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Background: People with different characteristics are very
selective in choosing hospital health services. People
would select the hospital with modern, best medical
facilities and trained doctors who offer high-quality
services consistently. However, having a successful
hospital and able to attract patients back is difficult,
especially in the context of limited relevant literature.
Objective: This study aimed to analyze the effect of brand
image and perceived medical quality on intention of re-
visit with word of mouth as mediation variable among
patients in Sari Asih Cipondoh Hospital, Tangerang.
Method: We conduct the cross-sectional study to examine
the causalities of independent variable with dependent
variable. One hundred seventy-five patients were
recruited in this study especially those who have visit the
hospital at least once within two year. The Structural
Equation Modeling (SEM) using Partial Least Square
(PLS) approach was applied to analyze the data. Result:
The results showed that brand image and perceived
medical quality had a positive influence on word of
mouth and the intention to hospital re-visit and word of
mouth had an impact on the intentions to re-visit hospital.
Implication: A good hospital brand image perception is
enough for the patient to encourage the intention to visit
again. Medical quality is considered important to
hospitals, as patients can enjoy it immediately, especially
in increasing the intention to visit again. In addition,
patients will be more confident to use health care if word
of mouth is high.
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Background

The hospital is one of the institutions
that provides health services to the public of
various age groups and with varying
disease conditions (1). Recently, Hospitals
need to make efforts to improve the quality
of service in order to attract new patients
and retain patients. However, retaining an
old patient is more difficult than attracting a
new one. This is because the use of few
medical facilities in different countries
makes it difficult for medical consumers to
find the best modern hospitals and trained
doctors who consistently provide high-
quality services (2).

The intention of returning to the
hospital is an important aspect of patient
loyalty, and has been extensively researched
in literature. Intention to re-visit the
hospital as an indicator and crucial aspects
to long-term consumer loyalty for hospital
3).

Several factors associated with
intention of hospital revisit such as hospital
brand image, medical quality, and word of
mouth. Brand image is considered to have a
role in influencing consumer purchasing
decisions, especially when competitor
services are considered almost equal in
terms of performance, price, and form of
availability (4).

Trust in a hospital's brand is a
critical component of its overall image.
Trust can be built through consistent, high-
quality care and positive patient
experiences. When patients trust a hospital,
they are more likely to return for future
services and recommend the hospital to
others (5). Some studies showed the
positive effect of brand image on intention
of hospital revisit among patients to obtain
the services (6-7).

The second factor on intention of
hospital re-visit was perceived medical
quality. The hospital should provide the
safety and good quality of medical services
among patients before considering its
management and operation (8). Perceived
quality is defined as the consumer's
assessment of the service of an entity that
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contains superiority or overall superiority
(9). Perceived medical quality in the context
of paramedical staff, health professionals,
and services has a significant influence on
the patient's intention to visit again (10).

Another factor associated with
intention of hospital re-visit such as word
of mouth (WOM). WOM can be defined as
communication made by a consumer to
others about his or her experience with a
product or service (9).

WOM could be a factor associated
with intention of revisit to hospital (11). It
also has indirect impact on hospital re-
visit. WOM is a powerful tool in medicine
that influences consumer pre-usage
attitudes and expectations, as well as post-
usage perceptions of a service (12) This
implies that positive WOM can be
beneficial in attracting and retaining
patients. Another study also analyzes the
impact of health communication and
medical service quality on patients'
intention to revisit dental clinics. The It
found that factors such as reliability,
expertise, and communication by doctors’
influence patient satisfaction, which in turn
influences the intention to revisit (13)

The preliminary study and indepth
interview in a hospital showed that brand
image of the hospital still low with 37,5%
of survey showed not familiar with the
brand image; only 50% of respondent
responds the perceived the medical quality
and 50% respondents said that received the
information from other patients regarding
the quality of services in this hospital.
Another survey also found only 56.3%
respondents have an intention to hospital
re-visit.

while existing research has laid a
foundation for understanding the impact
of brand image and medical quality on
patients' intentions to revisit healthcare
facilities, there are significant gaps related
to the mediating role of WOM, the
influence of digital WOM, contextual
variations, longitudinal changes,
mechanisms of WOM influence, the role of
trust, and the need for comprehensive
models. Addressing these gaps could
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significantly advance the field and provide
actionable insights for healthcare providers
aiming to improve patient retention and
satisfaction.

OBJECTIVE

This study was conducted to examine
the association between brand image,
perceived medical quality, and word of
mouth on intention of hospital re-visit

METHOD
Design

A correlation study with cross-
sectional approach was applied in this
study. This study was conducted in Sari
Pondoh hospital.

Sample, sample size, and sampling
technique

The samples in this study are all
general patients from Sari Asih Cipondoh
hospital, Tangerang. One hundred seventy-
five patients were recruited in this study
especially those who have visit the hospital
at least once within two year.

The samples size was calculated
based on the Hair’s formula such as 5-10
times the number of indicators used to
measure a variable. Therefore, 38 indicators
are multiple with 5 parameters.

Data collection process

The data collection process in this
study was approached wusing the
questionnaire. The data collection was
conducted within 1 month. The
dissemination of the questionnaire is carried
out online through WhatsApp Blast by
disseminating QR barcode link google form
to respondents to obtain relevant data. The
details of instruments would be explained
as follows:

Intention  to  hospital  revisit
questionnaire. This questionnaire was
modified based on the previous study (14)
to measure the intention of the patients to
visit again the hospital for obtaining the
services. The instrument has three
dimensions such as 1) visit again; 2) plan to
visit; and 3) wish to visit. The total of items
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is 7 questionnaires. The Likert scale was
employed in this study such as 1=strongly
disagree; 2=disagree; 3=agree; and
4=strongly agree. The total score of this
questionnaire 32. The high score indicated
the more intention to hospital revisit and
the lowest score indicated the weak of
intention to hospital revisit

Brand image questionnaire was used
to measure the how the characteristic of
hospital brand image impact on the
intention of patients to revisit the hospital.
The questionnaire was modified from a
study (15). This questionnaire consisted of
six items questionnaire with three
dimension such as 1) strengthens; 2)
uniqueness; and 3) favorable. The total of
items is 7 questionnaires. The Likert scale
was employed in this study such as
1=strongly disagree; 2=disagree; 3=agree;
and 4=strongly agree. Six questions with 24
total score in this question. The high score
indicated the good brand image and the
lowest score indicated the weak of brand
image

Perceived medical quality
questionnaire was used to measure the
services that received by the patients
during  visit the  hospital.  This
questionnaire was modified from a study
(16). The questionnaire consisted of five
dimensions with 11 item questionnaires
such as 1) performance; 2) durability; 3)
conformance; 4) feature; and 5) reliable.
The total of items is 7 questionnaires. The
Likert scale was employed in this study
such as 1=strongly disagree; 2=disagree;
3=agree; and 4=strongly agree. The high
score indicated the high of Perceived
medical quality and the lowest score
indicated the weak of Perceived medical
quality

Word of mouth questionnaire was
used to measure how the patients provided
the information to other patients regarding
services from the hospital.  This
questionnaire consisted 13 item
questionnaires with five dimensions such
as 1) talkers; 2) topics; 3) tools; 4) talking
part; and 5) tracking. The total of items is 7
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questionnaires. The Likert scale was
employed in this study such as 1=strongly
disagree; 2=disagree; 3=agree; and
4=strongly agree. The total score of this
questionnaire 52. The high score indicated
the good word of mouth and the lowest
score indicated the weak of word of mouth

Data analysis

The descriptive statistic was used to
describe the characteristic of respondents
and using the mean, SD, frequency and
percentage. Three-box method approached
was used to analyze the distribution of
respondents’  answering  from  the
questionnaire. The data was analyzed
using the structural equation modeling
(SEM) with partial least square (PLS)
approached. The assumption should be
met with the criteria before using the SEM
statistic such as normally distribution, no
auto correlation and multicollinearity.

RESULT
Characteristic of respondents

Table 1 described the characteristic
of respondents. More than half respondents
were women (63.4%) and 36.6% of them
were men. Most of them were 21-30 years
(31.4%) and 31-41 years (32%). Almost half
of respondents graduated from high school
(94.7%). Some of them were housewife (36%)
and private employees (36.6%). All
respondents mentioned that they have been
visiting the clinic (100%). The frequency <2
of visiting within 1 month almost all
respondents (93.1%). A few of respondents

visited the clinic >2 within 1 month was
6.9%.

Table 1. Characteristic of respondents

No Characteristic N %
1 Gender
Men 64 36.6
Women 111 63.4
2 Age
21-30 years 55 314
31-41 years 56 32
41-50 years 42 24
> 50 years 22 12
3 Education
level
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Primary school 6 3.4
Secondary 25 14.3
school
High school 87 49.7
Bachelor 57 32.6
4 Occupation
Housewife 63 36
Students 5 29
Entrepreneur 20 114
Civil servants 23 13.1
Private 64 36.6
employees
5 Visit
experience
Yes 175 100
No 0 0

6 Frequency of
visiting within

1 month
<2 163 93.1
>2 12 6.9

Result of three-box method

The Three-Box Method is a statistical
technique that categorizes data into three
ranges based on calculated index scores,
providing a clear and interpretable way to
evaluate the strength of variables or
indicators in research studies. It was based
on a total of 175 samples, is divided into
categories of low (43.75 - 87.4), medium
(87.5 - 131.24) and high. (131,25 - 175). The
results Three-box Method variable brand
image, perceived medical quality, word of
mouth, and intention to visit back shows
that Sari Asih Cipondoh Hospital faces strict
competition with other hospitals that have a
competing brand image. Perceived medical
quality, a level of communicative WOM,
and respondents already have an intention
to visit again.

Table 3. Three box method analysis

Score
Variables Low Moderate | High
(43.75- | (87.5- | (131.25
87.4) 131.24) -175)
.Brand a
image
Perceived
Medical Quality O
WOM 0
Intention to re-
visit 0
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Direct effect of brand image, perceived
medical quality, and WOM to intention to
hospital re-visit

Table 2 described the direct effect of
brand image, perceived medical quality,
and WOM to intention to hospital re-visit.
The result found that there is positive
correlation between the brand image (p-
value<.05), medical quality (p-value<.05)
and WOM (p-value<.05)with intention to re-
visit in the hospital. Other findings also
found that there is positive correlation
between brand image (p-value<.05) and
perceived medical quality (p-value<.05)
with WOM

Table 3. Direct effect

Direct effect B p-value
Correlation between brand image .177 . 008
on intention to re-visit

Correlation  between perceived .51 .000
medical quality on intention to re-

visit

Correlation between brand image .353 .000
on WOM

Correlation  between perceived .555 .000

medical quality on WOM

Correlation between WOM on .237 .005
intention to re-visit

Indirect effect of brand image, perceived
medical quality, and WOM to intention to
hospital re-visit

Table 3 described the Indirect effect of
brand image, perceived medical quality, and
WOM to intention to hospital re-visit. The
result found that there is the Correlation
between brand image with intention to re-visit
hospital mediated by WOM (p-value<.05).
Another result also found the Correlation
between perceived medical quality with
intention to re-visit hospital mediated by
WOM (p-value<.05).

Table 4. indirect effect

Indirect effect B p-value

Correlation between brand image .083 .018
with intention to re-visit hospital
mediated by WOM

Correlation  between  perceived .131 .006
medical quality with intention to re-
visit hospital mediated by WOM
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Inner modelling result

The construction of the path diagram
of the structural model in this study uses 2
exogenous variables and 2 endogenic variables
that describe the relationship between the
variables. Based on the bootstrapping method
found the inner model as follows:

Brand
image

e

0.353 (0.000) 0.177 (0.008)

\, —

——0.237 (0.005)

WOoM .
Intention

/ to re-visit

0.555 (0.000) 0.510 (0.000)

Perceived
medical
quality

Figure 1. Inner model

Based on the figure 1 found two sub-
structural equation as follow:

Structural 1
intention to re-visit (Y) = 0,177X1
+0,510X2 + 0,237Z

Structural 2
WOM (Z) =0,353X1 + 0,555X2

DISCUSSION
Correlation between brand image with
intention to re-visit the hospital

The result found that there is
positive correlation between the brand
image with intention to re-visit the hospital.
It was indicated that more outstanding,
unique, and strong image of the brand then
increasingly the intention to re-visit he
patient of the Sari Asih Cipondoh hospital.

Several studies have found that a
strong  hospital brand image can
significantly influence patients' perceptions
of service quality, which in turn affects their
behavioral intentions, including their
intention to revisit the hospital (17, 18,19).

International Journal of Nursing and Health Services (IINHS), Volume 7, Issue 2, April 20™, 2024 143



Irdan et al., 2024

Furthermore, the literature suggests
that a positive hospital brand image not
only directly increases patient loyalty but
also enhances patient satisfaction through
the improvement of perceived service
quality, which then increases patients'
revisit intentions (17). This implies that
hospital brand image serves as a critical
factor in enhancing service quality, patient
satisfaction, and loyalty.

The correlation between brand
image and the intention to revisit the
hospital is well-established in this study,
with brand image playing a crucial role in
shaping patients' perceptions of service
quality and influencing their subsequent
decisions to return to the hospital.

Correlation between perceived medical
quality with intention to re-visit the
hospital

The hypothesis of this study found
that perceived medical quality with
intention to re-visit the hospital has a
positive association. This shows that the
higher perceived medical quality the patient
feels, the higher the patient's intention to
return to the hospital for future treatment.

Perceived medical quality affects the
confidence of patients in receiving medical
services. Patients who have a high
perception of medical quality tend to feel
confident that they will receive adequate
and quality care.

Kotler & Keller (2016) explained that
Perceived medical quality is important to
improve consumer decision to use a product
or service back (9).

The correlation between perceived
medical quality and the intention to revisit
the hospital is strongly positive, as
evidenced by multiple studies. These
studies highlight that various aspects of
perceived medical quality, including the
physician's practice service, the kindness
and consideration of medical staff, and the
hospital's physical environment,
significantly ~ influence  both  patient
satisfaction and their intention to revisit the
hospital.
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Higher satisfaction with physician's
practice service significantly increases
patients' intent to revisit (20). Kindness and
consideration from medical staff have been
found to have the most substantial effect on
both outpatient and inpatient groups'
satisfaction and intention to revisit (21).

Correlation between brand image with
word of mouth

The hypothesis of this study found
that correlation between brand image with
word of mouth. This shows that the Sari
Asih Cipondoh Hospital brand image has a
significant impact on WOM. When patients
have a positive perception of the hospital
brand image, they are more likely to give
positive  recommendations about the
hospital to others.

A strong and positive brand image
of a hospital can significantly influence
patient satisfaction and service quality
perceptions. This positive perception is
likely to encourage patients to share their
experiences with others, thereby generating
positive WOM (22).

Hospitals with a well-established

brand image are perceived as more
trustworthy and reliable, which can lead to
increased patient satisfaction and,
consequently, = more positive = WOM
communication (19).
The quality of healthcare services provided
by a hospital is closely linked to its brand
image and plays a critical role in generating
WOM. High perceived service quality can
enhance the hospital's brand image, which
in turn can lead to positive WOM. Patients
who experience high-quality care are more
likely to share their positive experiences
with others (23).

WOM mediates the influence of the brand
image on the intention to re-visit the
hospital

WOM is identified as a crucial factor
in influencing patients' intent to revisit
hospitals, its role as a mediator in the
relationship between hospital brand image
and the intention to revisit.
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WOM and relationship marketing
are directly linked to increasing patients'
intent to revisit, highlighting the importance
of positive patient experiences and the
generation of positive WOM in healthcare
settings (24).

Cognitive components, such as
hospital image and perceived medical
quality, do mnot significantly influence
patients' intent to revisit. Instead, affective
components like relationship marketing
and behavioral components, notably WOM,
play crucial roles in increasing patients'
intent to revisit private hospitals. Trust,
while not having a significant mediating
effect  between  predictor  variables
(including hospital image) and patients'
intent to revisit, shows a significant
association with affective and behavioral
components (12, 25, 26)

WOM mediates the perceived medical
quality with the intention to re-visit the
hospital

The result of this study showed that
WOM mediates the perceived medical
quality with the intention to re-visit the
hospital

WOM is based on patients'
perceived  healthcare service quality.
Positive WOM reflects patients' satisfaction
with medical services and can enhance the
perceived quality of care. For instance, the
study by Sundberg et al. mentioned in the
search results highlights the impact of
Information and Communication
Technologies (ICT) on patient involvement
and symptom management, which can
influence WOM (27).

Another study in the context of
medical tourism found that electronic WOM
(eWOM) influences the intention to revisit
and trust in the destination, which can be
moderated by gender (28).

In summary, WOM is influenced by
patient satisfaction, the quality of doctor-
patient interactions, and the perceived
benefits of healthcare innovations. It affects
both the perceived medical quality and the
intention to revisit a hospital, with various
factors such as service quality, emotional
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support, and institutional reputation
playing a role in shaping WOM in
healthcare (29).

CONCLUSION

The results showed that brand image
and perceived medical quality had a
positive influence on word of mouth and
the intention to hospital re-visit and word of
mouth had an impact on the intentions to
re-visit hospital. The WOM mediated the
association between the brand image with
intention to re-visit the hospital. The WOM
also mediated the association between the
quality of medical care with intention to re-
visit the hospital

IMPLICATION

Based on the findings of this study, the
implication of this study such as 1) the hospital
should invest in building and maintaining a
strong brand image through successful
patients’” outcomes, professional service,
and effective communication strategies; and
2) The hospital should focus on
delivering high-quality medical care and
ensuring patient  satisfactionto  foster
positive WOM.

REFERENCES

(1) WHO Guidelines on Hand Hygiene in
Health Care: First Global Patient
Safety Challenge Clean Care Is Safer
Care. Geneva: World Health
Organization; 2009. Appendix 1,
Definitions of health-care settings and
other related terms. Available from:
https:/ /www.ncbi.nlm.nih.gov/books
/NBK144006/

(2) Abdul-Rahman MN, Hassan TH,
Abdou A.H, Abdelmoaty MA, Saleh
MI, Salem AE. Responding to
Tourists’ Intentions toRevisit Medical
Destinations in the Post-COVID-19
Era through the Promotion of Their
Clinical Trust and Well-Being.

Sustainability ~ (Switzerland).  2023;

15(3): 2399.
https:/ /doi.org/10.3390/su15032399

3 Isa SM, Sze G, Lim S, Chin PN.
Patients’ intent to revisit with trust as

International Journal of Nursing and Health Services (IINHS), Volume 7, Issue 2, April 20™, 2024 145


https://www.ncbi.nlm.nih.gov/books/NBK144006/
https://www.ncbi.nlm.nih.gov/books/NBK144006/
https://doi.org/10.3390/su15032399

Irdan et al., 2024

@

(6)

®

(10)

the mediating role: lessons from
Penang Malaysia. International Journal
of Pharmaceuticaland ~ Healthcare
Marketing. 2019; 13(2):140-159.
https:/ /doi.org/10.1108 /IJPHM-10-
2017-0056

Kotler P, Armstrong G, Opresnik MO.
(2018). Principles of Marketing 17th
Global Edition. In Pearson Education
Limited. United Kingdom: Pearson
Education Limited

Shimp TA, Andrews JC. (2018).
Advertising, Promotion, and otheraspects
of Integrated Marketing Communications
(10th ed.). United State of America:
Cengage Learning

Irasusanti S, Nugroho MN, Hilmy R.
Effect of Product Innovation and
Corporate Image on Patient Visit
Intentions with Perceived Value as
Intervening Variables in medical
check- up Services at RSUD Dr.
Dradjat Prawinegara Serang. European
Journal of Business and Management
Research. 2023; 8(5): 48-54.
https://doi.org/10.24018 /ejbmr.2023.8

.5.1894
Prabowo H, Astuti W, Respati H.
Effect of Service Quality andBrand
Image on Repurchase Intention
through Word of Mouth at Budget
Hotels Airy Rooms. Open Journal of
Business and Management. 2020; 08(01):
194-207.

https:/ /doi.org/10.4236/ 0jbm.2020.8

1012
Woo S, Choi M. Medical service
quality, patient satisfaction and intent
to revisit: Case study of public hub
hospitals in the Republic of Korea.
PLoS ONE. 2021, 16(6):, 1-14.
https://doi.org/10.1371/journal.pone
0252241
Kotler P, Keller K. (2016). Marketing
management (15 ed.). England: Pearson
Education, Inc
Fengmin Z, Baijun W, Jiangtao B, Li L,
Patwary AK. (2022). Investigating
revisit intention of medical tourists
inChina through nutritional
knowledge,perceived medical quality,

(1)

(12)

(13)

(14)

(15)

(16)

(17)

OPEN ACCESS

and trust inthe physiologist: A
recommendation onhealth tourism
policy  measures.Frontiers in Public
Health, 10.
https://doi.org/10.3389/fpubh.2022.8

93 49711)
Yaman Z. (2018). The effect of word of
mouth marketing  on the

purchase behavior via brand image
and percervedquality. Montenegrin
Journal  ofEconomics, 14(2), 175 -182.
https:/ /doi.org/10.14254 /1800-
5845/2018.14-2.12
Soare T, Ianovici C, Gheorghe IR,
Purcdrea VL, Soare CM. A word-of-
mouth perspective on consumers of
family medicine services: a case study.
J Med Life. 2022 May;15(5):655-660.
doi: 10.25122 /jml-2022-0098
Park S, Kim HK, Choi M, Lee M.
Factors affecting revisit intention for
medical services at dental clinics. PLoS
One. 2021 May 4;16(5):e0250546. doi:
10.1371/journal.pone.0250546
Lai KP, Yen YY, Choy CS. The effects
of service quality and perceived price
on revisit intention of patients: the
Malaysian context. International Journal
of Quality and Service  Sciences. 2020.
https:/ /doi.org/10.1108 /1JQSS-02-
2019-0013
Wang J, Wang S, Xue H, Wang Y, Li J.
(2018). Green image and consumers’
word-of-mouth intention in the green
hotel industry: The moderating effect
of Millennials. Journal of Cleaner
Production, 181, 426-436.
https://doi.org/10.1016/j.jclepro.2018
.01.250
Pighin M, Alvarez-Risco A, Del-
Aguila- Arcentales S, Rojas-Osorio M,
Yafiez JA. (2022). Factors of the Revisit
Intention of Patients in the Primary
Health Care System in Argentina.
Sustainability (Switzerland),14(20).
Cham T-H, Lim YM, Aik N-C, , Meng
ATG. Antecedents of hospital brand
image and the relationship tourist’
behavioral intention. International
Journal of Pharmaceutical and

International Journal of Nursing and Health Services (IINHS), Volume 7, Issue 2, April 20™, 2024 146


https://doi.org/10.1108/IJPHM-10-%202017-0056
https://doi.org/10.1108/IJPHM-10-%202017-0056
https://doi.org/10.24018/ejbmr.2023.8.5.%201894
https://doi.org/10.24018/ejbmr.2023.8.5.%201894
https://doi.org/10.4236/ojbm.2020.8101%202
https://doi.org/10.4236/ojbm.2020.8101%202
https://doi.org/10.1371/journal.pone.02%2052241
https://doi.org/10.1371/journal.pone.02%2052241
https://doi.org/10.3389/fpubh.2022.893%20497
https://doi.org/10.3389/fpubh.2022.893%20497
https://doi.org/10.14254/1800-%205845/2018.14-2.12
https://doi.org/10.14254/1800-%205845/2018.14-2.12
https://doi.org/10.1108/IJQSS-02-2019-%200013
https://doi.org/10.1108/IJQSS-02-2019-%200013

Irdan et al., 2024

(18)

(19)

(20)

1)

(22)

(23).

(24).

Healthcare Marketing. 2016; 10 (14):
412-431
Cham, Tat Huei and Yet Mee, Lim
and Nai-Chiek, Aik, A Study of
Brand Image, Perceived Service
Quality, Patient Satisfaction and
Behavioral Intention Among the
Medical Tourists (April 16, 2014).
Global Journal of Business and Social
Science Review, Vol. 2(2) 2014. 32-43,
Available at
SSRN: https:/ /ssrn.com/abstract=30
01588
Fook TN, Peng LM, Mun YW. (2024).
Hospital brand image and trust
leading towards patient satisfaction:
medical tourists” behavioural
intention in Malaysia. Healthcare in
Low-Resource Settings.
https:/ /doi.org/10.4081/hls.2024.122
76
Woo S, Choi M. Medical service
quality, patient satisfaction and intent
to revisit: Case study of public hub
hospitals in the Republic of Korea.
PLoS One. 2021 Jun 28;16(6):e0252241.
doi: 10.1371/journal.pone.0252241
Park S, Kim HK, Choi M, Lee M.
Factors affecting revisit intention for
medical services at dental clinics. PLoS
One. 2021 May 4;16(5):e0250546. doi:
10.1371/journal.pone.0250546
Gorska-Warsewicz H. Consumer or
Patient Determinants of Hospital
Brand Equity-A Systematic Literature
Review. Int ] Environ Res Public
Health. 2022 Jul 25;19(15):9026. doi:
10.3390/ijerph19159026.
Li MH. The Influence of Perceived
Service Quality on Brand Image, Word
of Mouth, and Repurchase Intention:
A Case Study of Min-Sheng General
Hospital in Taoyuan, Taiwan.
Mohd Isa, S., Lim, G.S.S. and Chin,
P.N. (2019), "Patients’” intent to revisit
with trust as the mediating role:
lessons from Penang
Malaysia", International Journal of
Pharmaceutical and Healthcare
Marketing, Vol. 13 No. 2, pp. 140-

(25)

(26)

(27)

OPENaACCESS

159. https:/ /doi.org/10.1108 /IJPHM-
10-2017-0056

Chen AH, Wu RY. Mediating Effect of
Brand Image and Satisfaction on
Loyalty through Experiential
Marketing: A Case Study of a Sugar
Heritage Destination. Sustainability.
2022; 14(12):7122.
https://doi.org/10.3390/su14127122
Martin S. Word-of-mouth in the health
care sector: a literature analysis of the
current state of research and future
perspectives. Int Rev Public Nonprofit
Mark 14, 35-56 (2017).

https:/ /doi.org/10.1007 /s12208-016-
0154-y

Gu D, Yang X, Li X, Jain HK, Liang C.
Understanding the Role of Mobile
Internet-Based Health Services on
Patient Satisfaction and Word-of-
Mouth. Int ] Environ Res Public
Health. 2018 Sep 10;15(9):1972. doi:
10.3390/ ijerph15091972.

(28) Abubakar AM, Ilkan M, Al-Tal RM,

(29)

Eluwole KK. eWOM, revisit intention,
destination trust and gender, Journal
of Hospitality and Tourism
Management, Volume 31, 2017, 220-
227,

https:/ /doi.org/10.1016/j.jhtm.2016.
12.005.

Leon S, Nakayama M. Exploring
factors that influence positive WOM
in the health insurance industry.
Health Mark Q. 2020 Apr-
Jun;37(2):176-192. doi:
10.1080/07359683.2020.1756124

International Journal of Nursing and Health Services (IINHS), Volume 7, Issue 2, April 20™, 2024 147


https://ssrn.com/abstract=3001588
https://ssrn.com/abstract=3001588
https://www.emerald.com/insight/search?q=Salmi%20Mohd%20Isa
https://www.emerald.com/insight/search?q=Grace%20Sze%20Sze%20Lim
https://www.emerald.com/insight/search?q=Phaik%20Nie%20Chin
https://www.emerald.com/insight/search?q=Phaik%20Nie%20Chin
https://www.emerald.com/insight/publication/issn/1750-6123
https://www.emerald.com/insight/publication/issn/1750-6123
https://www.emerald.com/insight/publication/issn/1750-6123
https://doi.org/10.1108/IJPHM-10-2017-0056
https://doi.org/10.1108/IJPHM-10-2017-0056
https://doi.org/10.3390/su14127122
https://doi.org/10.1007/s12208-016-0154-y
https://doi.org/10.1007/s12208-016-0154-y

	Background
	The hospital is one of the institutions that provides health services to the public of various age groups and with varying disease conditions (1(. Recently, Hospitals need to make efforts to improve the quality of service in order to attract new patie...
	OBJECTIVE
	This study was conducted to examine the association between brand image, perceived medical quality, and word of mouth on intention of hospital re-visit
	METHOD
	intention to re-visit (Y) = 0,177X1
	DISCUSSION
	CONCLUSION
	The results showed that brand image and perceived medical quality had a positive influence on word of mouth and the intention to hospital re-visit and word of mouth had an impact on the intentions to re-visit hospital. The WOM mediated the associatio...
	IMPLICATION
	Based on the findings of this study, the implication of this study such as 1( the hospital should invest in building and maintaining a strong brand image through successful patients’ outcomes, professional service, and effective communication strateg...
	REFERENCES

