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INTRODUCTION

In the era of health disruption 4.0, there are still many hospitals and health care facilities that face various challenges. The main challenges are felt in terms of unclear laws and regulations and the lack of harmonization of regulations between related ministries. In addition, from internal factors, the lack of openness, motivation, and good knowledge management on the part of hospital management, medical service doctors, and IT teams in the organization also need to be addressed. Hospitals need to be motivated to immediately implement SIMRS in their management in order to realize optimal data integration on a national scale. The problem of using big data, data security and protection, data privacy, and the use of cloud computing systems is also one of the issues that is quite challenging to understand and apply in business.

According Kristijono et al. (1) the activity Marketing a business using the internet is called e-marketing. In e-marketing business marketing activities, one of the things that is currently developing is viral marketing or also called WOM (Word of Mouth Marketing). Viral marketing is the internet's version of the use of word of mouth marketing, which is closely related to a message or marketing method that is so contagious or chained that consumers want to pass it on to others. According to Manuel et al. (2) viral marketing as a marketing effort that utilizes the power of news whose marketing method is very contagious or chain. In the world of the internet, The spread is implemented through social media, such as Facebook, Instagram, YouTube, Twitter, Google. Viral marketing is a marketing technique that uses social networks to achieve a specific marketing goal. The key to viral marketing is getting website visitors and recommending them to those who will be considered interested. This social media has a display message feature on the wall where everyone who befriends or follows the sender can see what both known and unknown people have to say. Thus, whatever the sender sends will be seen by all those who are friends with him. Indirectly, the more followers there are, the more news or products uploaded to social media will become viral, with the virality of the product, it will affect the price and value of a product's prestige.

The healthcare industry is entering an era of digital innovation where patients are looking for services that can directly answer their needs because they are limited by their daily activities. According to DMN3 data, consumers looking for medical information on the internet, 47% seek information about doctors, 38% for hospitals and health facilities, and 77% to book a health check-up schedule. Based on these facts, it is necessary for the hospital management team to find out the needs of target consumers or patients and incorporate them into a digital system (e.g., ease of access using a smartphone). This market need is being exploited by several health technology companies, which are currently growing in the community.

According to Banuara (3) and Wijaya et al. (4) define if its use is offline then it is called WOM and if its use is online then that is called viral marketing or electronic word of mouth. Viral marketing is considered the most effective medium to attract people's attention to be moved and care for others because of its very wide reach and impact and at this time almost everyone is very skilled in operating the functions of their gadgets and on average at this time these almost all have social media accounts. In addition, this non-profit organization is not too many organizations. people are interested in and thus the purpose of the discussion to be achieved is to find out whether viral marketing is effective as a social marketing medium in increasing public awareness to play an active role or want to be involved in non-profit organizations that care about others or care about the environment.



E-WOM

According to Wijayaa et al. (4) and Then and Felisa (5) eWOM or electronic word of mouth is an important aspect of marketing programs in developing consumer expression of brands. The effect of online branding shows that current buying is due to the strong role of eWOM in building and activating brand image. According to Renwarin (6) and Sitorus et al. (7) good word of mouth through the following eight dimensions: Platform, Concern for Other, Economic Intensive, Helping Company, Expressing Positive Emotions, Venting Negative Feelings, Social Benefits, and Advice Seeking.


Viral Marketing

According to Sitorus et al. (7) viral marketing is a marketing technique that utilizes social networks, both through cyberspace and offline which aims to be able to convey messages and advertisements to consumers in the market. If it can be defined simply, then virtual marketing can be said as a form of marketing process that can be done online or offline regarding the products/services you have to consumers. According to Wijayaa et al. (4) and Purwanto et al. (8) this marketing method will be carried out by the provider of goods/services which will be conveyed through information whether it's a website, video, newspaper, ebook, and others. Viral marketing is also part of the portfolio marketing strategy section. If simplified again, viral marketing in offline form can be in the form of delivering information by word of mouth. Meanwhile, if you go online, you can use social media which is currently a trend in society.



Visit Interest

Interest is the driving force that causes a person to pay attention to other people or other objects. Interest is one source of motivation for a person to do activities that are liked According to Ngelyaratan et al. (9) which will have an impact on increasing market share. There are 3 (three) factors that can generate a person's interest, namely internal encouragement factors, social motive factors and emotional factors. Basically, visiting interest is the feeling of wanting to visit an interesting place or area to visit. In this case, the theory of interest in visiting is taken from the theory of buying interest in a product, so that in several categories, interest in visiting can be applied from the model of buying interest. The following is an explanation of the theory of visiting interest. Interest is the drive to motivate someone to take action. According to Schiffman and according to Ngelyaratan et al. (9) argues that buying interest is a psychological activity that arises because of feelings and thoughts about a desired product or service. Based on some of these opinions, it can be concluded that interest in visiting is a statement of someone's desire to buy a product or service.



Visit Decision

According to Renwarin (6) and Sitorus et al. (7) consumer buying behavior is the buying behavior of individuals, namely final consumers who buy goods and services for personal consumption. So consumer behavior here means about the thoughts, considerations, actions and feelings of consumers when choosing a product to satisfy their needs and desires. According to Hubner et al. (10) and Juwaini et al. (11) the decision is a selection of two or more of the available alternatives. In this case, alternative options must be available when the decision-making process is carried out. Alternative choices are used as comparisons or references when a decision will be made. According to Wijayaa et al. (4) and Then and Felisa (5) the stages in purchasing decisions made by consumers are Information Search, then consumers are moved to seek more information related to their needs.




RESULT: DISCUSSION AND OPINION


E-WOM Relationship and Visiting Interest

E-WOM has a positive and significant effect on visiting interest. An increase in the E-WOM variable will encourage a significant increase in the visiting interest variable and a decrease in the E-WOM variable will encourage a significant increase in the visiting interest variable. The results of this study are supported by research conducted by Wijaya et al. (4), Then and Felisa (5), Renwarin (6), Sitorus et al. (7), and Purwanto et al. (12).



Viral Marketing Relationship and Interest in Visiting

Viral marketing has a positive and significant effect on Visiting Interest. An increase in the Viral marketing variable will encourage a significant increase in the Visiting Interest variable and a decrease in the Viral marketing variable will encourage a significant increase in the Visiting Interest variable. This study has similar results with research conducted by Banuara (3), David et al. (13), and Haudi et al. (14).



E-WOM Relationship and Visiting Decisions

E-WOM has a positive and significant effect on visiting decisions. An increase in the E-WOM variable will encourage a significant increase in the visiting decision variable and a decrease in the E-WOM variable will encourage a significant increase in the visiting decision variable. The results of this study are supported by the research of Wijaya et al. (4) and Then and Felisa (5).



Viral Marketing Relationships and Visiting Decisions

Viral marketing has a positive and significant effect on visiting decisions. An increase in the Viral marketing variable will encourage a significant increase in the visiting decision variable and a decrease in the Viral marketing variable will encourage a significant increase in the visiting decision variable. The results of this study are supported by research conducted by Wijaya et al. (4), Then and Felisa (5), Renwarin (6), Sitorus et al. (7), and Purwanto et al. (12).



Interest in Visiting and Visiting Decisions

Visit interestt has a positive and significant effect on visiting decisions. An increase in the variable interest in visiting will encourage a significant increase in the visiting decision variable and a decrease in the variable interest in visiting will encourage a significant increase in the variable in the decision to visit. The results of this study are supported by research conducted by Wijaya et al. (4), Then and Felisa (5), Renwarin (6), Sitorus et al. (7), and Purwanto et al. (12). The results of this study have similarities with the research conducted by Hubner et al. (10), Haudi et al. (14), and Daud et al. (15).

Technology and information today have experienced very rapid development. Technology has opened as much access as possible for consumers to access a variety of information. The development of increasingly sophisticated technology accompanied by the use of the internet in the marketing process makes it easier for users to interact with each other. This has a positive impact on business people where the delivery of information can be done quickly, with a wide reach, and does not require expensive costs. Consumers are facilitated in finding information about the desired product without having to meet face to face. Word-of-mouth (WOM) is a phenomenon in the field of marketing, because nowadays consumers are always looking for references and trusting opinions in the community about a product. It is undeniable that the power of word-of-mouth has a big influence in developing the image of the goals to be conveyed by the company. Many studies have found how WOM exerts a stronger influence than other traditional communication media such as advertising or editorial recommendations. WOM is considered superior because information is more reliable. eWOM is a communication medium for sharing information about a product or service that has been consumed between consumers who initially did not know each other and met previously that were delivered electronically. eWOM has been shown to play a major role in consumer purchasing decisions by influencing consumer choices. Existing studies outline the statement that eWOM has become a permanent element of the online marketing mix by making a major contribution to consumers' online purchasing decisions. By using eWOM companies can benefit at low costs. With the internet and online media, consumers are now able to influence other consumers with their opinions and experiences. The possibility that people have received the information also helps spread the message on social media.




CONCLUSION AND OPINION

The various trends and benefits that exist in the health 4.0 era should make the health industry more initiative and competitive to participate in developing a similar system in their respective service facilities. However, this certainly cannot be separated from various obstacles and challenges in the implementation process. In the next part of this white paper.E-WOM has a positive and significant effect on Visiting Interest. An increase in the E-WOM variable will encourage a significant increase in the visiting interest variable and a decrease in the E-WOM variable will encourage a significant increase in the visiting interest variable. Viral marketing has a positive and significant effect on visiting interest. An increase in the Viral marketing variable will encourage a significant increase in the Visiting Interest variable and a decrease in the Viral marketing variable will encourage a significant increase in the Visiting Interest variable. E-WOM has a positive and significant effect on visiting decisions. An increase in the E-WOM variable will encourage a significant increase in the visiting decision variable and a decrease in the E-WOM variable will encourage a significant increase in the visiting decision variable. Viral marketing has a positive and significant impact on visiting decisions. An increase in the Viral marketing variable will encourage a significant increase in the visiting decision variable and a decrease in the Viral marketing variable will encourage a significant increase in the visiting decision variable. Interest in visiting has a positive and significant effect on visiting decisions. An increase in the visiting interest variable will encourage a significant increase in the visiting decision variable and a decrease in the visiting interest variable will encourage a significant increase in the visiting decision variable.



AUTHOR CONTRIBUTIONS

All authors listed have made a substantial, direct, and intellectual contribution to the work and approved it for publication.



REFERENCES

 1. Kristijono N, Supratikno H, Pramono R, Sudibjo N, Purwanto A. Social media data explication to support study on leadership style for sustainable investing. Int J Control Automat. (2020) 13:626–57. doi: 10.7777/jiemar.v2i1.112

 2. Manuel F, Andres D, Mamisay E. A Comparative analysis on the different food e-commerce user generated content affecting millennials' buying intention. Intl J Soc Manage Stud. (2022) 3:89–99. doi: 10.5555/ijosmas.v3i5.193

 3. Banuara S. The impact of corporate social responsibility toward brand loyalty: direct or indirect?. Int J Soc Manage Stud. (2021) 2:14–34. doi: 10.5555/ijosmas.v2i3.28

 4. Wijayaa O, Sulistiyanib S, Pudjowatic J, Kurniasih N, Purwanto A. The role of social media marketing, entertainment, customization, trendiness, interaction and word-of-mouth on purchase intention: an empirical study from Indonesian smartphone consumers. Int J Data Networ Sci. (2021) 5:231–8. doi: 10.5267/j.ijdns.2021.6.011

 5. Then J, Felisa H. The effect of E-WOM on instagram on visiting interest and impact on visiting decision to the culinary tourism Area of Pasar Lama, Tangerang. Int J Soc Manage Stud. (2021) 2:1–7. doi: 10.5555/ijosmas.v2i6.75

 6. Renwarin JM. The increasing of brand awarness toward social media instagram; a customer market survey of cafe in Indonesia. J Industr Eng Manage Res. (2021) 2:1–5. doi: 10.7777/jiemar.v2i3.134

 7. Sitorus NB, Juliana J, Maleachi S, Djakasaputra A, Prabowo G. Café marketing strategy analysis in the Covid-19 pandemic. Int J Soc Manage Stud. (2021) 2:44–53. doi: 10.5555/ijosmas.v2i5.70

 8. Purwanto A, Haque MG, Sunarsi D, Asbari M. The role of brand image, food safety, awareness, certification on halal food purchase intention: an empirical study on indonesian consumers. J Industr Eng Manage Res. (2021) 2:42–52. doi: 10.7777/jiemar.v2i3.144

 9. Ngelyaratan D, Soediantono D. Customer relationship management (CRM) and recommendation for implementation in the defense industry: a literature review. J Industr Eng Manage Res. (2022) 3:17–34. doi: 10.7777/jiemar.v3i3.279

 10. Hubner IB, Carina C, Ennelis E, Natalia V, Juliana J. The use of social media on tourist decision making in determining hotel selection. Int J Soc Manage Stud. (2021) 2:161–171. doi: 10.5555/ijosmas.v2i3.55

 11. Juwaini A, Chidir G, Novitasari D, Iskandar J, Hutagalung D, Pramono T, et al. The role of customer e-trust, customer e-service quality and customer e-satisfaction on customer e-loyalty. Int J Data Netw Sci. (2022) 6:477–86. doi: 10.5267/j.ijdns.2021.12.006

 12. Purwanto A. How the role of digital marketing and brand image on food product purchase decisions? an empirical study on Indonesian SMEs in the Digital Era. J Industr Eng Manage Res. (2022) 3:34–41. doi: 10.7777/jiemar.v3i6.323

 13. David FC, Hertz MF. Electronic media, violence, and adolescents: An emerging public health problem. J Adolesc Health. (2007) 41:S1–5.

 14. Haudi H, Rahadjeng E, Santamoko R, Putra R, Purwoko D, Nurjannah D, et al. The role of e-marketing and e-CRM on e-loyalty of Indonesian companies during Covid pandemic and digital era. Uncertain Supply Chain Manage. (2022) 10:217–24. doi: 10.5267/j.uscm.2021.9.006

 15. Daud I, Nurjannah D, Mohyi A, Ambarwati T, Cahyono Y, Haryoko A, et al. The effect of digital marketing, digital finance and digital payment on finance performance of indonesian smes. Int J Data Netw Sci. (2022) 6:37–44. doi: 10.5267/j.ijdns.2021.10.006

Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Publisher's Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.

Copyright © 2022 Taufik, Hasan, Titin, Singagerda and Sinambela. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.







OPS/images/crossmark.jpg
©

2

i

|





OPS/xhtml/Nav.xhtml




Contents





		Cover



		Hospitals Visit Intention and Visit Decision: How the Role of Viral and Word of Mouth Marketing?



		Introduction



		E-WOM



		Viral Marketing



		Visit Interest



		Visit Decision







		Result: Discussion and Opinion



		E-WOM Relationship and Visiting Interest



		Viral Marketing Relationship and Interest in Visiting



		E-WOM Relationship and Visiting Decisions



		Viral Marketing Relationships and Visiting Decisions



		Interest in Visiting and Visiting Decisions







		Conclusion and Opinion



		Author Contributions



		References

















OPS/images/cover.jpg
& frontiers | Frontiers in Public Health

Hospitals Visit Intention and Visit
Decision: How the Role of Viral and
Word of Mouth Marketing?





OPS/images/logo.jpg
& frontiers | Frontiers in Public Health





