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ABSTRACT

The Effect of Instagram Marketing On Visit Intention In Healthcare Services:
The Mediating Role of Online Trust — A Case Study Of RS Abdi Waluyo

By
Revani Ongky
Dr. Nila Krisnawati, SE.MM, Thesis Advisor
Dr. Munawaroh Zainal, M.M, Thesis Co-Advisor

SWISS GERMAN UNIVERSITY

The growing use of social media has transformed how healthcare institutions
communicate with the public. Instagram, in particular, has emerged as a major digital
marketing platform for hospitals to disseminate information, build trust, and influence
patient behavior. This study aims to examine the effect of Instagram Marketing on Visit
Intention, with Online Trust as a mediating variable, using RS Abdi Waluyo as a case
study. This research employs a quantitative explanatory approach using primary data
collected through an online questionnaire with 162 active Instagram users. Data were
analyzed using the Statistical Package for the Social Sciences. Simple and multiple
linear regression analyses were conducted to test direct relationships among variables,
while mediation analysis was applied to examine the role of Online Trust. The results
indicate that Instagram Marketing has a positive and significant effect on Online Trust
and Visit Intention. Online Trust is also found to positively and significantly influence
Visit Intention. Furthermore, Online Trust partially mediates the relationship between
Instagram Marketing and Visit Intention. The study provides practical insights for
hospitals in developing trust-oriented Instagram marketing strategies to enhance patient
visit intention.
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