MCU Patient Visit Data 2020–2024, 

XYZ Hospital Semarang 

Based on the data (Table 1), the 

consistent increase from 2021 to 2024 indicates 

a potential that can continue to be developed, 

particularly through the optimization of digital 

marketing strategies based on trust and patient 

engagement. Therefore, this study is important 

for empirically examining the influence of word 

of mouth (WOM) and social media on patients' 

interest in visiting, with trust as a mediating 

variable. This research not only has practical 

value in supporting hospital promotional 

strategies but also offers a theoretical 
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contribution to the study of healthcare service 

marketing in the digital era. 

METHOD 

Research Design 

This study employs a quantitative 

explanatory approach with a survey design and 

purposive sampling technique. Respondents 

were selected based on the following criteria: 

residents of Semarang City aged 18 years or 

older who had been exposed to information 

about Medical Check-Up (MCU) services at 

Hospital XYZ through WOM or Instagram but 

had never used the service. These criteria 

ensure that respondents have no prior 

experience that could bias their perceptions. 

The sample size was calculated using 

the G*Power 3.1.9.7 application with a priori 

analysis and an F-test. This study used an effect 

size of 0.15, a significance level of α < 0.05, and 

a power of 0.95 to reduce the risk of Type II 

errors and improve the accuracy of the results 

(Serdar et al., 2021). With four variables 

(WOM, social media, trust, and interest), a 

minimum of 129 respondents was obtained. 

Data collection was conducted through an 

online questionnaire (Google Form) using a 6-

point Likert scale. The study aims to examine 

the influence of social media and WOM on the 

intention to visit MCU services, with trust as a 

mediating variable. 

Data Analysis Method  

Data analysis employed the Partial Least 

Squares Structural Equation Modeling (PLS-

SEM) approach, which is suitable for small to 

medium sample sizes as well as mediation 

effect analysis (Hair et al., 2019). The PLS-

SEM model includes: 

• Outer model (measurement model): 

evaluates construct validity and 

reliability using loading factor values (> 

0.7), AVE (> 0.5), Composite 

Reliability, and Cronbach’s Alpha (> 

0.7). Discriminant validity is tested 

using the Fornell-Larcker criterion and 

cross loadings. 

• Inner model (structural model): 

assesses the relationships between 

variables through R² (> 0.33), Q² (> 0), 

and VIF (< 5). Significance testing is 

conducted using bootstrapping, with 

criteria of t > 1.96 and p < 0.05 (Ringle 

et al., 2015). 

Mediation testing was conducted by 

comparing the direct and indirect effects of 

word of mouth (WOM) and social media on 

interest through trust. In addition, an 

Importance-Performance Map Analysis 

(IPMA) was carried out to determine 

managerial priorities in improving consumer 

perception (Ringle & Sarstedt, 2016; Har et al., 

2019). Figure 1 illustrates the model used in this 

study. 

Figure 1. 

Research Model 

 
 

This study examines the relationship 

between the independent variables—word of 

mouth (WOM) and social media—and the 

dependent variable, namely patients’ interest in 

visiting medical check-up (MCU) services, 

with trust serving as the mediating variable. 

1. WOM is a form of interpersonal 

communication that can influence 

patients’ perceptions of MCU 

services. Social media functions as a 

channel for information and promotion 

that shapes the hospital's image in the 

eyes of the public. These two variables 

are assumed to be capable of building 

patient trust in the quality and 

credibility of hospital services. 

2. Trust is positioned as a mediating 

variable that bridges the influence of 

WOM and social media on visit 
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intention. High levels of trust are 

expected to increase the likelihood that 

patients will utilize the offered MCU 

services. 

3. Understanding this relationship flow 

enables hospitals to design more 

targeted and effective communication 

and marketing strategies to increase the 

number of patient visits to MCU 

services. 

 

RESULTS AND DISCUSSION 

Results 

Outer Model Measurement 

The purpose of outer model measurement 

is to assess the relationship between latent 

constructs and their corresponding indicators. 

This assessment includes tests of validity and 

reliability. Indicator reliability is evaluated 

through outer loading values, while construct 

reliability is assessed using Cronbach’s alpha 

and composite reliability. Construct validity is 

measured using the average variance extracted 

(AVE), whereas discriminant validity is tested 

using the Fornell-Larcker Criterion and the 

Heterotrait-Monotrait Ratio (HTMT), as 

recommended by Henseler et al. (2015). 

Indicator validity is assessed based on 

outer loading values, where an indicator is 

considered valid if it has a value above 0.708. 

Based on the results of processing with the PLS 

Algorithm, all indicators in this research model 

have outer loading values above this threshold. 

Therefore, it can be concluded that all 

indicators are reliable for use in this study. 

Construct reliability testing was 

conducted by examining the values of 

Cronbach’s alpha and composite reliability for 

each variable. According to Hair et al. (2019), a 

construct is considered reliable if the 

Cronbach’s alpha value is above 0.70 and the 

composite reliability is below 0.95. The results 

of the study show that all variables—namely 

Word of Mouth (WOM), social media, trust, 

and visit intention—have Cronbach’s alpha 

values above 0.70 and composite reliability 

within the acceptable range. Therefore, the 

instrument used can be considered accurate and 

consistent in measuring the variables under 

study. 

Convergent validity was assessed through 

the Average Variance Extracted (AVE) value. 

A construct is said to have good convergent 

validity if its AVE value is ≥ 0.5, indicating that 

more than 50% of the variance of the indicators 

can be explained by the construct. Based on the 

results, all variables in this study have AVE 

values higher than 0.5, indicating that the 

constructs in the model possess adequate 

convergent validity. 

Discriminant validity in this study was 

assessed using the HTMT (Heterotrait-

Monotrait Ratio), considering that the Fornell-

Larcker method is deemed less sensitive in 

identifying weak discriminant validity 

(Henseler et al., 2015). HTMT was used to 

evaluate the extent to which different constructs 

are truly distinct from one another. The 

recommended HTMT value should be less than 

0.90. Based on the data analysis results, all 

HTMT values between constructs were below 

this threshold, indicating that each construct has 

good discriminant validity and is sufficiently 

distinguishable from the others. 

Inner Model Measurement 

The inner model testing in this study was 

conducted using a one-tailed test with a 

bootstrapping approach, employing Partial 

Least Squares Structural Equation Modeling 

(PLS-SEM) analysis. Bootstrapping was 

chosen to estimate the relationships between 

latent variables, which were then analyzed 

through indicators such as Variance Inflation 

Factor (VIF), R Square (R²), F Square (f²), 

specific indirect effects, and Importance-

Performance Map Analysis (IPMA). 

First, a multicollinearity test was 

conducted to examine the relationships among 

constructs using the VIF (Variance Inflation 

Factor) values. Based on the results, all 

constructs had VIF values below 3—Word of 

Mouth (1.865), Social Media (1.238), and Trust 
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(2.142)—indicating no multicollinearity issues 

and meeting the ideal criteria (VIF < 3) as stated 

by Hair et al. (2019). 

Second, the coefficient of determination 

test (R²) showed that the variables Visit 

Intention and Trust had R² values of 0.958 and 

0.957, respectively. This means that 96% of the 

variation in Visit Intention and Trust can be 

explained by the model, indicating that both 

models are considered strong (substantial). 

Subsequently, an effect size test (f²) was 

conducted to evaluate the relative impact of 

exogenous constructs on the endogenous 

construct. The results indicated that most 

relationships had a medium effect size, such as 

the relationship between Social Media and Visit 

Intention (0.040), Social Media and Trust 

(0.166), Trust and Visit Intention (0.241), and 

Word of Mouth and Visit Intention (0.168). 

Meanwhile, the relationship between Word of 

Mouth and Trust showed a very strong effect 

size (1.579), indicating a significant and 

substantial influence. 

In the direct hypothesis testing, five 

hypotheses were tested, and the results showed 

that four were supported, while one was not. 

Word of Mouth was found to have a significant 

effect on Visit Intention (β = 0.384, p < 0.001), 

as well as on Trust (β = 0.747, p < 0.001). In 

addition, Social Media had a significant effect 

on Trust (β = 0.243, p < 0.001), and Trust itself 

had a significant effect on Visit Intention (β = 

0.481, p < 0.001). However, the effect of Social 

Media on Visit Intention was not significant (β 

= 0.126, p = 0.062), and thus, this hypothesis 

was not supported. 

The analysis of indirect effects indicates 

that Word of Mouth has a significant influence 

on Visit Intention through Trust (indirect effect 

= 0.359, T = 3.839, p < 0.001), and Social 

Media also has an indirect influence on Visit 

Intention through Trust (indirect effect = 0.117, 

T = 2.869, p = 0.004). These findings 

underscore the mediating role of Trust in 

strengthening the influence of Word of Mouth 

and Social Media on Visit Intention. 

An Importance-Performance Map 

Analysis (IPMA) was then used to identify 

strategic priorities. The results show that the 

Word of Mouth variable falls into Quadrant I 

(Keep Up the Good Work), with high 

importance (0.743) and high performance 

(73.550), indicating the importance of 

maintaining the quality of WOM. Meanwhile, 

Trust falls into Quadrant II (Possible Overkill), 

with high performance (74.841) but relatively 

lower importance (0.481), suggesting a possible 

over-allocation of resources. On the other hand, 

Social Media falls into Quadrant III (Low 

Priority), with both low importance (0.243) and 

low performance (66.724), indicating a need for 

attention to prevent further decline. 

At the indicator level, the Importance-

Performance Matrix Analysis (IPMA) also 

shows that WOM indicators consistently 

display above-average levels of importance and 

performance. In contrast, most Social Media 

indicators fall below the average values for 

importance (0.086) and performance (69.814), 

particularly indicators SMM4 (performance: 

57.710) and SMM6 (55.534), which should be 

prioritized for improving digital 

communication strategies. 

Discussion 

Based on the data analysis results, the 

majority of respondents in this study were male 

(53.1%) and within the age range of 18–27 

years (45.4%), followed by those aged 28–37 

years (38.5%). Most respondents also had a 

high school or equivalent educational 

background (40%). These findings indicate that 

the younger population plays a dominant role in 

the context of XYZ Hospital. The age range of 

most respondents aligns with 2024 data from 

NapoleonCat, which states that the highest 

number of Instagram users falls within the 25–

34 age group. This provides an important 

indication that the hospital’s communication 

and promotional strategies need to be tailored 

to the characteristics of social media users 

within this age range. 
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In hypothesis testing, several important 

findings were obtained. First, Word of Mouth 

(WOM) was found to have a significant 

influence on visit intention, with a p-value of 

0.00 (<0.05) and a T-statistic of 3.895 (>1.645). 

This is consistent with the studies by 

Hermawan Anton (2017) and Khotimah Ima 

(2022), which showed that WOM plays an 

important role in encouraging public interest in 

visiting. Conversely, social media did not show 

a significant influence on visit intention. 

Although the T-statistic (1.867) exceeded the 

minimum threshold, the p-value (0.062) was 

higher than 0.05. This finding contradicts the 

study by Ni Luh Putri (2023), which stated that 

social media has a positive and significant 

effect on visit intention. 

Furthermore, WOM was found to have a 

significant effect on trust, with a p-value of 0.00 

and a T-statistic of 13.753. This is supported by 

various studies, such as Park (2017) and Yeh 

and Choi (2021), which stated that positive 

WOM helps build strong trust in a service or 

product. In this context, trust becomes an 

important element that influences consumers' 

decisions to access services. Similarly, social 

media also has a significant influence on trust, 

with a p-value of 0.00 and a T-statistic of 4.432. 

This finding is supported by studies from Hajli 

(2014) and Chen et al. (2021), which showed 

that social presence and user-generated content 

on social media can foster strong trust among 

users toward an institution. 

Trust has also been proven to have a 

significant influence on visit intention (p = 

0.00, T-statistic = 3.963). This result supports 

the findings of Wu et al. (2020), Kim and Ko 

(2022), and Pratminingsih et al. (2023), who 

stated that trust can increase consumers’ 

willingness to try or use a service. In this 

context, trust acts as a buffer against perceived 

risk and as a driver of interest in accessing 

hospital services. 

In the mediation effect test, trust was found 

to mediate the influence of word of mouth 

(WOM) on visit intention (p = 0.00, T-statistic 

= 3.839). Positive WOM builds trust, which in 

turn enhances visit intention, as stated by 

Jalilvand & Samiei (2022), Yeh & Choi (2021), 

and Chen et al. (2021). Similarly, trust also 

mediates the relationship between social media 

and visit intention (p = 0.004, T-statistic = 

4.869). This indicates that although social 

media does not directly influence visit 

intention, the trust built through interactions on 

social media can enhance such intention, as 

noted in studies by Kim and Ko (2022), Hajli 

(2014), and Wu et al. (2020). 

Additional analysis using Importance-

Performance Mapping Analysis (IPMA) 

showed that the average level of importance 

was 0.489, while the average performance was 

71.075. In the IPMA mapping, social media 

falls into Quadrant III (low priority), which 

indicates that this aspect has both low 

importance and low performance. Therefore, 

although it is not a top priority, social media 

still needs to be managed to prevent further 

decline. WOM (word of mouth) is positioned in 

Quadrant I (high priority), meaning it is 

important and performs well, and thus should 

be maintained. Meanwhile, trust falls into 

Quadrant II (possible overkill), with high 

performance but relatively low importance. 

This indicates a potential over-allocation of 

resources that should be evaluated. 

Overall, the strategy to increase visit 

interest at XYZ Hospital can be focused on 

strengthening the effective role of social media 

and building sustainable trust. Although trust 

and WOM have already shown optimal results, 

both still need to be monitored to consistently 

contribute to consumer engagement. With an 

integrated strategic approach, the hospital can 

optimize the potential of digital communication 

while maintaining public trust in the quality of 

services provided. 

 

CONCLUSION 

This study focuses on the influence of word 

of mouth (WOM) and social media on patients’ 

visit intention, with trust as a mediating 
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variable, at XYZ Hospital in Semarang. The 

seven proposed hypotheses were empirically 

tested using survey data collected from the 

hospital’s patients. Data analysis was 

conducted using the Partial Least Squares 

Structural Equation Modeling (PLS-SEM) 

approach, which effectively addressed the 

research problems. Based on the analysis 

results, the following conclusions were drawn: 

1. Word of mouth has been proven to have 

a significant effect on patients’ visit 

intention. 

2. Social media does not show a 

significant effect on patients’ visit 

intention. 

3. Word of mouth has a significant effect 

on trust. 

4. Social media has a significant effect on 

trust. 

5. Trust significantly influences patients’ 

visit intention. 

6. Trust serves as a significant mediator in 

the relationship between word of mouth 

and patients’ visit intention. 

7. Trust also significantly mediates the 

effect of social media on patients’ visit 

intention. 

Recommendations 

This study has several limitations that 

need to be considered. First, the scope of the 

research, which only includes XYZ Hospital 

Semarang, limits the generalization of the 

findings to other hospitals and regions. In 

addition, the data collection process faced a 

fairly lengthy time constraint because some 

respondents were not active social media users 

or were not fully focused when answering the 

questionnaire. This affected the quality of the 

data collected, such as incomplete or less 

reflective responses. Some respondents may 

also have felt they did not gain direct benefits 

from their participation, which ultimately 

lowered their motivation to contribute fully to 

this study. 

As a suggestion for future research, the 

use of more adaptive and participatory 

approaches is recommended, such as providing 

incentives or utilizing digital platforms for 

questionnaire distribution and completion. This 

strategy is believed to increase participation 

rates and accelerate the data collection process. 

By addressing these limitations, future studies 

are expected to produce broader and deeper 

findings. The implications of these results can 

be utilized by hospital management in 

formulating more targeted strategies to increase 

patient visit interest, which in turn supports the 

achievement of operational performance and 

the overall financial sustainability of the 

hospital. 

 

REFERENCE 

[1] Adiputra. (2016). Analisis Pengaruh 

Kepuasan dan Persepsi Harga Terhadap 

Citra Restoran dan Minat Beli Ulang 

Pelanggan Holycow Semarang. 

Diponegoro Journal of Management 

[2] Alvin, S. 2023. Digitalisasi Politik: 

Refleksi dan Dinamika Komunikasi. 

Global Eksekutif Teknologi.  

[3] Anggraeni, N. L. P. P., Jayendra, P. S., & 

Kuntariati, U. (2023). Pengaruh social 

media marketing instagram dan word of 

mouth terhadap minat berkunjung di 

savaya day club bali. Jurnal Ilmiah 

Pariwisata dan Bisnis, 2(1), 283-295.  

[4] Aprilia, F. (2015). "Pengaruh Word of 

Mouth Terhadap Minat Berkunjung Serta 

Dampaknya Pada Keputusan Berkunjung 

(Survei pada Pengunjung Tempat Wisata 

“Jawa Timur Park 2” Kota Batu)". Jurnal 

Administrasi Bisnis, Vol 24. No.1. 

[5] Aries, M. (2018). Pengaruh Word Of 

Mouth terhadap Minat Beli serta 

dampaknya pada Keputusan 

Pembelian. Jurnal Administrasi 

Bisnis, 6(3), 39. 

[6] Fandiyanto, R., & Kurniawan, R. E. 

(2019). Pengaruh Kepercayaan Merek 

Dan Citra Merek Terhadap Minat Beli 

Ulang “Kopi Toraja” Di Coffee Josh 

https://binapatria.id/index.php/MBI


6472  ISSN No. 1978-3787 

  Open Journal Systems 

 ...........................................................................................................................................................  

 ...........................................................................................................................................................  

Vol.19 No.12 Juli 2025  https://binapatria.id/index.php/MBI 

  Open Journal Systems 

Situbondo. Jurnal Ilmiah Ecobuss, 7(1), 

21-42. 

[7] Girsang, K. L., Garnida, A. P., & 

Nurminingsih, N. (2024). Evaluasi 

Strategi Pemasaran Di Rumah Sakit 

Islam Karawang Dalam Meningkatkan 

Pangsa Pasar Di Era Global. Jurnal 

Manajemen dan Administrasi Rumah 

Sakit Indonesia (MARSI), 8(2), 196-211. 

[8] Jannah, N. (2023). Pengaruh Promosi 

Word Of Mouth, Brand Image, Influencer 

Marketing, Terhadap Minat Beli 

Skincare Pada Produk Kecantikan Drw 

Skincare (Studi Pada Konsumen DRW 

Skincare Di Kecamatan 

Purwosari) (Doctoral dissertation, 

Universitas Yudharta). 

[9] Junianto, Ardy Dwi. 2017. Pengaruh 

Word of Mouth Terhadap Minat Beli 

Serta Dampaknya Pada Keputusan 

Pembelian (Survei Pada Konsumen 

Waroeng Latte dan The Chemical di Kota 

Malang. Skripsi. Universitas Brawijaya. 

Malang  

[10] Hajli, M. N. (2014). A Study of the Impact 

of Social Media on Consumers. 

International Journal of Market Research, 

56(3), 387–404. 

[11] Hair, J. F., Risher, J. J., Sarstedt, M., & 

Ringle, C. M. (2019). When to use and 

how to report the results of PLS-SEM. 

European Business Review, 31(1), 2–24. 

https://doi.org/10.1108/ebr-11-2018-

0203 

[12] Hermawan, A. (2017). Pengaruh Word of 

Mouth terhadap Minat Berkunjung 

Pemustaka pada Perpustakaan Daerah 

Salatiga. Lentera Pustaka: Jurnal Kajian 

Ilmu Perpustakaan, Informasi dan 

Kearsipan, 3(1), 59-79.  

[13] Henseler, J., Ringle, C. M., & Sarstedt, 

M. (2015). A new criterion for assessing 

discriminant validity in variance-based 

structural equation modeling.Journal of 

the Academy of Marketing Science, 

43(1), 115–135. 

https://doi.org/10.1007/s11747-014-

0403-8 

[14] Jalilvand, M. R., & Samiei, N. (2012). 

The Effect of Electronic Word of Mouth 

on Brand Image and Purchase Intention: 

An Empirical Study in the Automobile 

Industry in Iran. Marketing Intelligence 

& Planning, 30(4), 460–476. 

[15] Khotimah, I., & Sulistyowati, R. (2022). 

Pengaruh Electronic Word of Mouth 

(Ewom) Di Media Sosial Terhadap Minat 

Dan Keputusan Berkunjung Di Surabaya 

(Studi Pada Wisatawan Yang Pernah 

Mengunjungi Wisata Sejarah 

Surabaya). Jurnal Pendidikan Tata 

Niaga (JPTN), 10(2), 1679-1688. 

[16] Kim, A. J., & Ko, E. (2022). Do Social 

Media Marketing Activities Enhance 

Customer Equity? An Empirical Study of 

Luxury Fashion Brand. Journal of 

Business Research, 65(10), 1480–1486. 

[17] Kurniawati, B. (2024). Analisis 

Pengaruh Electronic Word Of Mouth, 

Citra Merek Dan Kepercayaan Terhadap 

Minat Berkunjung Ulang Pasien Di 

Rumah Sakit Gigi Dan Mulut Universitas 

Andalas (Doctoral Dissertation, 

Universitas Andalas). 

[18] Kurnia, M., Murniningsih, R., & 

Prasetyo, A. D. (2014). Pengaruh Word 

Of Mouth Communication Terhadap 

Keputusan Konsumen Umkm Di Area 

Wisata Kuliner Badan Kota Magelang. 

[19] Lee, S., & Yoon, J. (2018). Does the 

Authenticity of Corporate Social 

Responsibility Affect Employee 

Commitment? Social Behavior and 

Personality: An International Journal, 46, 

617-

632.https://doi.org/10.2224/sbp.6475 

[20] Lin, H. F., & Lu, H. P. (2020). The 

Influence of Trust on Online Shopping 

Behavior: The Mediating Role of 

Perceived Risk and Attitude. International 

Journal of Electronic Commerce, 15(2), 

91–112. 

https://binapatria.id/index.php/MBI
https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1108/ebr-11-2018-0203


ISSN No. 1978-3787  6473 

Open Journal Systems 

 ...........................................................................................................................................................  

 ...........................................................................................................................................................  

https://binapatria.id/index.php/MBI   Vol.19 No.12 Juli 2025 

Open Journal Systems    

[21] NapoleonCat. Stats (2024). Instagram 

users in Indonesian January 2024. 

napoleoncat.com 

https://napoleoncat.com/stats/instagram-

users-in- indonesia/2024/01/ 

[22] Nasrullah, Rulli. 2015. Media 

Sosial ;Prespektif Komunikasi, Budaya, 

dan Sosioteknologi. Bandung : Simbiosa 

Rekatama Media 

[23] Pandiangan, K., Masiyono, M., & Dwi 

Atmogo, Y. (2021). Faktor-faktor yang 

mempengaruhi brand equity: brand trust, 

brand image, perceived quality, & brand 

loyalty. Jurnal Ilmu Manajemen 

Terapan, 2(4), 471-484. 

[24] Park, D. H., Lee, J., & Han, I. (2007). The 

Effect of Online Consumer Reviews on 

Consumer Purchasing Intention: The 

Moderating Role of Involvement. 

International Journal of Electronic 

Commerce, 11(4), 125–148. 

[25] Pratminingsih, S. A., Lipuringtyas, C., & 

Rimenta, T. (2023). Factors Influencing 

Customer Loyalty Toward Online 

Shopping. International Journal of Trade, 

Economics and Finance, 4(3), 104–110. 

[26] Puspitarini, D. S., & Nuraeni, R. (2019). 

Pemanfaatan Media Sosial sebagai Media 

Promosi. Jurnal Common, 3(1), 71-80. 

[27] Putri NLP, et al. (2023). Pengaruh social 

media marketing instagram dan word of 

mouth terhadap minat berkunjung di 

savaya day club bali. Jurnal Ilmiah 

Pariwisata dan Bisnis, 2(1).  

[28] Raflianto, A. A., & Riskarini, D. (2024). 

Analisis Pengaruh Lokasi Dan Kualitas 

Pelayanan Konsumen Kopi Nako Kebon 

Jati Kabupaten Bogor Jawa Barat 

Terhadap Minat Beli Ulang Dengan 

Kepuasan Pelanggan Sebagai Media 

Intervening (Studi Kasus Kopi Nako 

Kebon Jati Bogor Sebagai Destinasi 

Healing Pelang. ECOBESTHA, 3, 236-

254. 

[29] Rahayu, P., & Edward, M. (2014). 

Pengaruh Word of Mouth terhadap 

Keputusan Pembelian Produk Smartfren 

Andromax. Jurnal Pendidikan Tata 

Niaga, 2(1). 

[30] Rakhmawati, A., Nizar, M., & Murtadlo, 

K. (2019). Pengaruh electronic word of 

mouth (e-WOM) dan viral marketing 

terhadap minat berkunjung dan keputusan 

berkunjung. Sketsa Bisnis, 6(1), 13-21. 

[31] Ramadanty, N. R. & Sulistiadi, W. 

(2022). Peran Electronic Word Of Mouth 

dalam Meningkatkan Minat Pasien 

Mengunjungi Rumah Sakit Di Era 

Digital. 

[32] Setyo Ferry Wibowo, Adnan Sazali, 

Agung Kresnamurti Rivai. 2016. The 

Influence Of Destination Image And 

Tourist Satisfaction Toward Revisit 

Intention Of Setu Babakan Betawi 

Cultural Village. Jurnal riset manajemen 

sains (JRMSI), Vol 7, No. 1, 2016.  

[33] Sihombing, Y. A. (2022). Loyalitas 

Pasien: Tinjauan Aspek Pelayanan, 

Kepuasan, Trust, Komitmen, Brand 

Equity, dan Hospital Image. Penerbit 

NEM. 

[34] Sugiyono. 2014. Metode Penelitian 

Kombinasi (Mixed Methods). Bandung: 

Alfabeta 

[35] Suprayogi, E., Hartono, B., & Nurwanto, 

T. (2022). Peningkatan mutu dan 

kemampuan Pelayanan Laboratorium di 

RS Harapan Sehati. Jurnal Administrasi 

Rumah Sakit Indonesia, 7(1), 28–32. 

[36] Suwarduki, P. R. et al (2016). Pengaruh 

Electronic Word Of Mouth Terhadap 

Citra Destinasi Serta Dampaknya Pada 

Minat Dan Keputusan Berkunjung. Jurnal 

Administrasi Bisnis, 37(2),1-10. 

[37] Suyanto, M. (2020). Pengaruh Kualitas 

Makanan, Suasana Lingkungan dan 

Perilaku Etis Tenaga Penjualan terhadap 

Loyalitas dengan Kepercayaan sebagai 

Variabel Mediasi Pelanggan Restoran. 

[38] Tae, B. E., & Bessie, J. L. (2021). 

Pengaruh Gaya Hidup Dan Kelompok 

Referensi Terhadap Minat Membeli 

https://binapatria.id/index.php/MBI
https://napoleoncat.com/stats/instagram-users-in-
https://napoleoncat.com/stats/instagram-users-in-


6474  ISSN No. 1978-3787 

  Open Journal Systems 

 ...........................................................................................................................................................  

 ...........................................................................................................................................................  

Vol.19 No.12 Juli 2025  https://binapatria.id/index.php/MBI 

  Open Journal Systems 

Ulang (Repurchase Intention)(Survei 

Pada Pelanggan the Kings Resto 

Kupang). JURNAL TRANSFORMATIF 

UNKRISWINA SUMBA, 10(1).  

[39] Toruan, R. R. M. (2018). Proses 

Implementasi Word of Mouth Dalam 

Strategi Komunikasi Pemasaran La Perla 

Plaza Senayan. Jurnal Pustaka 

Komunikasi, 1(1), 155-166. 

[40] Ventura, C. Y. (2018). Pengaruh 

Pengalaman Pengunjung Citra Destinasi 

Dan Sosial Media Melalui Kepuasan 

Pengujung Terhadap Minat Berkunjung 

Kembali Pada Wisata Telaga Sarangan 

Di Kabupaten Magetan. 

[41] Wu, H.-C., Li, M.-Y., & Li, T. (2018). A 

study of experiential quality, experiential 

value, experiential satisfaction, theme 

park image, and revisit intention. Journal 

of Hospitality & Tourism Research, 

42(1), 26–73 

[42] Wu, I. L., Chen, J. L., & Chou, C. Y. 

(2020). The Influence of Electronic Trust 

on Purchase Intention: An Empirical 

Study of E-commerce. Online 

Information Review, 34(1), 54–74. 

[43] Yeh, Y. S., & Choi, H. (2021). The 

Influence of Electronic Word of Mouth on 

Consumer Purchase Intentions: The 

Mediating Role of Trust. International 

Journal of Advertising, 30(4), 755–778. 

https://binapatria.id/index.php/MBI

