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INTRODUCTION

The digital era and Web 4.0 have impacted all sectors of life, including business entities
(healthcare services), increasingly encouraging hospitals to utilize digital marketing as a
sustainable competitive strategy. A new stage in marketing has been brought about by the
development of the world wide web (www), which offers businesses and consumers
opportunities pertaining to social interactions and business operations (Mason et al., 2021). Web
4.0, a type of communicative and personal internet technology, is an essential tool for
businesses looking to enhance their online marketing capabilities. Rapid technological
advancements have increased public awareness, making it crucial to maintain hospital service
standards. Fierce competition demands that hospitals provide the best possible care to patients
(Jeremia, 2023) which impacts patient trust and loyalty (F. E. B. Setyawan, 2020).

Companies must have an attractive and differentiated strategy from their competitors to
ensure their products are in demand by consumers. Technological advances and business
competition have resulted in product offerings exceeding consumer demand. Businesses are
required to maintain relationships with customers, one important strategy being to foster
customer loyalty. Patient loyalty in the healthcare business occurs when a patient's first choice
for healthcare services is met, and the patient regularly or continuously seeks healthcare
services with a long-term commitment (Ayu et al., 2024). Patient loyalty is a strategic goal for
healthcare facilities because it positively impacts operational sustainability, reputation, and
financial stability. Loyalty can be determined by a single encounter with a service organization,
and it can occur at any stage of the business relationship. A loyal customer is someone who has
a positive attitude toward a product/service provider (Wardhana, 2023).

Building enduring connections and encouraging client loyalty depend heavily on trust.
According to Dharmmesta (2019), trust is the conviction that another person is trustworthy and
honest. The main basis for developing solid customer connections is trust. Because trust
encourages recurring usage of goods or services, businesses are more likely to boost consumer
satisfaction and loyalty when trust is upheld (Schultz et al., 2019). Patients' interpersonal
confidence in physicians, or the conviction that physicians' words and deeds are reliable and
believable, is the main emphasis of trust in healthcare. Empirical research on trust and loyalty
includes (Banerji & Singh, 2024; Bilgin & Kethlda, 2022; Ebrahim, 2020; Firmansyah et al., 2023;
Handayani et al., 2021; Mainardes & Cardoso, 2019; Purwanto et al., 2020; Uthman & Marie,
2025; Yuliani et al., 2024; Zhang & Li, 2019) demonstrates that high levels of trust not only
encourage repeat patient use but also contribute to satisfaction, loyalty, and positive
recommendations to others. This gap research emerges from research findings (Azhar et al.,
2023; Oktaviali et al., 2024; Salsabiila & Miranti, 2024; Trisno & Berlianto, 2023; Wahyono et al.,
2023), which indicate no significant, or even negative, relationship.

By utilizing real-time market knowledge, resource matching capabilities, and learning and
marketing skills, social media can offer useful market intelligence to close hospital resource gaps
and lower business environment uncertainty (Santoso et al., 2024). In this situation, a marketing
strategy (social media marketing) that is seen to be successful in determining client wants and
expectations as well as a way to convey to the general public the benefits of services is required.
Consumer behavior in the twenty-first century has been impacted by social media in a number
of ways, including awareness, information gathering and sharing, opinions, attitudes, purchases,
and post-purchase behavior. Social media has made it possible for businesses to interact with
consumers and get their opinions, while consumers may interact with one another and share
information about goods and services (Fahmi et al., 2025; Rakhmawati, 2023). The influence of
social media marketing on consumer trust and loyalty is stated in several empirical studies
including ((Azhar et al., 2023; Banerji & Singh, 2024; Bilgin & Kethida, 2022; Ebrahim, 2020;
Fahmi et al., 2025; Heskiano et al., 2020; Mainardes & Cardoso, 2019; Manzoor et al., 2020;
Permana et al., 2024; Pratama & Prasetya, 2024; Uthman & Marie, 2025; Zhang & Li, 2019)..
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According to conflicting research findings (Azizah & Aransyah, 2023; Firmansyah et al., 2023;
Simandalahi & Hutasuhut, 2025), social media marketing had no appreciable impact on
customer loyalty or trust.

Branding has become a crucial element of competitive advantage and has a broad reach
across industries, where people purchase brands based on their trust in the product's quality
and value (Tjiptono, 2019). Specifically, a key component of brand management is brand image.
Perceived value and quality are combined to form brand image (Yagci dkk., 2009). To put it
another way, a brand's image is the impression that consumers have of it as a whole. A
company's ability to sustain its market position can be attributed to a strong brand image. To
increase reputational value and competitive advantage, a very positive brand image is
suggested. Customer happiness, service quality, loyalty, and repurchase intentions are all
enhanced by a positive brand image (Rachman et al., 2024). Consumer trust and loyalty are
positively correlated with brand image, according to empirical research (Bilgin & Kethlda, 2022;
Purwanto et al.,, 2020; Chen et al., 2021; Purnamabroto et al., 2022; Heskiano et al., 2020;
Handayani et al., 2021; Dam & Dam, 2021; Mashudani et al., 2024; Safira et al., 2025; Twum et al.,
2021). Consumer trust and loyalty are not significantly impacted by brand trust, according to
several research findings (Lu et al., 2020; Mandasari et al., 2024; Nurcahyani & Prabowo, 2024,
Purnamabroto et al., 2022; Syuhada & Rohmatin, 2023).

This study focuses on examining the impact of social media marketing and brand image
on patient loyalty, with patient trust acting as an intervening element, in light of the issues
mentioned above and the current research gap. It is anticipated that this study will offer a more
thorough understanding of the variables affecting patient loyalty as well as more practical
suggestions for boosting patient loyalty and trust.

LITERATURE REVIEW

Consumer Loyalty

A long-standing customer preference for goods and services connected to the cognitive,
emotional, and conative facets of consumer behavior is represented by the multifaceted concept
of consumer loyalty (Oliver, 2019). Loyal customers are steadfast in their commitment to buying
the same brand, are prepared to pay more for it, and actively promote it.

According to Tjiptono (2019), loyalty is described as making repeated purchases of the
same brand, or, to put it another way, buying a brand and focusing only on that specific brand.
Customer value, customer satisfaction, customer engagement, perceived switching costs, and
lack of choice are all thought to have an impact on customer loyalty. Positive word-of-mouth
advertising and a consistent revenue source can both benefit from loyal customers. Customer
loyalty programs are essential in marketing, nevertheless, because purchasers are less devoted
to suppliers and follow more logical purchasing criteria than consumers (Schultz et al., 2019).

Consumer Trust

Consumer trust focuses on consumers' confidence in another party regarding the
product being sold, in this case, a company (a hospital). The concept of trust, as discussed in the
literature, has various nuances. Solomon (2021) tends to view trust as consumer confidence in
the ability of a product or brand to meet expectations. Meanwhile, Setiadi (2022) emphasizes the
risk dimension of trust, particularly in the context of electronic transactions, where trust
depends on reputation, institutional mechanisms, and personalization. In short, trust can be
defined as a positive anticipation or belief or positive expectation in the ability, integrity, and
consistency of another party in meeting expectations and needs.

According to Sawir (2020), trust is a belief held by one party about the motives and
actions of another. Therefore, a customer's expectation that a service provider can be trusted or
depended upon to keep its promises is known as consumer trust. Customers will develop trust if
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the goods they buy can deliver the advantages or value they want. Kotler and Clarke (1987)
defined hospital brand image as the collective outcome of patients’ perceptions, beliefs, and
impressions regarding a healthcare institution. A favorable brand image plays a significant role
in influencing patients’ decisions when selecting a hospital for medical services. Moreover,
maintaining a strong and positive brand image can enhance an organization's competitive
position and strengthen its overall reputation. Research has consistently demonstrated that a
positive brand image is associated with higher levels of customer satisfaction, improved
perceptions of service quality, greater customer loyalty, and stronger intentions to continue
using or revisiting the service in the future (Rachman et al., 2024).

Sosial Media Marketing

Social media encompasses online communities and digital platforms that facilitate social
interaction by allowing users to share ideas, experiences, opinions, and information
(Helianthusonfri, 2019). Tuten (2023) defines social media as a collection of internet-based
applications built upon the technological and conceptual foundations of Web 4.0, which support
the creation, dissemination, and exchange of user-generated content. Within this context, social
media marketing refers to the use of social media platforms to promote products, services,
brands, or specific issues by engaging with their audiences.

According to Helianthusonfri (2019), social media marketing involves both direct and
indirect promotional activities that utilize online platforms to increase awareness and visibility.
Tuten (2023) explains that social media marketing achieves its communication objectives by
leveraging the social and cultural dynamics of online communities, including social networking
sites, virtual environments, social news platforms, and opinion-sharing communities. As
consumers increasingly rely on social media to gather information about products and brands,
social media marketing has become a significant factor in shaping brand perceptions and
influencing consumer decision-making. Atulkar (2020) stated customer trust is the faith that
customers have in a business's capacity to keep its word and act consistently, honestly, and
dependably. Customers' opinions of the company's skill, honesty, and kindness foster this kind
of trust. Transparency and prompt interaction on social media platforms are essential for
building consumer and business trust in the context of digital marketing (Zzhang & Li, 2019).
Businesses can increase client retention and foster enduring loyalty by successfully interacting
with consumers on social media (Ibrahim et al., 2021). Additionally, Salem and Salem (2021)
contended that effective marketing tactics in conjunction with pertinent and worthwhile content
might have a favorable impact on client loyalty.

Brand Image

Companies need to implement branding to develop a product. A brand is a way for a
company to tell its customers what to expect from them (Kotler & Keller, 2021). Accordingly, a
brand is a seller's commitment to continuously offer customers certain qualities, advantages,
and services (Dharmmesta, 2020). Palmatier & Steinhoff (2021) define brand image as a
collection of brand connections that customers build and internalize. Customers that regularly
use a certain brand typically have a constant perception of it. The knowledge and assessment of
a brand by consumers is referred to as its brand image. To put it another way, brand image
describes how customers feel about a business or product (Tjiptono, 2023). The phenomenon of
brand image is emotive and subjective. A favorable company image will benefit the business, but
a negative one would harm it. Therefore, the product will produce a brand image that reflects a
distinct brand identity if a strong brand concept can be properly communicated to the right
target market.

The idea that a corporation can obtain a competitive edge and reputational value by
having a very positive brand image. Customer happiness, service quality, loyalty, and repurchase
intentions are all enhanced by a positive brand image (Rachman et al., 2024). Customers that
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regularly use a specific brand are more likely to be consistent with the brand's image.
Customers' opinions of a product or service are influenced by image, which is a reflection of
experience and expectations. As a result of the impact of image on customer loyalty, the
components that make up the image will also have an impact.

METHODS

This explanatory/confirmatory research design have purpose to examine the connections
between various variables (Seran, 2020). All patients, both inpatients and outpatients, at
Jember's Dr. Soebandi Regional General Hospital comprised the study population. According to
the Slovin formula, the sample size was 175 individuals. Using the WarpPLS 7.0 program, partial
least squares (PLS) data analysis was employed (Ghozali, 2020).

The research variables include independent variables (social media marketing and brand
image), patient trust as the intervening variable, and patient loyalty as the dependent variable.
Operational measurements of these variables can be seenin Table 1.

Table 1: Identification of Research Variable Measurements

No Variables Indicators
1 Social Media Marketing (X) Entertainment;
Customisation;

Interaction;

Word of Mouth (WOM); dan
Trendiness (Agung, 2021)

2 Brand Image (X2) Personality
Reputation
Value

Corporate Identity (Kusuma et al., 2020)

Trust in services

Trust in medical personnel

Trust in the hospital system

Emotional trust

Trust in continuity of services (Rahmaddian, 2024)

2 Patient Trust (Z2)

4 Patient Loyalty (Y) repeat purchase by customers;

Buying product and service lines;

Refers others;

d. Exhibiting resistance to the competitive pull (Kotler

& Keller, 2019)

noolponTolanTedan T

RESULTS

Descriptive Characteristics of Respondents

Responden of this research is majority of patients were male (53.7%). In terms of age, the
majority of patients in the study sample were 55 years and older (27.4%). In terms of education,
the majority of patients were high school graduates (25.1%). In terms of occupation, the majority
of patients in the study sample were self-employed (23.4%) and civil servants (22.3%).
Furthermore, in terms of marital status, the majority were married (48.0%).

Based on this demographic profile, it can be concluded that patients at Dr. Soebandi
Regional Hospital (RSD) represent the demographic characteristics of patients at Dr. Soebandi
Regional Hospital. The group of patients undergoing treatment are those in a vulnerable age
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group (55 years and older) and self-employed. This situation certainly represents a group of
respondents who require healthcare services.

Descriptive Respondent Characteristics
The following figure displays the SEM-PLS model results obtained from the test using the
WARPLS 7.0 application.

Figure 1 Hypothesis Model

Source: Data processed in 2026

Direct Effect
The direct effect path coefficient values are shown in Table 3.

Table 3 Direct Effect Path Coefficient Values

Path Coefficient .E. Conclusion
: < X1 0,548 0,068 <0,001 Significant
< X2 0,332 0,071 <0,001 Significant
' < X1 0,245 0,072 <0,001 Significant
‘ < X2 0,096 0,074 0,098 Insignificant
‘ <- Z 0,435 0,069 <0,001 Significant

Source: Data processed in 2026

The results of the direct effect test indicate that social media marketing and brand image
significantly influence patient trust. Social media marketing significantly influences patient
loyalty, while brand image does not. Furthermore, patient trust significantly influences patient
loyalty.

Indirect Effect
The indirect effect path coefficients are presented in Table 4.
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Table 4 Indirect Effect Path Coefficients

Effect Estimate S.E. P Conclusion
Y <--- Z <--- X1 0,239 0,051 <0,001 Significant
Y <---Z <---X2 0,144 0,052 0,003 Significant

Source: Data processed in 2026

The indirect effect test results show that the relationship between social media
marketing and patient loyalty, as well as the association between brand image and patient
loyalty, is mediated by patient trust. Therefore, using patient trust as an intervening variable,
social media marketing and brand image have a considerable impact on patient loyalty.

Coefficient of Determination

The degree of variation in an endogenous variable that may be accounted for by several
influencing variables is measured by the R2 value (Ghozali, 2020). A better predictive model is
indicated by a higher R2 value. Table 5 below displays the values of the coefficient of
determination.

Table 5 Coefficient of Determination

Variables Variables Name R-square
z Patient Trust 0,551
Y Patient Loyalty 0,469

Source: Data processed in 2026

According to Table 5, the R-square values for the patient loyalty and trust constructs are
0.469 and 0.551, respectively. Social media marketing and brand image account for 55.1% of the
variability in changes in patient trust, according to an R-square of 0.551. Social media marketing,
brand image, and patient trust account for 46.9% of the variability in changes in patient loyalty,
according to an R-square of 0.469.

Summary of Hypothesis Testing

The results of this study's hypothesis testing can be summarized as follows. First, social
media marketing significant effect both on patient trust and patient loyalty. Second, brand image
direcctly effect only on patient trust, than insignificant on patient loyalty.Third, patient trust
significant effect patient loyalty. And, indirectly effect, stated that patient trust role as intervening
both on relatitonship between social media marketing and patient loyalty, also relatitonship
between brand image and patient loyalty.

DISCUSSION

The Influence of Social Media Marketing on Patient Trust

A key component of developing patient trust is social media marketing. Social media
marketing significantly and favorably affects patient trust, according to testing and data analysis.
The use of social media to accomplish organizational objectives for organizations is known as
social media marketing (SMM) (Cao & Weerawardena, 2023). Numerous researchers and
practitioners have examined SMM from a variety of angles and methodologies (Rosario &
Raimundo, 2021). Brands that provide satisfying customer experiences and services tend to draw
in more customers. Social media has been recognized by marketers as a crucial tool for
connecting with target audiences in the context of marketing management. Social media users
can interact, converse, and have conversations with people in different places (Santoso &
Rahayu, 2025).
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Many facets of consumer behavior in the twenty-first century have been impacted by
social media, including awareness, the gathering and sharing of information, opinions, attitudes,
purchasing decisions, and post-purchase behavior. Social media has made it possible for
businesses to interact with consumers and get their opinions. Additionally, consumers can
interact with one another and exchange details about goods and services (Fahmi et al., 2025;
Rakhmawati, 2023). Social media enables businesses to offer current, pertinent, and transparent
information about their operations, goods, and services. Building trust requires accurate,
truthful, and non-misleading information. The conviction that a business will honor its
commitments and behave consistently, honestly, and dependably is known as customer trust
(Atulkar, 2020). Perceptions of a company's skill, honesty, and kindness serve as the foundation
for this trust. Building trust in digital marketing requires social media reactivity and transparency
(Zhang & Li, 2019). The findings consistent and fit with (Amelia et al., 2025; Bilgin & Kethuda,
2022; Pratama & Prasetya, 2024; Uthman & Marie, 2025; Zhang & Li, 2019).

The Influence of Brand Image on Patient Trust

Building patient trust requires a strong brand image. Testing and data analysis show that
patient trust is positively and significantly impacted by brand image. Customers can better
picture and comprehend products thanks to branding, which also helps businesses establish
long-term superior patient loyalty and lower perceived risk when making service purchases. In
particular, one of the most important aspects of brand management is brand image. Perceived
quality and perceived esteem characteristics are combined to form brand image (Yulisetiarini et
al., 2022). To put it another way, a brand's image is the impression that consumers have of it as a
whole. One of the most important things a business can do to stay in the market is to have a
positive brand image.

The perception of a hospital's brand is not absolute; rather, it is based on the perceptions
of rival hospitals. Patients' perceptions of a hospital are frequently shaped by their personal
experiences receiving medical care and examinations (Safira et al., 2025). Additionally, hospital
brand image has a strategic purpose. A hospital can strengthen its competitive position by
leveraging its brand image through marketing initiatives (Benhardy et al., 2020). Therefore,
patients' intents to select the hospital are strengthened by a positive hospital brand image. the
idea that a corporation can obtain a competitive edge and reputational value by having a very
positive brand image. Customer happiness, service quality, loyalty, and repurchase intentions
are all enhanced by a positive brand image (Rachman et al., 2024). According to research, there
is a positive correlation between brand image and consumer trust and loyalty (Bilgin & Kethtda,
2022; Purwanto et al., 2020; Chen et al., 2021; Safira et al., 2025; Twum et al., 2021).

The Influence of Social Media Marketing on Patient Loyalty

According to the third research hypothesis, patient loyalty is significantly impacted by
social media marketing. According to the study's findings, social media marketing significantly
and favorably affects patient loyalty (Helianthusonfri, 2019). Social media has a great deal of
promise for interacting with individual consumers and strengthening the bond between a
company and its customers. Social media makes it possible to communicate with other users on
a regular basis, spreading knowledge and raising awareness. Social media users may readily
share information, brand awareness, and experiences with one another, which influences brand
preferences and raises brand awareness among other community members. Evans (2021)
asserts that social media is an interactive medium that facilitates the growth of trust, which is
essential for developing brand equity.

Compared to traditional methods, social media enables businesses to interact and
communicate with clients more effectively and economically. Through likes, comments, shares,
and product views, social media offers a variety of ways to engage with customers
(Puspaningrum, 2020). Businesses can attain customer loyalty and retention by interacting with
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clients on social media (Ibrahim et al., 2021). Customer loyalty will increase when a brand
employs efficient marketing strategies and pertinent content, claim Salem & Salem (2021). Social
media marketing's influence on consumer trust and loyalty is stated in several empirical studies
including (Azhar et al., 2023; Permana et al., 2024; Pratama & Prasetya, 2024; Uthman & Marie,
2025; Zhang & Li, 2019)

The Influence of Brand Image on Patient Loyalty

Based on the research results, brand image has a positive but insignificant effect on
patient loyalty. In this case, the brand image aspect of Dr. Soebandi Jember Regional General
Hospital (RSD) is not considered a determinant of patient loyalty. This insignificant finding
suggests that in the context of healthcare services, patient decisions tend to be driven more by
actual experiences (experiential factors) than by image perception alone. Theoretically, brand
image does function as a representation of public perception of an institution, but in high-
involvement service sectors such as hospitals, this variable is often less dominant than perceived
service quality, trust, and patient satisfaction.

Referring to the perspective of consumer behavior theory, particularly in healthcare
services, patients prioritize functional aspects such as the competence of medical personnel,
speed of service, accuracy of diagnosis, and availability of medical facilities. This aligns with the
concept of service-dominant logic, which emphasizes that the primary value of a service is
derived from the direct interaction between the service provider and the user. Therefore,
although Dr. Soebandi Jember Regional General Hospital (RSD) is a service provider, it is still
considered a key factor in patient loyalty. Positively image does not necessarily guarantee the
formation of patient loyalty if the service experience received does not meet expectations.

Patient loyalty to healthcare tends to be rational and situational, not purely emotional.
Patients will return to a hospital if they feel safe, trust the doctor's competence, and receive
satisfactory treatment results. In this context, brand image plays only an initial attraction factor,
not a retention factor. In some cases, patients may even remain loyal to a hospital with a
mediocre image as long as the quality of service provided is consistent and reliable.
Furthermore, in the context of a regional hospital, accessibility, affordability, and the availability
of BPJS Kesehatan services are also stronger determinants than brand image. This suggests that
patient loyalty is more influenced by perceived utility and convenience than by symbolic
perceptions attached to the hospital brand. The findings of this study do not correspond and
support the research results (Nursaid et al., 2020), (Bilgin & Kethuda, 2022; Purwanto et al., 2020;
Chen et al., 2021; Purnamabroto et al., 2022; Heskiano et al., 2020; Handayani et al., 2021; Dam &
Dam, 2021; Mashudani et al., 2024; Safira et al., 2025; Twum et al., 2021) (Rachman et al., 2024),
(Purnomo et al., 2023), (Qomariah et al., 2020), (Sutrisno et al., 2017), (Abdillah et al., 2025) which
show a positive relationship between brand image and consumer trust and loyalty. This finding
consistent with resul study of (Lu et al., 2020; Mandasari et al., 2024; Nurcahyani & Prabowo,
2024; Purnamabroto et al., 2022; Syuhada & Rohmatin, 2023).

The Influence of Patient Trust on Patient Loyalty

According to study findings, patient loyalty is positively and significantly impacted by
patient trust. Building enduring connections and promoting customer loyalty depend heavily on
trust. According to Dharmmesta (2019), trust is the conviction that another person is trustworthy
and honest. The main basis for developing solid customer connections is trust. Because trust
encourages recurring usage of goods or services, businesses are more likely to boost consumer
satisfaction and loyalty when trust is upheld (Schultz et al., 2019). A compassionate nurse-patient
connection based on trust is essential to achieving positive patient outcomes. To establish and
preserve a trustworthy nurse-patient relationship, nurses must be dependable, informed,
experienced, and genuinely motivated to assist patients (Yuliani et al., 2024).
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When patients are more inclined to suggest a hospital to friends and family, they are
more likely to return. A positive and consistent customer experience will be the basis for creating
trust, and this consistency will then make customers know exactly what to expect, thus
encouraging loyal behavior. The results of the study support the results of research (Banerji &
Singh, 2024; Bilgin & Kethuda, 2022; Ebrahim, 2020; Firmansyah et al., 2023; Handayani et al.,
2021; Mainardes & Cardoso, 2019; Purwanto et al., 2020; Uthman & Marie, 2025; Yuliani et al.,
2024; Zhang & Li, 2019), (A. Setyawan et al., 2023), (Qomariah et al., 2025), which prove that high
trust not only encourages patients to use services repeatedly but also contributes to satisfaction,
loyalty, and positive recommendations to others.

The Influence of Social Media Marketing on Patient Loyalty through Patient Trust

Based on the sixth hypothesis, social media marketing significantly influences patient
loyalty through patient trust in Dr. Soebandi Jember Regional General Hospital. The test results
indicate that patient trust acts as an intervening variable in the relationship between social
media marketing and patient loyalty through patient trust in Dr. Soebandi Jember Regional
General Hospital. Therefore, the sixth hypothesis is confirmed, or H6 is accepted. The positive
path coefficient indicates that better social media marketing leads to better patient trust, which
ultimately leads to increased patient loyalty.

Social media marketing implemented by a hospital will be a determining factor in
building patient trust, which ultimately leads to patient loyalty. According to Evans (2021), social
media is an interactive medium that facilitates the growth of trust, which is essential for
developing brand equity. There are several subtleties to the idea of trust as it is presented in the
literature. According to Solomon (2021), trust is typically seen as consumer confidence in a
brand's or product's capacity to live up to expectations. Setiadi (2022), on the other hand,
highlights the risk aspect of trust, especially when it comes to electronic transactions where trust
is based on institutional procedures, reputation, and customisation. In addition to facilitating
user-generated content, businesses can communicate with clients at any time. As a result, SMM
helps businesses implement marketing plans that sustain their operations. Customer loyalty will
increase when a firm employs efficient marketing strategies and pertinent content, claim Salem
& Salem (2021).

The Influence of Brand Image on Patient Loyalty through Patient Trust

In the relationship between brand image and patient loyalty, patient trust is an important
intervening element. Customers' opinions of a product or service can be influenced by image
since it is a reflection of experiences and expectations. As a result, the components that make up
an image will have an impact on customer loyalty, which will then have an impact on the image's
impact on customer loyalty. In the business world, the idea of image has developed and caught
marketers' interest. The knowledge and assessment of a brand by consumers is referred to as its
brand image. To put it another way, brand image describes how customers feel about a business
or product (Tjiptono, 2023). The phenomenon of brand image is emotive and subjective.

Patient trust is a critical component in fostering loyalty to a hospital; trust in a product or
service is an essential component in fostering loyalty. According to research, patients are fulfill
loyal behavior to hospital and refer others to it if they have a high degree of confidence in the
standard of care, the skill of the medical staff, and the facilities. This shows that patient trust,
which reflects their willingness to entrust their health to the hospital, will trigger the expectation
that they will receive the best care (Nugraha et al., 2021).

CONCLUSION

The data analysis leads to the conclusion that social media marketing significantly affects
patient trust. Patient loyalty is significantly impacted by social media marketing. Patient loyalty is
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significantly impacted by patient trust. In terms of the indirect effect, the study's conclusions
show that patient trust functions as a mediating variable in the connection between patient
loyalty and social media marketing.

This study's limitations to patients at Dr. Soebandi Regional Hospital in Jember limits how
far the findings may be applied. A larger audience (regional or national) could be included in
future studies. The requirement for a questionnaire with qualitative components to describe
how social media marketing affects patient loyalty and trust is another drawback. The Jember
Regency Government must successfully manage social media marketing and patient trust
through Dr. Soebandi Regional Hospital, according to the study's practical consequences. These
two characteristics will be vital for Dr. Soebandi Regional Hospital in Jember to develop patient
loyalty. Regarding the theoretical ramifications, this study creates chances for future research
agendas to expand on current ideas about consumer behavior in connection to social media
marketing, patient loyalty, and patient trust.

LIMITATION

This study has several limitations that should be acknowledged. First, the research was
conducted only at Dr. Soebandi Regional General Hospital in Jember, which may limit the
generalizability of the findings to other hospitals or healthcare institutions with different
characteristics, service systems, and patient demographics. Second, the study employed a cross-
sectional design, which captures respondents' perceptions at a single point in time and does not
allow for the observation of changes in patient trust and loyalty over an extended period. Third,
the study focused only on social media marketing, brand image, patient trust, and patient
loyalty, while other factors that may influence patient loyalty, such as service quality, patient
satisfaction, perceived value, hospital facilities, and healthcare accessibility, were not included in
the model. Finally, the use of self-reported questionnaires may introduce response bias, as
respondents' answers are based on their subjective perceptions and experiences.

Future studies are encouraged to involve a broader and more diverse sample from
different hospitals and regions, employ longitudinal research designs, and incorporate additional
variables to provide a more comprehensive understanding of the determinants of patient loyalty
in healthcare services.
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