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Abstract: Hospitals use technology to support the marketing of their service products, including
MCU services. This study aims to determine the relationship between brand awareness, social
media marketing, and intention to use MCU services at Universitas Indonesia Hospital. The data
were processed to perform univariate and bivariate analysis. The results showed that there was
a significant influence of brand awareness and social media marketing on interest in using MCU
services. Hospitals need to build brand awareness by utilizing social media such as Instagram and
other media to increase public interest in using their services.
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1. Introduction

Today, a number of hospitals are forcing hospital management to be more creative in
attracting prospective customers (patients). In order to attract new consumers, hospitals
need to engage in promotions. Promotion is one of the action areas of marketing, being
expressed through a set of activities and means of informing and attracting potential buyers
to points of sale in order to meet their needs and desires and, implicitly, to increase the
economic efficiency of the activity of the producing entity [1].

Promotional media are growing along with the development of technology. One of
the latest promotional media is social media, for example Instagram. The large number
of Instagram users from various walks of life allows hospitals to attract more potential
customers [2]. Promotional activities must be able to convince potential consumers to use
the products or services of the related organization. In addition to convincing potential
consumers, promotions must be able to educate potential consumers to pay attention to
related organizations too, so that they become loyal consumers [3].

During the COVID-19 pandemic, life patterns have also become irregular due to the
limited activities that can be carried out in public places. This behavior causes health status
to become uncontrolled and even causes new diseases in individuals. A few people feel
and realize the unhealthy symptoms in their body. Therefore, hospitals can start to intensify
health promotion regarding medical check-up (MCU) services. Medical check-up services
can help patients to detect their body condition and change their lifestyle in accordance
with the recommendations of health workers [4,5].

Universitas Indonesia Hospital has been offering MCU services since 2019. As of April
2021, there have been visits to as many as 1988 patients. UI Hospital intensively informs
about MCU services on its Instagram posts. UI Hospital’s Instagram account has 946 content
uploads and 30,800 followers (as of 14 April 2021). The right strategy on marketing could be
well received by patients [6]. Marketing activities that are packaged attractively can increase
patients’ buying interest at Syafira Hospital Pekanbaru [7]. This study aims to determine the
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relationship between brand awareness, social media marketing, and intention to use MCU
services at Universitas Indonesia Hospital.

2. Method

This is a quantitative cross-sectional study that was performed from March to May
2020 at Universitas Indonesia Hospital (RSUI) located in Depok, West Java, Indonesia. The
population of this study were followers of RSUI’s Instagram. Non-probability sampling
was used for selecting 125 respondents.

The questionnaire contained 26 questions. The questions were developed based on
several previous studies. The author modified the questions to fit the scope of the research.
The questionnaire is divided into five parts: (1) the respondent’s characteristics, (2) Instagram
user behavior, (3) brand awareness of RSUI, (4) attitude towards social media marketing,
and (5) interest in using medical check-up (MCU) services at RSUI. A Likert scale from 1 to
4 (1: strongly disagree, 2: disagree, 3: agree, 4: strongly agree) was adopted for measuring
brand awareness, attitude towards social media marketing, and intention of using MCU.

Data collection was performed using the online form of the Google Form platform. The
researcher sent an online questionnaire to the research sample. Furthermore, explanations
related to the scope, objectives, and research procedures were explained in writing. Respon-
dents who agreed to participate in the study filled out the form. There was no coercion or
sanction against people who refused to become respondents. Confidentiality and anonymity
were ensured during the research process.

SPSS version 22 was used in conducting data analysis. Descriptive and bivariate
analysis was carried out in this study. This study looks at the correlation between brand
awareness, social media, and intention to use RSUI’s MCU services calculated using the
Pearson correlation test.

3. Results

Table 1 shows respondents’ characteristics. From 125 respondents, the majority of
them were from the 20–24 years old age group (60.8%) and female (71.2%). The majority of
respondents’ occupations were university students (50.4%). The majority of respondents
lived in Depok City (47.2%). The majority of respondents used Facebook (88.0%) and
Twitter (36.8%). More than half of the respondents had visited RSUI.

Table 1. Respondents’ characteristics.

Characteristics Group n %

Age (in years)

15–19 10 8
20–24 76 60.8
25–29 24 19.2
35–39 4 3.2

Sex
Female 89 71.2
Male 36 28.8

Occupation

Student 63 50.4
Private employee 40 32

Government employee 2 1.6
Entrepreneur 2 1.6

Housewife 5 4
Health professional 7 5.6

Others 6 4.8

Living area

Jakarta 26 20.8
Bogor 13 10.4
Depok 59 47.2

Tangerang 2 1.6
Bekasi 6 4.8

Outside Jabodetabek * 19 15.2
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Table 1. Cont.

Characteristics Group n %

Most frequent social media
used by respondents

Facebook 110 88.0
Twitter 101 80.8

Instagram 46 36.8
YouTube 24 19.2
TikTok 79 63.2

WA/Line 74 59.2
Others 6 4.8

Visiting RSUI

1 time 16 12.8
2–3 times 21 16.8

More than 3 times 36 28.8
Never 52 41.6

* Jabodetabek = Jakarta, Bogor, Depok, Tangerang, Bekasi City.

Most respondents used Instagram for more than two hours per day (56.0%). Most
respondents used Instagram to search for news/information (88.0%) and entertainment
content (80.8%). We also asked what health information respondents expected from RSUI’s
Instagram. The majority of respondents wanted information related to COVID-19 and other
diseases (70.4% and 77.6%, respectively). In addition, the respondents also wanted content
related to disease prevention (69.6%). Respondents also hoped to get information related to
the price of RSUI services (80.8%) and special prices offered (70.4%) (Table 2).

Table 2. Respondents’ use of Instagram.

Characteristics Group n %

Time using
Instagram per day

Less than an hour 10 8.0
1 h 20 16.0
2 h 25 20.0

More than 2 h 70 56.0

Reason for using
Instagram

Seeking information/news 110 88.0
Entertainment content 101 80.8

Seeking product/service offered 46 36.8
Joining community 24 19.2

Seeking inspiring content 79 63.2
Sharing and seeking personal documentation 74 59.2

Others 6 4.8

Expected health
information from
RSUI’s Instagram

COVID-19 88 70.4
Other diseases 97 77.6

Disease prevention 87 69.6
Disease treatment 72 57.6

Pharmaceutical therapy 44 35.2
COVID-19 vaccine information 73 58.4

Others 18 14.4

Expected
RSUI-related

information from
RSUI’s Instagram

Information related to policlinic 79 63.2
Information related to service price 101 80.8

Information related to special price offered 88 70.4
Information related to insurance 63 50.4

Physician profile 63 50.4
RSUI’s Events 78 62.4
Job vacancies 5 4

Others 3 2.4

Figure 1 shows that most of the respondents had good awareness about the MCU
services that exist in RSUI (60%). Moreover, 57% of respondents also had good brand
awareness. However, only 42% of respondents wanted to use MCU services in RSUI. Table 3
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shows there was a significant positive relationship between brand awareness and intention
to use MCU services (p-value ≤ 0.001). Social media marketing was also significantly and
positively related to intention to use MCU services in RSUI (p-value ≤ 0.001).
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Figure 1. MCU service awareness, brand awareness, and intention to use MCU services among
respondents.

Table 3. Correlation analysis of brand awareness, social media marketing, and intention to use MCU
services.

Brand Awareness Social Media
Marketing

Intention to Use
MCU Services

Brand awareness
Social media marketing 0.588 **

Intention to use MCU Services 0.495 ** 0.694 **
** Correlation is significant at the 0.01 level (2-tailed).

4. Discussion

The results show that brand awareness of consumers is correlated with the intention
to buy the MCU services. A previous study also shows that brand awareness affects the
decision-making of a consumer about a product [8,9]. Moreover, another study showed
that brand awareness is one of the components of brand equity [10]. A study showed that
knowing a brand is not enough to generate consumers’ purchase intent. Moreover, brand
awareness acts as a first step in building brand value for consumers [11]. Therefore, there
is a need for the hospital to increase brand awareness among targeted consumers such as
university students and staff. Some techniques could be implemented to increase brand
awareness, such as positioning the brand, sponsorship, event marketing, sports marketing,
advertising of the brand, and integrated marketing communications [12].

The study showed that social media marketing is positively associated with intention
to use MCU. Another study showed that social media marketing has a significant (69.6%)
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effect on consumers’ purchase intentions [13]. Social media nowadays is among the ‘best
possibilities available’ for an item to get in touch with potential customers [14]. It has been
found that social media marketing leads to purchase intention and brand loyalty [15]. One
of the most important things when using social media is attitude. The target will accept that
your content is not always perfect as long as you are social, talk to people, and behave in a
nice manner [16].

This study showed that social media marketing is significantly associated with brand
awareness. Another study also showed that marketing communication in a company has an
impact on the company’s brand awareness [17]. Another study revealed that social media
integration with other communication channels and dissemination of information collected
through social media within the organization are two managerial practices with a relevant
role in achieving higher brand awareness, brand reputation, and brand loyalty [18]. There
are several ways to use social media in building the brand awareness, including bringing
the brand to the customers, generating quality content, and connecting the customers [19].

5. Conclusions

In conclusion, this study found there are significant relationships between social media
marketing, brand awareness, and intention to use MCU services. Hospitals should be able to
use social media to increase brand awareness and customer interest in their varied services.
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