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Elly Widiani, I Gusti Agung Eka Teja Kusuma*, and I Wayan Widnyana 

Faculty of  Economics and Business, Mahasaraswati Denpasar University 
 
Abstract. Purpose: to analyze the ability of the National Health Insurance mobile service quality to build BPJS brand image and public 
trust to increase intention to use online services during the Covid period.  The background of this research is based on the phenomenon in 
the form of complaints on the quality of online services and research gaps on the effect of service quality on the intention to use online services. 
Brand image and trust are offered as a mediation for gaps in previous research results. Design/methodology/approach: The type of research 
is quantitative, using a pre-existing measurement scale related to mobile service quality, brand image, trust and intention. Involving a sample 
of 140 BPJS users during the Covid pandemic.   It is difficult to identify the population size, the sample size is determined by the formulation 
of a constant value of 5 multiplied by 28 indicators. The technique of selecting respondents was carried out by means of non-probability 
random sampling. PLS SEM model as an analysis tool.  Findings: The results of this study indicate that the direct relationship of mobile 
service quality on brand image, trust and intention shows significant positive results. Furthermore, the influence of brand image on trust 
shows significant results. The influence of brand image and trust on intention is also found to be significantly positive.   Practical/implications: 
although management policies encourage customers to use mobile services more, the public still considers the trustworthy image of BPJS to 
develop their intention to use mobile application services. The government must remain consistent in ensuring that the quality of mobile service 
is not compromised because the implications for BPJS image and public trust are at stake. Through the person in charge at BPJS, the 
government must continue to consistently evaluate and improve the system and educate the public regarding this BPJS health mobile service 
system.  Originality/value: This research offers new insights, filling gaps in studies on national health insurance mobile services during the 
Covid-19 Pandemic 
 
Keywords:  BPJS Health, Mobile JKN, Image, Trust, Intention  
 
 
 

 
  

1.    Introduction 
 
The Covid pandemic has caused many 
challenges to change, such as in the field of  
marketing strategy (Ikhsan and Eko, 2021) 
and especially in implementing Universal 
Health Coverage (UHC) (Rosyidah, Rosyidah, 
2022). For example, maintaining the quality of  
health services with various innovations, 
including; online queue, online referral system 
(P-care), mobile National Health Insurance 
(JKN) and various efforts to support the 
effectiveness of  post-COVID-19 health 
services (Rosyidah, Rosyidah, 2022). If  it is 
related to Covid prevention, all the 
development of  health service innovations 
has the impact of  minimizing direct contact. 
Service innovation has become even more 

necessary during Covid (Roma et al., 2021). 
One of  the health service innovations that has 
been introduced to the public is the mobile 
JKN Health Service, using information 
technology application that can be 
downloaded through the Mobile JKN 
application on Google Play Store or Apps 
Store. This application can be operated via 
smartphone and contains many useful 
features for JKN-KIS participants. JKN is a 
form of  service from the Social Security 
Administering Institution (BPJS), which is a 
special institution to provide health and 
employment insurance for the public, private 
employees, and civil servants in Indonesia.   
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One of the features provided by Mobile JKN 
is that participants can get information such 
as JKN info, location of health facilities, 
medical history screening, change participant 
data, and complaints. Then in Mobile JKN, 
BPJS Health participants can easily find out 
billing information. Mobile JKN also has an 
e-ID card for participants so it is more 
efficient compared to the usual membership 
card. However, there are still many 
weaknesses of the Mobile JKN application. 
The purpose of Mobile JKN is so that people 
can get services quickly. This application can 
be used anywhere at any time without a time 
limit (self-service) (BPJS Kesehatan, 2021).  
 
Since the enactment of JKN Mobile, the 
growth of JKN participants has reached 241.7 
million in June 2022 (Badan Penyelenggara 
Jaminan Sosial, General News, 22 June 2022). 
The Covid pandemic is one of the causes that 
encourage the acceleration of policies to use 
JKN Mobile. In 2021, the coverage of JKN 
program will reach 86.9% of Indonesian 
population, exceeding the RPJMN target of 
85%. Then this year in May 2022 the coverage 
was 88.6% of the total population of 
Indonesia, already exceeding the 2022 
RPJMN target of 87% (, Badan Penyelenggara 
Jaminan Sosial, General News, 22 June 2022). 
This development shows positive interesting 
information about the use of JKN Mobile. 
But on the other hand, the public as JKN 
participants need to adapt from direct contact 
services to indirect contact services.    
 
The phenomenon revealed from user 
complaints on the mobile JKN homepage can 
be suspected that the quality of mobile JKN 
(mobile JKN Service Quality) can affect BPJS 
Health image, then it is difficult to build public 
trust to stimulate the prospective users’ 
intention to use mobile JKN in the future (list 
of complaints see Appendix 1). User 
acceptance is important to determine the 
success of a system/application. Based on this 
background, this study was conducted to 
examine and analyze the influence of mobile 
JKN service and BPJS Health image on 
intention to use mobile JKN which is 
mediated by trust.  

1.1 Research Gap 
The innovation of health insurance services in 
Indonesia, especially mobile JKN services, has 
become an interesting trend that attracts 
various experts to conduct empirical studies 
(such as; Kreif et al, 2022; Madyaningrum et 
al., 2017).  
 
The research results on the influence of online 
service quality on intention to use still show 
non-uniformity results. There are empirical 
studies showing significant results (Ali et al., 
2022; Raman and Aashish, 2021; Mouakket, 
2020; Chopdar and Sivakumar, 2018; Wang et 
al., 2018; Zhang et al., 2016; Gao and Bai, 
2014; Malhotra and Kubowicz Malhotra, 
2013). The ease of using mobile applications 
is an important part that reflects the quality of 
mobile services has been found to have a 
significant contribution in shaping intention 
to use (Nguyen et al., 2022).   
 
Although many have found significant results, 
on the contrary, various studies have shown 
insignificant influence of mobile services or e-
services quality on intention to use (Ferreira, 
et al., 2021), from the context of mobile 
service quality in the health sector, from all 
dimensions of mHealth quality only system 
quality which was found to be significant, 
while service quality and information were 
found insignificant (Kaium et al., 2020).  
 
JKN Mobile has been around since 2015 but 
not many people use it and know, after the 
pandemic, its function has been maximized 
again and many new features have been 
added, including service registration, 
premiums, doctor consultations, surgery 
schedule, health screening, including the 
covered medicine. JKN Mobile expands its 
scope from mobile administrative services to 
mHealth. However, the results of the study 
show that the mHealt element does not have 
a significant effect on the intention to use 
(Kaium et al., 2020).    
 
Based on the research gap outlined, this 
research offers to examine brand image and 
trust as mediation variables. JKN Mobile is a 
service from BPJS Health which is one of the 
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brands of the Indonesian Government. The 
implication is that the JKN brand image has a 
very strong impact on trust. This 
phenomenon is an important reason for 
adopting brand image and trust as mediation 
variables on the influence of JKN mobile 
service quality on intention. The results of 
various empirical studies found that brand 
image has significantly built trust 
(Chinomona, 2016; Syed Alwi et al., 2016; 
Rosmayani and Mardhatillah, 2020; 
Salehzadeh et al., 2021; Ali et al., 2021; Khan 
et al., 2021; Handriana et al., 2021).  
 
Trust is considered appropriate as a mediation 
based on the phenomenon that Indonesian 
citizens need trust in new innovation in 
mobile services to encourage intention in 
using mobile services. The results of empirical 
studies show that trust significantly builds 
intention (Ali et al., 2022; Bailey et al., 2022; 
Trivedi and Yadav, 2018; Chiu et al., 2017; 
Saleem et al., 2017; Chemingui and Ben 
lallouna, 2013). ; Handriana et al., 2021) and 
loyalty (Chinomona, 2017; Singh et al., 2021; 
Li and Xie, 2021; Muhammad et al., 2022) and 
has been shown to be able to mediate the 
influence of mobile service quality on loyalty 
(Shankar and Jebarajakirthy, 2019). ; Trivedi 
and Yadav, 2020; Ghosh and Bhattacharya, 
2022).  
 
Previous research has used a lot of mobile 
service quality variables, trust, brand image 
and intention, but in the BPJS context, 
research is still very limited, especially in the 
COVID situation. 
 
1.2. Problem Formulation  
Based on the phenomenon of  JKN 
implementation and the research gap, it can be 
formulated the research problems as follows: 
Does JKN mobile service influence usage 
intention, and whether brand image and trust 
have real evidence to mediate the influence of  
JKN mobile service on usage intention. 
 
1.3. Research Problem 
Based on business problems and research 
gaps, the research problems are; Can the 
mobile JKN service directly and through the 

mediation of  trust and goods image be able to 
influence intention significantly? 
 
 
2. Literature Study / Hypotheses 
Development  
 
2.1 Customer Intention  
Intention to adopt refers to people's 
subjective probability that they will perform a 
behavior (Engelken et al., 2018). Intention is 
an important discussion of the Theory of 
Planned Behavior (TPB). Fishbein and Ajzen 
(2010) stated that in addition to attitude 
toward behavior and perceived behavior 
control, intention is also influenced by 
subjective norms, namely; normative beliefs 
concern the likelihood of receiving social 
approval for a particular behavior and hence 
the perceived social pressure to perform (or 
not perform) that behavior (Sun, 2020). A 
person's normative beliefs are considered 
strong if he is motivated to comply with social 
norms (Sun, 2020). Social pressure in the 
context of this research is the policy as the 
impact of the Covid pandemic, that urges the 
public as BPJS Health consumers to take 
advantage of JKN mobile services which 
ultimately has consequences on brand image, 
and trust to form intentions to use JKN 
mobile services.   
 
TPB recommends adding predictors but must 
meet the criteria of (a) specific behavior, (b) 
acting as a causal factor in relation to intention 
or action, (c) conceptually independent, (d) 
applicable to a wide range of behaviors, and 
(e) capable of consistently improve the 
prediction of intention or behavior (Sun, 
2020). Intention to use mobile services in the 
context of this study is in accordance with the 
criteria for predictors of intentions 
recommended by Fishbein and Ajzen (2010). 
The formulation is based on the phenomena 
and previous empirical studies that the 
intention to use mobile services is predicted 
by the direct or indirect influence of mobile 
services quality, brand image, and trust as 
depicted in Figure 1 the research conceptual 
framework.  
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TPB is used to predict purchase intentions 
because it is adjusted to the problems that 
arise in the form of complaints about mobile 
service quality (see Appendix 1). This research 
really needs the ability of each mobile service 

quality indicator. The reason for not using 
TAM is because this theory focuses more on 
the ability to predict the ease and benefits of 
technology. 

 
Tabel 1. 
Pemetaan Penelitian Pengaruh Mobile Service Quality Terhadap Intention Masa Covid 2020-2022 
 

 Variabel Model Keterangan 
Referensi Independen Mediating Dependent   

Camoiras-
Rodriguez 
and Varel, 
(2020) 

Value 
consciousness 
Shopping 
enjoyment 

Usefullness 
Easy of  Use 

Intention TAM 
Predictor, and  
Contextual 
predictor 

All significant positive 
hypotheses 

Himel et al. 
(2021) 

Usefullness 
Easy of  Use 
Trust 
Barierr 

Attitude Intention TAM Predictor All significant positive 
hypotheses,  

Sui and Geng 
(2021) 

Perceived 
transaction 
security  
Perceived privacy 
security 
 

Perceived ease 
of  use 
Perceived 
usefulness 
 

Continuous 
usage 
intention to 
e-transaction 
cards 

TAM 
Predictor, and  
Contextual 
predictor 

Only Perceived 
transaction security is 
not proven to have a 
direct effect on 
intention 

Al Amin et 
al. (2021) 

Customers' 
Confirmation 
Perceived 
usefulness  

Attitude 
e-satisfaction 
 

Intention Contextual 
predictor 

All hypotheses are 
supported 

Hasan, 
(2022) 

Usefullness 
Easy of  Use 
Convenience 

Attitude Intention TAM Predictor All significant positive 
hypotheses,  

Istijanto and 
Handoko, 
(2022) 

Perceived security 
Performance 
expectancy 
Effort expectancy 
Social influence 
Facilitating 
conditions 
Unfavorable 
attitude toward 
cash payment 

Favorable 
attitude 
Continuance 
intention to use 
 

Actual Use Contextual 
predictor 

All significant positive 
hypotheses,  
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Tabel 1 (Continued) 
Pemetaan Penelitian Pengaruh Mobile Service Quality Terhadap Intention Masa Covid 2020-2022 
 

 Variabel Model Keterangan 
Referensi Independen Mediating Dependent   

Esawe (2022) Mobile self-
efficacy 

Perceived 
enjoyment  
Performance 
expectancy  
Effort 
expectancy  
Consumer 
satisfaction 
Social influence 
Facilitating 
conditions 
Consumer’s 
behavioral 
intention 

Use Behavior UTAUT 
predictor, and  
Contextual 
predictor 
 

 

Abegao and 
Figue (2022) 

Performance 
expectation 
Effort expectation 
Social influence 
Perceived risk 
Perceived cost 

- Intention to 
adopt mobile 
payments 
 

Contextual 
predictor 

All independent 
variables have proven 
to have a significant 
effect on intention 

Jahan  and S
hahria,  (202
2) 

Expense  
Security  
Relative 
Responsiveness 
Convenience 
 

Satisfaction Loyalty Contextual 
predictor 

All independent 
variables have a 
significant direct 
relationship to 
satisfaction and 
indirectly build loyalty 
through satisfaction 

Shetu et al. 
(2022) 

Perceived 
usefulness 
Perceived ease of 
use  
Perceived 
compatibility  
Perceived personal 
innovativeness 
Perceived social 
influence 
Perceived 
insecurity 
  
 
 
 

Users’ 
behavioral 
intention 
 

continued 
usage 
behavior of 
digital wallets 
 

Moderation 
variabel: 
Perceived 
technological 
innovativeness.  
 
Model: TAM 
predictor and 
Contextual 
predictor 

Hampir seluruh 
hubungan variabel 
indipenden terhadap 
intention positif  
signifikan, kecuali 
Perceived personal 
innovativeness, 
Perceived social 
influence dan 
Perceived 
technological 
innovativeness gagal 
sebagai moderasi 
intention terhadap 
continued usage 
behavior of digital 
wallets 

Yaseen et al. 
(2022) 

Performance 
expectancy 
Effort expectancy 
Social influence 
Hedonic 
motivation 
Trust 

Behavioural 
intention 
 

Use Behavior Contextual 
predictor 

Except for effort 
expectancy, all 
independent variables 
have a significant 
effect on intention. 
And intention also 
has a significant effect 
on use behavior.  
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Table 1 describes most of the empirical 
research using contextual predictors to predict 
the intention to use technology during Covid 
and Post-Covid 19. There is a gap in using 
mobile service quality as a predictor of 
intention to use, resulting in limitations in 
detecting the quality of mobile services that 
are currently undergoing development to 
meet environmental changes driven by Covid-
19. When panic occurs, and people in 
developing countries have not fully used 
technology, public trust needs to be detected 
in order to build an image to build intentions 
to use technology.  
 
2.2 Mobile Service Quality and Intention  
The value of  a product or service is largely 
determined by the perceived service 
performance of  the user. Service quality is 
defined as consumer attitudes that are formed 
over time as a result of  service performance 
(Nguyen and Trang, 2018). According to Shin 
and Kim (2008), service quality is defined as 
the overall impression felt by consumers or 
users about the relative efficiency provided by 
service providers. 
 
Mobile service quality is defined as the service 
that customers use, which is delivered by the 
provider with a high level of  security and 
privacy, practicality, fun, and sociality (Arcand 
et al., 2017). Based on various definitions of  
mobile service quality Shankar and 
Jebarajakirthy (2019) have adapted for the 
development of  mobile service quality 
measurements, consisting of  reliability, 
privacy and security, website design, and 
customer service and support which are then 
used in the banking sector.  
 
The main driver of  mobile service quality is 
information technology which causes 
customers to be rational in evaluating their 
choices. Research results prove that customers 
who have high involvement will have high 
loyalty to mobile service quality (Calvo-Porral 
and Nieto-Mengotti, 2019).  
 
An important goal of  marketing activities is to 
build customer loyalty on an ongoing basis. 
Loyal behavior can be detected from the 

customer's intention to buy the quality 
offered. In the context of  mobile services, it 
is proven that mobile service quality is a 
determining factor for building customer 
intention (Zhang et al 2021; Raman and 
Aashish, 2021). Based on study result on the 
influence of  mobile service quality on 
intention, the following hypothesis can be 
formulated:   
Hypothesis 1: Mobile service quality has a positive 
influence on intention  
 
2.3 Mobile Service Quality and Brand Image  
Poor service will damage brand image (Mrad 
et al., 2022), on the other hand service 
recovery will improve brand image (Chen, 
2015). Service quality has a positive influence 
on brand image (Vinhas Da Silva and Faridah 
Syed Alwi, 2008; Sultan and Wong, 2019; 
Twum et al., 2021; Erkmen and Hancer, 2019; 
Han et al., 2019) and in the context of mobile 
or online service quality, empirically it is found 
that online service quality has an influence on 
brand image (Garcia et al., 2020).   
Hypothesis 2: Mobile service quality has an influence 
on brand image  
 
2.4 Mobile Service Quality and Trust 
Research has found that trust in service 
providers, mobile phones, and internet service 
providers is a determining factor in the 
adoption of  online service technologies 
(Davis, 1989). In general, quality can form 
trust (Han et al., 2019). In the context of  
online service, portal quality can shape trust 
(Hsin Chang and Wen Chen, 2008; Lee and 
Park, 2013; Arcand et al., 2017; Han et al., 
2019; Garcia et al., 2020; Zhang et al. 2021). 
Based on the empirical studies results, a 
hypothesis can be formulated  
Hypothesis 3; Mobile Service Quality has a positive 
influence on trust  
  
2.5 Brand Image and Trust  
Brand image is an accumulation of brand 
reputation that determines the level of 
customer trust. Much attention has been paid 
to their relationship. Various studies have 
proven that brand image has a strong 
influence on trust (Shao Yeh and Li, 2009; 
Rosmayani and Mardhatillah, 2020). Three 
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dimensions of brand image (Brand Value, 
Brand Characteristic, Brand Association) have 
an impact on brand trust (Wu and Liu, 2022). 
Based on previous studies on the impact of 
brand image on trust, the following 
hypothesis can be formulated:   
Hypothesis 4: Brand image has a positive influence on 
trust  

 
2.6 Trust and Intention 
The study of consumer trust is very necessary 
to understand consumer behavior when 
consumers are in conditions of uncertainty 
(Hartmann et al., 2015). The decision to 
choose a new innovation such as the newly 
introduced mobile service contains 
uncertainty. The level of trust in a new 
innovation largely determines how 
uncertainty can be minimized to support 
intention to use. When trust occurs in the 
brand, it will be able to reduce doubts to build 
intention to use the service. Furthermore, 
there is a study proving the initial trust that is 
created in prospective customers who do not 
adopt mobile services, significantly have an 
intention to use mobile services (Chiu et al., 
2017) 
 
The results of various studies have provided 
evidence that trust builds intention (Sharif et 
al., 2022; Copeland and Bhaduri, 2020; 
Castaldo, 2021; Trivedi and Yadav, 2018; 
Rosmayani and Mardhatillah, 2020; Han et al., 
2019; Tan et al., 2022). In the context of 
mobile electronic services, it was also found 
that trust in companies affects the intention to 
use mobile services (Bailey et al., 2022; Al-
Dmour et al., 2021; Irshad et al., 2020; 
Schlaegel, 2015; Hsin Chang and Wen Chen)., 
2008). Based on the results of previous 
research, the following hypotheses can be 
formulated:  
Hypothesis 5: Trust has a positive influence on 
Customer Intention   
 
2.7 Brand Image and Intention 
Brand image has an influence on intention 
(Wang and Yang, 2008; Chen, 2013; Yu et al., 
2018; Lee and Lee 2018; Whang and Im, 2018; 
Han et al., 2019; Guha et al., 2021; Li et al., 
2021; Rai et al., 2021; Rosmayani and 

Mardhatillah, 2020; Tan et al., 2022). Based on 
the conceptual approach and the findings of 
the empirical study of the influence of brand 
image on intention, a hypothesis can be 
formulated;  
Hypothesis 6: Brand image has a positive influence on 
intention 
 
 
3.     Methodology 
 
3.1. Variables and Measures 
This research uses quantitative methods, 
adopts and adapts indicators that have been 
validated in various previous studies. There 
are five latent variables involved in this study. 
Total 28 indicators involved (see Table 1). All 
of these latent variables are used as models to 
determine their simultaneous effects, namely; 
mobile service quality indicators were adapted 
from Shankar and Jebarajakirthy (2019), 
brand image indicators were adapted from 
Eduardo et al. (2019), trust is adapted from 
Liu et al. (2019) and intention indicators were 
adapted from Chen et al. (2018). Each latent 
variable is measured by several items that have 
been tested empirically and used in previous 
empirical studies. This study adopted these 
items. All items as research instruments used 
a five (5) point Likert scale ranging from 
"strongly disagree, which is 1 point" to 
"strongly agree, with 5 points."  
         
3.2 Construct validity and reliability 
Validity and reliability tests were conducted on 
30 respondents,  is an initial test to ensure that 
the questionnaire used is feasible. Validity and 
reliability test of  each construct and 
dimension indicators, was carried out by 
observing significant correlations and 
Cronbach Alpha per dimension or construct. 
A construct is declared reliable if  it has a 
Cronbach Alpha value exceeding 0.70 
(Malhotra 2007). The indicator is declared 
valid if  each indicator score has a significant 
bivariate correlation with the total indicator 
score. Table 2 Cronbach Alpha for each 
construct and dimension shows values above 
0.7, and the significant correlation per item 
shows positive result.
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Table 2.  
Questionnaire Validity and Reliability  

 

Variable  Reference  Dimension  Indicator  Correlation 
coefficient  

Cronbach 
Alpha 

JKN 
Mobile 
Service 
Quality  

Shankar and 
Jebarajakirt
hy (2019)   

Reliability 
(X1.1) 

Provide service as promised 
X1.1.1  0,962** 

0,961 

Provide timely service as 
promised X1.1.2  0,964** 

Get Transaction details X1.1.3  0,857** 
Accurate information X1.1.4  0,713** 

Privacy and 
security (X1.2 

Protection of privacy X1.2.1  0,854** 
Information protection X1.2.2  0,672** 
service guarantee X1.2.3 . 0,714** 

Website 
design (X1.3) 

Update for Perfection X1.3.1  0,654** 
Well organized X1.3.2  0,840** 
Interactive X1.3.3  0,878** 
Easy to use X1.3.4  0,464** 

Customer 
service and 
support (X1.4) 

Personnel has extensive 
knowledge X1.4.1  

0,852** 

Willingness of customer 
service X1.4.2  0,784** 

Personnel responsiveness 
X1.4.3  0,719** 

Prioritizing customers 
needX1.4.4  

0,962** 

Easy to contact X1.4.5  0,962** 
BPJS  
Brand 
Image 

Eduardo et 
al. (2019), 

 

Trust X2.1  0,879** 0,894 
Contribution to welfare X2.2  0,821** 
Positive opinion X2.3  0,895** 
Reference in health insurance 
X2.4  0,927** 

Trust  Liu et al. 
(2019) 

 

Consistency in Service Quality 
Y1.1  

0,987** 
0,960 

Fulfilling needs and wants 
Y1.2  

0,883** 

Trustworthy Y1.3  0,929** 
Have integrity Y1.4  0,987** 

Intention 
to Use 
Mobile 
JKN 
(Intention)  

Chen et al. 
(2018) 

 

Sending a request about the 
brand Y2.1 0,971** 

0,918 

Intention to choose Brand 
Y2.2 

0,868** 

Intention to recommend 
brand Y2.3  

0,792** 

Intention to say something 
positive about the brand Y2.4 0,952** 

Note: ** p is significant at the 0.00 level 
 
 
Based on the explanation of research 
problems, concepts, theories and results of 
empirical studies, and hypotheses, the 

research model can be described as shown in 
Figure 1.  
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Figure 1 
Research Model   

 
Decsription: Kepercayaan=Trust; Niat menggunakan JKN Mobile=Intention 

 
3.3 Sampling and Data Collection 
It is difficult to determine the number of 
populations, therefore the number of samples 
determination is carried out based on the rule 
of Hair (2016), namely the number of 
indicators multiplied by a constant 5 to 10. 

The number of indicators in this study is 28, 
taking constant 5 for reasons of time 
efficiency so that the number of samples in 
the study becomes 28x5 = 140 people. The 
selection of respondents was carried out by 
means of non-probability random sampling 

 
Table 3.  
Respondents Characteristics  

 
No Characteristics  Amount  Percentage (%)  
1. Gender:  

● Male  97 people 69,3 
● Female  43 people  30,7 

2. Occupancy:  
● Private Employee  14 people  10,1 

 Entrepreneur  90 people  64,9 

● Civil Servant  22 people  15,5 
● Others  14 people  10,0 

3 Age  

 ● 25-30 Years  10 people  7,14 

 ● 30>-35 years  20 people  14,29 

 ● 35>-40 Years   90 people  64,29 

 ● 40>-45 Years  10 people  7,14 

 ● 45 years and over   10 people  7,14 



Widiani, Kusuma, and Widnyana / Building BPJS Image, Public Trust and Intention to Use JKN Mobile Services During the Covid Pandemic 

196 

3. Education:  

● High School/Equivalent  32 people  22,9 
● Diploma 69 people  49,3 
● Bachelor degree 39 people  27,9 

Total  140 people  100 
 
 
3.4.  Data Analysis 
Inferential analysis was conducted to test the 
formulated hypothesis. To test the hypothesis 
in order to produce a fit model, the data were 
analyzed using Structural Equation Modeling 
(SEM), with the Partial Least Square (PLS) 
approach using Smart PLS software 
application program.   
 
The results show that all indicators have a 
loading factor value of <0.70, with p>0.05 
meeting the convergent validity criteria (Hair 

et al, 2006). The value of Average variance 
extracted (AVE) > 0.50 meets the 
requirements of convergent validity (Fornell 
& Larcker, 1981). Composite reliability results 
are accepted if the values are above 0.70. This 
value is in accordance with the criteria of 
Nunnally (1978). R Square of the dependent 
variable, namely customer satisfaction and 
customer loyalty above 0.75 is considered 
strong (Criteria: Chin, 1998; Hair, et al., 2011; 
Henseler et al., 2009).  

 
Table 4.  
Discriminant Validity  

 

Variable  

Average 
Variance 
Extracte
d (AVE) 

AVE 
Brand 
Image  

Trust 
Mobile 
Service 
Quality 

Intention 

Brand Image  0,765 0,875 1    
Trust 0,541 0,736 0,792 1   
Mobile service Quality 0,754 0,868 0,694 0,679 1  
Intention 0,667 0,817 0,760 0,693 0,735 1 

 
Table 4 shows the R-square values of trust and 
intention are in strong criteria explained by 
exogenous variables. Brand image has weak 
value. The ability of exogenous variables 

(mobile service quality) to explain brand 
image is considered weak (Chin 1998 criteria; 
Hair et al., 2011; Henseler et al., 2009).   

 
Table 5.  
Composite Reliability, R-Square  

 

Variable  
Composite 
Reliability 
(>0.70) 

Cronbach 
Alpha 

R-Square Results  

R-Square Criteria*  

Brand Image (Y2) 0,929 0,897 0,481 Weak  
Trust  (Y3) 0,825 0,733 0,837 Strong  
Mobile Service Quality (X) 0,980 0,978 - - 
Intention (Y4) 0,889 0,832 0,905 Strong  
Note: *=Chin (1998) criteria; Hair et al. (2011); Henseler et al. (2009)  
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The results of Q Square Predictive Relevance 
(Q2) calculation show a value of 0.984 which 
means the model shows good observations, 
where 98.5% of the relationship between 
variables can be explained by the model, while 
the rest (1.5%) is an error factor or other 
factors that are not included in the model. The 

evaluation of the inner model measured based 
on Q Square Predictive Relevance (Q2) and 
Goodness of Fit (GoF) above shows that the 
model formed by the constructs has a very 
good model category.  
 

 
Q2   = 1 – (1 – R1

2) (1 – R2
2) (1 – R3

2)   
 = 1 – (1-0,481) (1 – 0,837) (1 – 0,905) 
 = 1 – (0,519) (0,299) (0,560) (0,095) 
 = 1 – 0,015 
   = 0.985 or 98.5%      

 
3.5 Result Hypothesis testing  
The results of the structural model analysis 
show the relationship between the latent 
variables adopted as the concept of this 
research model as shown in Figure 1. and 
Table 6. All direct effects between latent 

variables show a significant positive 
relationship. T statistic is above 0.96 and P 
value is below 0.05. This means that 
Hypothesis one (H1) to Hypothesis six (H6) 
are all accepted.  

 
Table 6.  
Hypothesis Test  

 

Variable  Original 
Sample 

T 
Statistics P Values Information  

Mobile service Quality  Intention   0,662 8,808 0,000 Significant  
Mobile service Quality  Brand 
Image  

0,694 19,652 0,000 Significant  

Mobile service Quality  Trust 0,635 11,416 0,000 Significant  
Brand Image  Trust 0,352 6,402 0,000 Significant 
Trust Intention   0,195 1,977 0,049 Significant 
Brand Image  Intention   0,147 2,333 0,021 Significant  
Mobile service qualityTrust 
Intention to Use 

0,124 2,241 0,025 Significant 

Mobile service qualityBrand Image 
 Intention to Use 

0,102 2,367 0,018 Significant 

Mobile service quality Brand 
Image  Trust   

0,244 5,577 0,000 Significant  

Brand Image Trust Intention to 
Use 

0,068 1,702 0,089 Not Significant  

Mobile service qualityBrand Image 
TrustIntention to Use 

0,047 1,648 1,100 Not Significant 
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Figure 2.  
Research Result 
Description: Kepercayaan=Trust; Niat Menggunakan JKN Mobile=Intention to Use 
       
An analysis of the role of trust and image to 
mediate the relationship between the variables 
of JKN Mobile service quality and intention 
to use is shown in Table 6. Baron and Kenny 
(1986) stated that there are three types of 
mediating effects. Partial mediation occurs 
when the exogenous variable (X) is 
significantly related to the mediating variable 
(M), and M is also significantly related to the 
endogenous variable (Y), but the magnitude 
of the direct effect related to the relationship 
X to Y is reduced by adding M. The second 
type of mediation effect is full mediation. This 

effect occurs when the direct relationship 
between the X and Y variables becomes 
insignificant when the M variable is included 
in the model. The last type, mediation can 
occur when the presence of variable M does 
not change the significance and magnitude of 
the influence relationship between variables X 
and Y (Awang, 2012; Meyers et al., 2013). 
       Table 7 shows, trust and image play a role 
as a partial mediation of the influence of JKN 
Mobile service quality and Intention to Use. 
Image was also found to partially mediate the 
effect of JKN Mobile service quality on trust.

 
Tabel 7 
Recapitulation of  Mediation Variable Testing Results 

 

Mediasi Variabel Trust and 
Brand Image  

Model 
A 

(X-M-Y)  
B 

(X-Y)  
C  

(X-M1) 
D 

(M-Y) Information 

Mobile service qualityTrust 
Intention to Use 

0,124 
(Sig) 

0,662  
(Sig) 

0,635 
(Sig) 

0,195 
(Sig) 

Partial 
Mediation 

Mobile service qualityBrand 
Image  Intention to Use  

0,102  
(Sig) 

0,662 
(Sig) 

0,694 
(Sig) 

0,147 
(Sig) 

Partial 
Mediation 

Mobile service quality Brand 
Image  Trust 

0,244  
(Sig) 

0,635 
(Sig) 

0,694 
(Sig) 

0,352 
(Sig) 

Partial 
Mediation 

Brand Image Trust 
Intention to Use 

0,068 
(No Sig) 

0,147 
(Sig) 

0,352 
(Sig) 

0,195 
(Sig) 

No Mediation 

Keterangan: Sig= significant; NoSig=not significant; X= exogenous variable; Y= endogenous variable; M= mediation variable 
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5.     Findings and Discussion 
 
The variations in intention to use the JKN 
mobile application are not entirely due to the 
demands of the new normal situation, but are 
also caused by the level of performance of 
JKN Mobile service quality. This is evidenced 
by the fact that all hypotheses are accepted 
and all mediation roles are partial, meaning 
that various problems related to Mobile JKN 
Service Quality can significantly affect directly 
the intention to use, and through the 
formation of the image and trust of BPJS 
Kesehatan members to use JKN Mobile 
services. 
 
Based on the perspective of different 
independent predictors, this study result 
supports findings in other countries that 
mobile service application qualities have an 
impact on increasing intention to use during 
the Covid pandemic (Ali et al., 2022; Wong 
and Kwok, 2022; Zen and Yaşin, 2021).   
 
The meaning that can be explained from this 
formulation, to maintain BPJS brand image 
and user trust, it is very important to always 
maintain JKN mobile quality. If low JKN 
mobile services quality tarnish BPJS image, 
public trust will decline. On the other hand, if 
there is an increase in the perception of JKN 
services, it will have an impact on increasing 
brand image and trust.   
 
It seems that during Covid situation, BPJS 
members with better education levels, mostly 
men, under 40 years of age and 
entrepreneurial type of work, encourage the 
fulfillment of quality JKN online services. 
They do not want to take for granted 
application offered by the government due to 
the Covid 19 situation. The results of this 
research are in accordance with previous 
research findings that demographic 
characteristics such as education level, age, 
and income significantly influence the 
adoption of mobile service technology (Al-
Dmour). et al., 2021).   
 
The age level that tends to be easy to accept 
technology is under 40 years (Naicker & Van 

Der Merwe, 2018). The older the age, the less 
intention to use technology (Blut & Wang, 
2020). In addition to age, gender affects 
technology acceptance (Rahman, 2015; 
Cropley and Cropley, 2017; Fernández, 2015; 
Wajdi et al., 2020; Craig Van Slyke, 2010), 
including in the context of using online 
service application (Leon, 2018).  
 
The type of work also has an impact on the 
acceptance of online service application. Most 
JKN users are entrepreneurs. Based on 
gender, female entrepreneurs are less likely to 
adopt technology than their male counterparts 
(Bendell et al., 2020).  
       
 The educational background of  the majority 
of  JKN users is college-educated. The level of  
education greatly influences technology 
adoption (Rahman, 2015; Luh et al., 2014; 
Devi Juwaheer et al., 2012; Blut & Wang, 
2020), as mastering more knowledge will 
make it easier to understand the usefulness of  
technology (Jnr. & Petersen, 2022). 
 
 
6.    Conclusion 
 
An important conclusion from this research is 
that mobile service quality is proven to have a 
significant influence on building intention to 
use both directly and through the mediation 
of  trust and brand image in the context of  
BPJS Kesehatan in Indonesia. 
 
Practical implications that can be conveyed, 
the government must guarantee and pay 
attention to the development of JKN mobile 
service quality because it has a very strong 
impact on BPJS image as a stake and public 
trust in BPJS, furthermore it has strong 
potential on public intention to use JKN 
Mobile as technology. Although the Covid 19 
situation has forced citizens to use online 
services, thus limiting the number of queues 
and crowds at BPJS service offices, it does not 
mean that the public does not consider BPJS 
reputation as trustworthy to support their 
intention to conduct transactions through 
JKN Mobile.   
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The sampling technique is a limitation of  this 
study. Future research is very important to use 
probability random sampling. Another 
limitation is not using the fear of  Covid 
variable. Subsequent research needs to include 
the variable fear of  contracting Covid-19 as a 
moderation.  Future research is very 
important to involve elements of  Technology 
Acceptance Model (TAM) as a mediation of  
Mobile JKN Service Quality on BPJS trust 
and brand image to encourage public 
intention to use JKN mobile services. 
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Appendix 1.  
JKN User Complaints  
 

No Custome
r  

Complaint Statement  Formulated Meaning and Coding  

1 KM I've entered the data correctly, especially 
my cellphone number but this app says 
my cellphone number is not registered, 
instead it's other person’s cellphone 
number (SQ code). My cellphone number 
has never changed, only that one. I am 
pregnant and it was difficult to apply for 
BPJS KIS, coming to the office from 25-
10-21, I was told to go home even though 
I had brought complete files and it had to 
be done online. After tried it online, it 
was like this. Waiting to be contacted via 
WA, but until now there is no response. 
Wanted to know if this app could help, 
but instead, the case was like this (code T)  

● Mobile JKN  Service Quality 
(SQ : Service Quality) 

● Lack of Mobile JKN 
Responsiveness 

● Decreased trust (T: Trust)  

2 OZ Why does the password keep displayed to 
be wrong even though I've always used 
that password (SQ code) And I've 
succeeded in changing my phone number 
via PANDAWA, why is it still my 
previous phone number, which is no 
longer active. Troublesome. Poor!!!! 
(Code: I) Wanting to register using my 
child's account, even when I entered a 
phone number to request an OTP code, I 
need to use credit.  

● Mobile JKN  Service Quality 
● Disappointment with Mobile 

JKN Service Quality  
● Tarnished image  

(I : Image)  

3 PA Please update the application, it costs 
time for users (SQ code) Why are all the 
correct email and passwords I entered 
couldn’t get me in the app. I want to 
download a new card, I can't get 
treatment. It's very difficult to login the 
app (code T) While the entry limit given 
only 3 times. Then I have to wait. Please 
update the app, to reduce trouble when 
using it (R code)  

● Mobile JKN  Service Quality  
● Doubtful system reliability  

(R=Reliability)  
● Decreased trust (T: Trust)  

  
Five Types of Variables detected in JKN service user 
complaints   

● Mobile JKN Service Quality 
● Brand Image BPJS 
● Trust 
● Intention to use Mobile JKN    

Source: Mobile JKN Homepage, 2021  
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Appendix 2.  
PLS SEM Analysis Results  
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