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ABSTRACT 

The COVID-19 pandemic significantly transformed patient behavior and accelerated digital transformation in the 

healthcare sector, making traditional marketing approaches less effective and prompting hospitals to adopt digital 

strategies to maintain competitiveness and financial stability. This narrative literature review synthesizes academic 

articles, systematic reviews, and scoping reviews published between 2019 and 2024 to examine the impact of 

digital marketing strategies on key hospital financial metrics, including patient acquisition, retention, and revenue 

growth. The findings indicate that strategies such as Search Engine Optimization (SEO), Pay-Per-Click (PPC) 

advertising, social media marketing, content marketing, and email marketing contribute directly to revenue 

enhancement by increasing online visibility and brand awareness, thereby attracting new patients; strengthening 

patient engagement and loyalty, which improves Patient Lifetime Value (PLTV); and enabling cost-effective, 

targeted campaigns with measurable Return on Investment (ROI). Evidence consistently shows that digital 

marketing initiatives helped mitigate and reverse revenue declines during the pandemic by driving both in-person 

visits and telemedicine utilization. Overall, the integration of a structured digital marketing strategy has become 

essential for hospital financial sustainability and growth, with long-term success depending on continuous 

adaptation, performance measurement, and optimization to meet evolving patient expectations in the digital era. 
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INTRODUCTION 

 

Radical changes occurred in the worldwide health industries during and after the COVID-19 pandemic. In the 

hospitals previously reliant for years on traditional marketing and WOM referrals, patient volume experienced a 

tremendous drop after mobility restriction was imposed as well as public fear towards contamination (Pasaribu et 

al., 2022; Astriana & Sulistiadi, 2024). Healthcare industry reacted by embrace digital marketing as a data-driven 

tool, using the power of internet to draw in and engage patients. 

Internet marketing has transformed the face of hospital outreach and has served in increasing brand visibility 

as well patient loyalty, using cross platforms on communication (Al-Weshah Kakeesh & Al-Ma‟aitah, 2021; 

Franco, Canniford & Phipps, 2022). The use of digital marketing becomes the era of human communication and 

personalization that is built on (Setyawati & Ernawaty, 2024). 

By utilizing social media, search engines, and hospital-specific applications, hospitals are able to reach wider 

audiences and influence patient decision-making. In the post-COVID pandemic era, digital marketing is not simply 

an optional enhancement but also has become one of a critical mechanisms directly linked to hospital revenue 

generation 

This review aims to synthesize previously published research on digital marketing strategies in hospital 

settings, evaluate the impact of digital marketing on hospital revenue generation in the post-pandemic period, and 

identify emerging trends, key challenges, and future research directions from a healthcare marketing perspective. 

Examining the role of digital marketing in supporting financial recovery and enhancing hospital competitiveness 

is highly relevant for administrators, policymakers, and academics. The findings of this review provide evidence-

based insights to guide the development of sustainable, patient-centered digital marketing frameworks that align 

with healthcare quality objectives while promoting economic efficiency and long-term institutional growth. 

 

METHOD 

 

Literature Search Strategy 

A systematic literature review was conducted following PRISMA guidelines according publication from Setyawati 

& Ernawaty, 2024. Databases such as PubMed, ScienceDirect, Google Scholar, Scopus, and Open Knowledge 

Maps were used to identify relevant studies published between 2020 and 2024. Keywords included: “digital 

marketing,” “hospital revenue,” “post-pandemic,” “healthcare marketing,” and “patient engagement.” 
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Inclusion and Exclusion Criteria 

Inclusion criteria: 

• Peer-reviewed journal articles published between 2020–2024. 

• Studies focused on digital marketing strategies in hospitals or healthcare. 

• Articles should be in English 

Exclusion criteria: 

• Non-hospital contexts (e.g., general e-commerce). 

• Duplicate or non-empirical reports. 

• Studies published before 2020 unless conceptually foundational. 

Data Sources 

Nine journals met the criteria, including: 

1. Setyawati & Ernawaty (2024) – International Journal of Health Science and Technology 

2. Chandra & Nadjib (2023) – Journal of World Science 

3. Saputra et al. (2022) – Journal of Industrial Engineering & Management Research 

4. Khie (2022) – Journal of Industrial Engineering & Management Research 

5. Paningrum et al. (2023) – QEMS Journal 

6. Astriana & Sulistiadi (2024) – Malahayati Int. Journal of Nursing & Health Science 

7. Pandey (2021) – Post-COVID Digital Marketing Review 

8. Kuddi et al. (2024) – ICONES Conference Proceedings 

9. Pasaribu et al. (2022) – Frontiers in Public Health 

 

Data Extraction and Analysis 

Information was extracted on research design, objectives, digital tools used, outcomes, and identified challenges. 

Findings were grouped thematically into: 

1. Digital marketing tools and strategies. 

2. Impact on patient engagement and hospital revenue. 

3. Organizational and technological challenges. 

4. Post-pandemic adaptations and policy implications. 

 

Table 1 – Summary of Included Studies 

No Author(s), Year Method Focus Key Findings 

1 Setyawati & 

Ernawaty (2024) 

Systematic 

Review 

Healthcare marketing SEO and AI enhance visibility and 

efficiency 

2 Chandra & Nadjib 

(2023) 

Scoping Review Hospital marketing Social media drives loyalty and 

awareness 

3 Saputra et al. (2022) Quantitative Social media–

innovation link 

Branding mediates hospital 

performance 

4 Khie (2022) Literature 

Review 

Pandemic marketing Patient loyalty and brand trust 

increased 

5 Paningrum et al. 

(2023) 

Qualitative Online strategy Digital adoption supports financial 

recovery 

6 Astriana & Sulistiadi 

(2024) 

Descriptive 

Review 

Post-pandemic 

strategy 

Multi-channel marketing increases 

patient visits 

7 Pandey (2021) Case Study IMC and crisis 

adaptation 

Paid media and AI vital post-

COVID 

8 Kuddi et al. (2024) Literature 

Review 

Patient acquisition 7P’s marketing mix framework 

applicable 

9 Pasaribu et al. (2022) Opinion 

Analysis 

Digital transformation 48% of healthcare executives 

report revenue growth 

 

RESULTS AND DISCUSSION 

 

Emerging Trends in Hospital Digital Marketing 

Across the reviewed studies, several dominant digital marketing strategies emerged: 

Social Media Marketing 

Hospitals have widely adopted social media platforms such as Facebook, Instagram, Twitter, and YouTube to 

foster trust and facilitate direct communication with stakeholders (Saputra et al., 2022; Chandra & Nadjib, 2023). 

These platforms increase brand awareness, enable the collection of patient feedback, and generate referral traffic 

to official hospital websites. 

Social media campaigns, as documented by Fan et al. (2021) and Ningsih & Mohammedhussen (2021), have 

strengthened hospital branding, increased user engagement, and fostered online communities focused on health-

related topics. 
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Search Engine Optimization (SEO) and Website Optimization 

SEO ensures hospitals rank highly on search results, thus increasing visibility and online appointment conversions. 

Setyawati & Ernawaty (2024) highlighted that well-optimized hospital websites directly correlate with increased 

patient inquiries and revenue growth. 

Content and Influencer Marketing 

High-quality, credible health-related content builds authority and reliability. Content marketing through blogs, 

webinars, and testimonials improved patient education and brand trust (Astriana & Sulistiadi, 2024). 

Effective communication remains a cornerstone of hospital branding, as demonstrated by Sreejesh, Sarkar, & 

Sarkar (2021), who emphasized the role of digital storytelling in to get the patient’s trust. 

Artificial Intelligence and Data Analytics 

Hospitals increasingly employ AI for personalized recommendations and predictive marketing (Pandey, 2021). 

AI-based analytics allow segmentation and behavior forecasting, improving ROI on digital campaigns. 

Mobile and App-Based Marketing 

Mobile health applications and chatbots facilitate 24/7 interaction, online bookings, and teleconsultations 

(Pasaribu et al., 2022), directly impacting operational efficiency and patient retention. 

Digital Marketing and Hospital Revenue Generation 

The literature strongly supports a positive association between digital marketing implementation and hospital 

financial performance. 

• Revenue Growth: 48% of healthcare executives identified digital investments as key revenue drivers post-

pandemic (Pasaribu et al., 2022). 

• Hospitals adopting consistent online campaigns—such as those measured by Pratiwi, Ilyas, & Sulistiadi 

(2023)—reported notable increases in patient conversion rates and revenue optimization. 

• Patient Retention: Hospitals using integrated digital communication saw improved loyalty and repeat 

visits (Chandra & Nadjib, 2023). 

• Operational Efficiency: Automation of marketing processes reduced administrative costs while 

improving service accessibility (Paningrum et al., 2023). 

• Brand Equity: Digital branding improved patient perception and trust—an indirect yet powerful 

determinant of revenue (Saputra et al., 2022). 

 

Challenges Identified 

Despite positive impacts, several recurring challenges were noted: 

1. Digital Divide and Access Inequality – Limited internet access among older and rural populations reduces 

digital reach (Astriana & Sulistiadi, 2024). 

2. Data Privacy and Cybersecurity Risks – Patient confidentiality issues threaten trust and compliance 

(Pasaribu et al., 2022). 

3. Organizational Readiness – Lack of trained digital marketing staff and unclear KPIs impede strategic 

execution (Setyawati & Ernawaty, 2024). 

4. Content Credibility and Regulation – Over-commercialization risks ethical conflicts in medical 

advertising (Khie, 2022). 

5. Authenticity and Compliance - maintaining message authenticity and compliance is difficult (Alrianti & 

Ilyas, 2022; Hanumtyas, 2017), particularly as hospitals navigate ethical boundaries in digital advertising. 

 

Theoretical and Practical Implications 

Theoretically, the reviewed literature extends Marketing 4.0 and Service-Dominant Logic (SDL) into the 

healthcare domain. Practically, it emphasizes: 

• Integration of 7Ps marketing mix with digital technologies (Kuddi et al., 2024). 

• Use of AI-driven personalization for patient engagement. 

• Cross-channel consistency across social media, websites, and apps to maintain brand coherence. 

• The digital marketing transformation aligns with the adaptive Marketing 4.0 paradigm, encouraging 

health institutions to develop content credibility and performance-based evaluation metrics (Widjaja & 

Suswanta, 2022; Malviya, 2020). 

 

Research Gaps and Future Directions 

Despite growing evidence, gaps remain: 

1. Limited quantitative evidence linking digital marketing metrics (CTR, ROI) to hospital revenue. 

2. Few longitudinal studies exploring sustained effects beyond initial adoption. 

3. Lack of policy frameworks guiding ethical digital marketing in healthcare contexts. 

Future research should develop integrated models combining financial analytics, patient satisfaction indices, and 

digital engagement metrics to evaluate return on marketing investment comprehensively. 

 
 

CONCLUSION 
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This literature review demonstrates that digital marketing has become indispensable for hospital revenue 

generation in the post-pandemic era. Hospitals that strategically deploy social media, SEO, AI analytics, and 

mobile technologies experience improved patient acquisition, loyalty, and profitability. However, success depends 

on ethical communication, robust data governance, and continuous innovation. To remain competitive, hospitals 

must institutionalize digital marketing as a core managerial function aligned with overall health service goals. 
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