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Abstract. The Internet and social media are remotely connecting people around 

the world. Social media is an interactive platform that makes sharing information 

among online communities easier. Social media campaigns greatly assist busi-

nesses in massively attracting new and potential customers. Email campaign 

stimulates the sales funnel by distributing marketing communications directly to 

target prospects and subscribers cost-effectively. Increased health consciousness 

and a general need for health-related information have triggered healthcare in 

recent years. Integrating social media marketing with email marketing aids in 

brand development, customer attraction, and long-term client retention. This ar-

ticle aims to understand how social media marketing and email campaigns influ-

ence the customer of healthcare services among potential consumers. Whether 

the patient's testimonial and trustworthiness mediate their perception through so-

cial media and email marketing. The research was carried out only among social 

media users by adopting the judgement sampling method. Data was collected 

from 123 respondents who use social media regarding healthcare services and 

receive healthcare-related emails. Using ANOVA, linear regression, and an in-

dependent t-test, we have found the hypothesis is proven. Based on the findings, 

healthcare providers are suggested to be active in social media engagement, hire 

influencers, be prompt with quick responses and react to the customer's review, 

follow the trend with podcasts and short videos, and personalize email promo-

tions regularly.  
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1 Introduction 

The first step in creating effective healthcare marketing campaigns is to develop 

communication  and marketing tactics to attract new clients and improve patient care 

by establishing a communication channel between healthcare service providers and 

their patients [1]. Healthcare marketing uses web pages, social networks, promo-

tional emails, video, SEO, sponsored advertising, and a range of other platforms to 

provide patients with pertinent information and resources throughout the entire care 

continuum [2]. 

1.1 Social media marketing  

SMM, or social media marketing, is a vital facet of digital marketing. It involves using 

social media sites to advertise and advance a company's goods or services.  The most 

popular social networking sites for advertising include Facebook, LinkedIn, Instagram, 

Twitter, Snapchat, Pinterest, and SnapChat [3]. While LinkedIn promotes professional 

networking, Facebook encourages personal sharing, Twitter promotes fast messaging 

about one's thoughts or emotions, and Pinterest promotes ideas and online businesses 

[4]. Apollo Hospitals has posted over 100 YouTube videos, including “Chairman 

Speak, First Aid, Patient Testimonials, and Apollo Hospitals' Initiatives”. By conduct-

ing health quizzes, Tweet inars, and other events where participants may win gift cards 

and fun stuff, the hospital actively engages with its 706,657 Facebook fans. 3967 people 

follow it on Twitter as well. Users can track and monitor their health, receive and man-

age health data, and securely store data with Apollo Prism, a Personal Health Record 

(PHR) service. Additionally, Apollo Medical Centre, Bangalore and Groupon have 

teamed up to create health checkup programmes for people of all ages. An Apollo Hos-

pitals-sponsored Twitter chat on sports injuries featured a certified joint care specialist 

with an emphasis on sports medicine. Top integrated pan-Asian healthcare delivery 

firm Fortis Healthcare has 59,120 Facebook likes, 2420 Twitter followers, and 647 

YouTube video uploads. Through their Facebook application, users may arrange an 

appointment for medical care from anywhere in India. Through its Get Appointment, 

Patient Education Series, and Health Check Screening programmes, the hospital ac-

tively promotes its goods and services while building strong patient relationships. 

Approximately 200 videos have been uploaded on YouTube by Max Healthcare, 

many of these videos feature client endorsements. The premier hospital chain is well-

represented on social media, with a remarkable 80, 895 Facebook likes, 1419 Twitter 

followers, and 179 pins across 10 boards on Pinterest. Enlighten to spread knowledge 

about the fight against obesity on Facebook, a social network that provides information 

and support for people undergoing bariatric surgery and other forms of obesity treat-

ment, as well as success stories. Parenting advice and information can be found on 

Bundle of Joy, an interactive gateway on Facebook. 

Content should be customized to each channel's requirements, to maximize lead gen-

eration and raise brand awareness. The advertising must also satisfy the target market's 

demands for that medium. High-quality photos and succinct captions are best for Insta-

gram; on LinkedIn, however, the narrative is encouraged [2]. 
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1.2 Email Marketing 

Email marketing is a technique used to advance prospects along the sales funnel that 

entails emailing promotional material to content subscribers. Email marketing can be a 

helpful communication medium for health and medical organisations to inform and ed-

ucate target audiences [5]. Email marketing is essential for healthcare companies to 

maintain regular communication with patients, transmit vital information, automate re-

minders for appointments, activate patients, and boost their visits [6]. 

2 Literature Review 

Consumers are most successfully reached by businesses through digital marketing 

channels, which also provide the highest return on spend in the form of increased in-

tentions to buy It was also investigated how customer perceptions affected their inten-

tions to buy and their following actions after making a purchase. The purpose of the 

study is to understand how consumer attitudes towards these two digital marketing 

channels were influenced by the antecedents of believed advantage, risk perception,  

organizational and corporate credibility. The study concluded that people who have a 

favourable impression of a brand they see advertised on social media or through email 

are more likely to want to buy that brand and are also more likely to buy it again [7]. 

Healthcare organisations commonly utilise the transmission of communications via 

mail, the Internet, and analogous media to inform patients, both present and prospec-

tive, about health and medical options. Direct promotion can be a useful communica-

tion channel for health and medical groups to communicate and educate target audi-

ences. This creates the conditions for gaining customers and a corresponding market 

share, which benefits both the given businesses and the communities in which they are 

located. As with all types of marketing communication, caution must be used while 

using direct marketing, capitalising on its advantages while avoiding uses that draw 

attention to its drawbacks [5]. Social media's intimate aspect can make users less re-

ceptive to personalisation if they perceive it as intrusive. Personalising web browsing 

experiences boosts sales, but when people are dubious about personalisation on Face-

book, brand avoidance might result. The authors tested a comprehensive model of how 

personalization influences consumer brand perceptions and attitudes, including con-

sumer brand engagement, brand attachment, perceived quality, and brand loyalty. Re-

sults from an online customer panel indicate that consumers' perceptions of customiza-

tion have a significant impact on their brand attachment and engagement, which in turn 

has a significant impact on their perceptions of quality and brand loyalty [8].  

Strong brand attachment (BA) and self-brand connections (SBC) are created using 

SM as a marketing tactic.  The study underlines the value of social media marketing 

initiatives (SMMA) in boosting customer loyalty by using PV and SBC as middlemen. 

The study establishes a direct and significant relationship between SMMA and BA, 

demonstrating that marketers can develop BA through the use of online platforms. H2 

demonstrates that SMMA does have a favourable impact on PV. Similar to H2, H3 

demonstrates that SMMA benefits SBC. Additionally, H4—which asserts that PV does 

positively affect BA—is also supported. Finally, H5 demonstrates that SBC and BA are 
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positively correlated [9]. Service-oriented academics recognised that (1) service mar-

keting filled a significant need in the marketing literature and (2) there existed an in-

dustry that required academics to act (Parasuraman et al., 1985). As a result, service 

marketing continued to grow. This dissertation, which focuses on healthcare service 

marketing, seeks to contribute to the development of this discipline and to meet calls 

for more research in MT. This section goes into further detail about why the service 

marketing lens is the best marketing subfield to use for this investigation. For the MT 

sector to grow, healthcare consumers, governments, and providers are all required [10].  

2.1 Research Gap 

The research gap in the current literature is notable for the limited exploration of the 

combined influence of SMM and email campaign on the perception of healthcare ser-

vices, specifically within the context of patient testimonials and trustworthiness as me-

diating variables. While existing studies have examined the individual impact of mar-

keting strategies on healthcare service perception, there is a dearth of comprehensive 

research addressing the interplay of these variables. This gap hinders a holistic under-

standing of the marketing mechanisms that shape healthcare service perception, partic-

ularly in the digital age. Bridging this research gap is essential to inform healthcare 

marketing practices and enhance patient trust and confidence in healthcare services. 

2.2 Research Questions 

• How does social media marketing affect the perception of healthcare services among 

the target audience? 

• What is the impact of email marketing on the perception of healthcare services 

among the target audience? 

• How do patient testimonials mediate the connection between how people view 

healthcare services and social media marketing? 

• How does trustworthiness mediate the relationship between email marketing and the 

perception of healthcare services? 

2.3 Objectives of the Study 

• To examine social media marketing's impact on the perception of healthcare services 

among the target audience. 

• To investigate how email marketing has affected people's perceptions of healthcare 

services among the target audience. 

• To investigate the mediating role of patient testimonials in the relationship between 

social media marketing and the perception of healthcare services. 

• To explore the mediating role of trustworthiness in the relationship between email 

marketing and the perception of healthcare services. 

• To provide practical implications and suggestions based on the consumer perception 

towards trust and credibility of healthcare services. 

136             J. Vidhya and S. Venkatesh



2.4 Conceptual Framework 
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2.5 Hypothesis 

• H1: Social media marketing has a significant impact on consumer perception towards 

trust and credibility of healthcare services.   

• H2: Email marketing has a significant impact on consumer perception towards trust 

and credibility of healthcare services 

• H3: Patient testimonials & feedback mediate the relationship between social media 

marketing and the perception of healthcare services.  

• H4: Transparency & trustworthiness mediate the relationship between email market-

ing and the perception of healthcare services.  

3 Methodology of the Study 

The study used a design based on description. The main data was gathered via 

Google Forms. The secondary data includes books, journals, articles and blogs on 

healthcare. The Google form was circulated to 130 respondents, out of that 123 re-

spondents were social media users and healthcare consumers. The study adopted 

judgement sampling method to collect data as per the time limit. Using Cronbach's 

alpha, the variables' dependability was evaluated, after a review of the sample char-

acteristics. Multiple regression analysis was conducted to find out the impact of 
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email campaign and social media marketing on customer perception towards 

healthcare services. The study also analyses their attitude and satisfaction towards 

social media and email marketing services. 

3.1 Limitations of Study 

1. Because the survey only lasted a brief period, the sample was limited to 123 respond-

ents. 

2. Personal biases of the respondents to the survey could also affect the results of the 

study. 

3. The study is limited to only users of social media. 

4. The study was also confined to the city of Chennai and such results may not be 

the same in other places. 

4 Results and Discussion  

Table 1. Sample Characteristics 

Personal characteristics 

Fre-

quency Percentage 

Age 

Below 20 years 23 18.5 

20 - 30 years 34 27.4 

30 - 40 years 33 26.6 

Above 40 years 33 26.6 

Gender 

Male 57 46.8 

Female 66 53.2 

Monthly Income 

Below Rs.25,000 50 40.7 

Between Rs. 25,000 - Rs.50,000 30 24.4 

Between Rs.50,000 - Rs.75,000 39 31.7 
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Between Rs.75,000 - Rs. 

1,00,000 
4 3.3 

Occupation 

Student 44 35.8 

Employed 37 30.1 

Business 29 23.6 

Homemaker 6 4.9 

Retired 7 5.7 

According to Table no. 1, it is seen that majority of respondents are female. The 

majority of respondents belong to the age category of 20-30 years and 30-40 years. 

Most of them fall under the monthly income category of below Rs. 25,000 and be-

tween Rs. 50,000 – Rs. 75,000. Most of them are found to be student and employed 

regarding their occupation. The total number of respondents are 123. The question-

naire is pretested by two academics and two patient service experts for the purpose 

of ensuring instrument validity. Their input is then integrated into the most recent 

version of the questionnaire.  

When the item reliability for the study variables was calculated using Cronbach's 

Alpha, table 2 displays the strong internal consistency to survey questions (0.88). 

Table 2. Cronbach's Alpha  
  

Variables  

Cronbach's 

Alpha  

No of 

items 

Social media marketing 0.812 4 

Email marketing 0.81 4 

Consumer perception towards trust and 

credibility of healthcare services 0.835 2 

Overall 0.858 10 
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Table 3. Independent Sample T-Test 

 

 

Multiple Regression Analysis 

H0 = There is no significant effect of Social media marketing and email marketing 

on consumer perception towards trust and credibility of healthcare services.  

H1 = There is a significant effect of Social media marketing and email marketing on 

consumer perception towards trust and credibility of healthcare services. 

Table 4.   Multiple regression 

 

According to Table no 3, it is seen that social media marketing and email marketing 

have a significant effect on consumer perception towards trust and credibility of 

healthcare services where the p-value is 0.018, below the alpha value of 0.05%. 

Therefore we reject the null hypothesis and accept the alternative hypothesis. This 

result is supported by [11] and [12].  

Table: 3. Independent Samples Test

F Sig. t df
Sig. (2-

tailed)

Mean 

Differenc

e

Std. Error 

Differenc

e

Lower Upper

CONSUMER 

PERCEPTION

Equal 

variances 

assumed

6.462 0.012 14.119 121 0 3.35732 0.23778 2.88657 3.82808

Equal 

variances 

not 

assumed

15.43 84.591 0 3.35732 0.21758 2.92468 3.78997

95% Confidence 

Interval of the 

Difference

Levene's Test for Equality of Variances

Variables Beta T Sig

Social media marketing 0.225 2.546 0.012

Email marketing 0.203 2.282 0.024

R
2

F

Sig

0.41

5.82

0.018
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Fig. 1. Source of social media 

 

Fig. 2. How often you respond to the content of healthcare email? 

 

Fig. 3. Perceived purpose of healthcare email 
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5 Conclusion 

The purpose of the study was to determine the impact of social media marketing and 

email campaign on consumer perception towards trust and credibility of healthcare ser-

vices making consumers more receptive to healthcare messages and services. The al-

ternate hypothesis is accepted proving the research model viable. From various charts, 

it is understood that according to 28% of respondents, Facebook provides the most 

healthcare-related information and 20% say Instagram. For the question, of how often 

they respond to email content, 35% of respondents say always and 36% of respondents 

answer rarely. When asked about the perceived purpose of using email 26% of respond-

ents use email for reports and 24% of respondents use email for health-related infor-

mation.  

6 Recommendations and Practical Implications 

Consumer perception is the sign that establishes a guarantee of the consumer's actual 

and initial contact with the service. This study looks at a number of variables that in-

fluence how patients view healthcare practitioners. Social media and email marketing 

will attract more customers and raise brand awareness among them, in addition to hav-

ing a beneficial impact on how consumes view healthcare service providers [13]. If 

healthcare service providers sell themselves on social media suitably and comprehen-

sively that covers a wide net of customers, this type of growth can greatly benefit them. 

With the help of social media marketing and email marketing, clients can readily learn 

the treatments option they offer, their infrastructure and technology, and everything 

else and find its review online [14]. The hospital administration and healthcare service 

providers should promote healthcare information across all social media platforms so 

that users of each platform are equally informed about the facilities. By email marketing 

carried out by hospitals and healthcare service providers, the management may ensure 

that all consumers are informed about the services and treatments offered regularly. 

Being present on social media helps you shape consumer perception more since con-

sumers value new, distinctive, and innovative things more. Electronic word-of-mouth 

influence of social media attracts new consumers which has to be carefully handled by 

the service team. Regular communication through email builds the image and retains 

the consumers in the long run.  

6.1 Future Research 

The study is exploratory means that only information from residents of a specific geo-

graphic area was collected for this publication. Individuals from various locations and 

cultural backgrounds may react differently. It might also examine information from 

other places. After seeing their presence on social media, it's also feasible that people's 

choices and reactions may change when it comes to using social media and email mar-

keting for healthcare. Email marketing and social media are universally applicable. 
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Consequently, there is a likelihood that a study conducted among people from varied 

cultural backgrounds and geographical locations may be successful. 

References 

1. P. Baudier, G. Kondrateva, C. Ammi, V. Chang, and F. Schiavone, “Patients’ perceptions 

of teleconsultation during COVID-19: A cross-national study,” Technol. Forecast. Soc. 

Change, vol. 163, no. December 2020, p. 120510, 2021, doi: 10.1016/j.tech-

fore.2020.120510. 

2. Sakshi Gupta, “Digital Marketing vs. Social Media Marketing [2023 Guide],” 2022. 

3. M. N. Kamel Boulos, D. M. Giustini, and S. Wheeler, “Instagram and WhatsApp in health 

and healthcare: An overview,” Futur. Internet, vol. 8, no. 3, pp. 1–14, 2016, doi: 

10.3390/fi8030037. 

4. K. V. Sriram, K. P. Namitha, and G. B. Kamath, “Social media advertisements and their 

influence on consumer purchase intention,” Cogent Bus. Manag., vol. 8, no. 1, 2021, doi: 

10.1080/23311975.2021.2000697. 

5. J. K. Elrod and J. L. Fortenberry, “Direct marketing in health and medicine: using direct 

mail, email marketing, and related communicative methods to engage patients,” BMC 

Health Serv. Res., vol. 20, no. Suppl 1, pp. 1–7, 2020, doi: 10.1186/s12913-020-05603-w. 

6. Mariana, “Email Marketing VS Social Media – phplist.com blog,” 2020. 

7. C. De la Roche, T. De Barros, T. Chuchu, B. Nyagadza, and M. Venter de Villiers, “An 

Investigation on Consumer Perceptions of Email and Social Media Marketing: An Adver-

tising Case in South Africa,” Int. Rev. Manag. Mark., vol. 12, no. 4, pp. 29–37, 2022, doi: 

10.32479/irmm.13248. 

8. T. Shanahan, T. P. Tran, and E. C. Taylor, “Getting to know you: Social media personaliza-

tion as a means of enhancing brand loyalty and perceived quality,” J. Retail. Consum. Serv., 

vol. 47, no. January 2018, pp. 57–65, 2019, doi: 10.1016/j.jretconser.2018.10.007. 

9. M. Khan et al., “The Relationship Between Social Media Marketing Activities and Brand 

Attachment: An Empirical Study from Pakistan,” J. Asian Financ. Econ. Bus., vol. 9, no. 6, 

pp. 219–230, 2022, doi: 10.13106/jafeb.2022.vol9.no6.0219. 

10. A. Zarei, D. Feiz, M. Maleki Minbashrazgah, and F. Maleki, “Factors influencing selection 

of medical tourism destinations: A special niche market,” Int. J. Healthc. Manag., vol. 13, 

no. S1, pp. 192–198, 2020, doi: 10.1080/20479700.2018.1492764. 

11. G. A. Al-Weshah, D. F. Kakeesh, and N. A. Al-Ma’aitah, “Digital marketing strategies and 

international patients’ satisfaction: an empirical study in Jordanian health service industry,” 

Stud. Appl. Econ., vol. 39, no. 7, Aug. 2021, doi: 10.25115/EEA.V39I7.4811. 

12. A. Al Azzam, A. Fattah AL-AZZAM, and K. Al-mizeed, “The Effect of Digital Marketing 

on Purchasing Decisions: A Case Study in Jordan,” J. Asian Financ., vol. 8, no. 5, pp. 455–

0463, 2021, doi: 10.13106/jafeb.2021.vol8.no5.0455. 

13. P. Arni and S. Laddha, “Adoption of Digital Marketing in Health Industry,” J. Manage., vol. 

13, no. 1, pp. 38–53, 2017. 

14. E. Huang and C. L. Dunbar, “Connecting to patients via social media: A hype or a reality?,” 

J. Med. Mark., vol. 13, no. 1, pp. 14–23, 2013, doi: 10.1177/1745790413477647. 

15. P. Baudier, G. Kondrateva, C. Ammi, V. Chang, and F. Schiavone, “Patients’ perceptions 

of teleconsultation during COVID-19: A cross-national study,” Technol. Forecast. Soc. 

Change, vol. 163, no. December 2020, p. 120510, 2021, doi: 10.1016/j.tech-

fore.2020.120510. 

16. Sakshi Gupta, “Digital Marketing vs. Social Media Marketing [2023 Guide],” 2022. 

Unveiling the influence of Social Media and Email Campaign             143



 

17. M. N. Kamel Boulos, D. M. Giustini, and S. Wheeler, “Instagram and WhatsApp in health 

and healthcare: An overview,” Futur. Internet, vol. 8, no. 3, pp. 1–14, 2016, doi: 

10.3390/fi8030037. 

18. K. V. Sriram, K. P. Namitha, and G. B. Kamath, “Social media advertisements and their 

influence on consumer purchase intention,” Cogent Bus. Manag., vol. 8, no. 1, 2021, doi: 

10.1080/23311975.2021.2000697. 

19. J. K. Elrod and J. L. Fortenberry, “Direct marketing in health and medicine: using direct 

mail, email marketing, and related communicative methods to engage patients,” BMC 

Health Serv. Res., vol. 20, no. Suppl 1, pp. 1–7, 2020, doi: 10.1186/s12913-020-05603-w. 

20. Mariana, “Email Marketing VS Social Media – phplist.com blog,” 2020. 

21. C. De la Roche, T. De Barros, T. Chuchu, B. Nyagadza, and M. Venter de Villiers, “An 

Investigation on Consumer Perceptions of Email and Social Media Marketing: An Adver-

tising Case in South Africa,” Int. Rev. Manag. Mark., vol. 12, no. 4, pp. 29–37, 2022, doi: 

10.32479/irmm.13248. 

22. T. Shanahan, T. P. Tran, and E. C. Taylor, “Getting to know you: Social media personaliza-

tion as a means of enhancing brand loyalty and perceived quality,” J. Retail. Consum. Serv., 

vol. 47, no. January 2018, pp. 57–65, 2019, doi: 10.1016/j.jretconser.2018.10.007. 

23. M. Khan et al., “The Relationship Between Social Media Marketing Activities and Brand 

Attachment: An Empirical Study from Pakistan,” J. Asian Financ. Econ. Bus., vol. 9, no. 6, 

pp. 219–230, 2022, doi: 10.13106/jafeb.2022.vol9.no6.0219. 

24. A. Zarei, D. Feiz, M. Maleki Minbashrazgah, and F. Maleki, “Factors influencing selection 

of medical tourism destinations: A special niche market,” Int. J. Healthc. Manag., vol. 13, 

no. S1, pp. 192–198, 2020, doi: 10.1080/20479700.2018.1492764. 

25. G. A. Al-Weshah, D. F. Kakeesh, and N. A. Al-Ma’aitah, “Digital marketing strategies and 

international patients’ satisfaction: an empirical study in Jordanian health service industry,” 

Stud. Appl. Econ., vol. 39, no. 7, Aug. 2021, doi: 10.25115/EEA.V39I7.4811. 

26. A. Al Azzam, A. Fattah AL-AZZAM, and K. Al-mizeed, “The Effect of Digital Marketing 

on Purchasing Decisions: A Case Study in Jordan,” J. Asian Financ., vol. 8, no. 5, pp. 455–

0463, 2021, doi: 10.13106/jafeb.2021.vol8.no5.0455. 

27. P. Arni and S. Laddha, “Adoption of Digital Marketing in Health Industry,” J. Manage., vol. 

13, no. 1, pp. 38–53, 2017. 

28. E. Huang and C. L. Dunbar, “Connecting to patients via social media: A hype or a reality?,” 

J. Med. Mark., vol. 13, no. 1, pp. 14–23, 2013, doi: 10.1177/1745790413477647. 

 

 

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

144             J. Vidhya and S. Venkatesh

http://creativecommons.org/licenses/by-nc/4.0/

	Unveiling the influence of Social Media and Email Campaign of Healthcare services and its perception: Exploring the mediating roles of patient testimonials and trustworthiness



