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Abstract

This study aimed to determine the effect of service quality on perceived value mediated by brand image
and brand trust on the participant National Health Insurance Office Malang branch. This study was using
purposive sampling. 170 people who registered as social security administration's health Malang branch were
selected as the respondents. All variables are measured by Likert scale. The Data was analyzed using partial
least squares. The results are service quality influences significant ability to trust and brand image, and per-
ceived value does not significantly influence trust, but significant influences brand image. Brand image partially
mediates the effect of service quality on trust and fully mediates the effect of perceived value on trust. The
implication of this research is social security administration health Malang branch must maintain and improve
the quality of its services, promote and socialize to improve its brand image and brand trust.

Keywords: Service quality; perceived value; brand image; trust; social security administration.

Introduction

BPJS Kesehatan is an institution that transformed
from PT Askes (Persero) (National Health Insurance),
the which then this company is dissolved without li-
quidation. The product of the BPJS Kesehatan is health
insurance managed by the principle of social insurance
(Kementerian Keuangan Republik Indonesia, 2004).
The product from BPJS Kesehatan is health insurance
that called JKN KIS (Jaminan Kesehatan Nasional
Kartu Indonesia Sehat or National Health Insurance
Healthy Indonesia Card). The developing economy in
the community is the discrimination of health services
by health facilities in collaboration with the social secu-
rity administration in healthy of participants who seek
treatment at the health facility for various reasons.
Though it should be following the clauses of the coo-
peration agreement with the social security adminis-
tration in health. The health facilities are required to
provide health services by the provisions without any
discrimination in any form (Kementerian Kesehatan
Republik Indonesia, 2013). The problem that arises is
the BPJS Kesehatan faces many experience various
challenges related to the national health insurance pro-
gram, especially the existence of discrimination in
health services against health insurance of participants
in Malang City, Indonesia with various motives that
will affect the level of public trust in the BPJS Kese-
hatan in the future at Malang's branch office.

Brand trust is the desire of customers to rely on a
brand with the risks faced due to the expectation of the
brand that will lead to positive results (Lau & Lee,
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1999; Schurr & Ozanne, 1985). Brand trust is an im-
portant element formed from a marketing process and
an important element in making purchasing decisions.

Service quality is the expected level of excellence
and control over reviews These advantages to meet
customer desires (Tjiptono, 2007). The quality of ser-
vice provided to customers will have a broad impact on
various aspects of the company. In terms of providing
services, social security administration in health makes
every effort to provide the best service facing its cus-
tomers, the which flows through one of its values
items, namely excellent service. According to Arafah
(2004), in achieving goals oriented to customer satis-
faction, company performance determined consumers'
perceptions of the services provided. Research of ser-
vice quality on brand trust were studied by Han, Ngu-
yen, and Lee (2015), Azizan and Mohamed (2013),
Harris and Goode (2004), and Sahin, Zehir and Kitapgi
(2011) who examined the relationship of service qua-
lity to brand trust showing significant results between
the two, while Chinomona, Mahlangu and Pooe (2013)
suggested that service quality did not affect brand trust.

The perception of the service quality continue in
the process of forming an image on the company. The
company certainly hopes that by providing good ser-
vice, it would be followed by an increase on the com-
pany's brand image so that reviews these consumers
are able provide a positive response to it and later will
attract potential customers to be able to try or buy the
company's products. Research conducted by Nyadza-
yo and Khajehzadeh (2016) and Heri (2017) showed a
significant relationship between service quality and
brand image.
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Kotler (2009) stated that customer value was the
difference between total customer value and total cus-
tomer cost where the total customer value was a set of
benefits expected by customers from a particular pro-
duct or service and total customer costs were a set of
costs expected by consumers spent to evaluate, obtain,
use and discard the product or service. Customer per-
ceived value are able to affect a company's brand
image and trust in the product. So the higher product
percieved value is the higher the brand image and the
level of trust or trust in a product, and vice versa. In
several studies conducted by Kayaman and Arasli
(2007), Heri (2017) and Alhaddad (2015) showed that
perceived value had a positive and significant effect on
brand image.

Perceived value is related to brand trust, and this
is consumers' perceptions of a product are able to build
a strong trust in the brand of a product. Researches on
the perceived value of the trust were conducted by
Harris and Goode. (2004), Hasan, Kong, and Ainuddin
(2014), Oktora and Achyar (2014), and Cai, Zao, and
He (2015) yielding the conclusion that the perceived
value had a significant effect towards brand trust. In
contrast, the research conducted by Roca, José Garcia,
and José de la Vega (2009) suggested that the per-
ceived value had no significant effect on brand trust.

Tjiptono (2005) suggested that brand image or
brand description items, namely a description of the
association and consumer confidence in the certain
brands. Brand image are able to create trust in a pro-
duct. Brand trust is the hope for reliability and good
intentions of the brand (Munuera-Alemén, Delgado-
Ballester., & Yagiie-Gullen, 2003). Researches con-
ducted by Mohamed and Daud (2012), Chiang and
Jang (2007), Alhaddad (2015), and Maliyah (2015)
concluded that brand image had a significant effect on
brand trust.

Based on this phenomenon, this research tries to
fill the research gap between service quality and per-
ceived value of brand trust by previous researchers and
to determine the role of brand image as a mediator of
service quality and perceived value of a brand image.
Based on some of the phenomena and the problems
mentioned above, the significance of the relationship
variables, the significance of mediation, it has research
gaps to answer that researchers choose the title of the
influence of service quality and the perceived value of
the brand trust through brand image (research in the
BPJS Kesehatan Malang branch office).

Therefore, this study will explore the impact on
service quality, perceived image, brand image on
brand trust using direct and indirect effects in BPJS
Kesehatan Malang branch. The result of this study will
be useful for social security administration to a make
right decision about how to develop brand trust.

Social Insurance

Commercial insurance is a private insurance
company, the membership followed by transactional
agreement among customer and company. The
programs that are served depending on the needs and
abilities of the insured specified in the agreement. In
the field of health insurance, one is able follow a
program that costs will be charged or reimbursed by
the company. The amount of coverage at the option of
the insured and the insured premium paid every month
or every year. To Become a member of the insured
person must meet Certain requirements (Darmawi,
2000).

Social insurance is an insurance that managed by
the government or other agency or body designated by
the government as an insurance manager (Kemen-
terian Kesehatan Republik Indonesia, 2013). Social
insurance is a mechanism to collect contributions from
of participants is mandatory, in order to provide
protection to the of participants on the socio-economic
risks that may befall them or members of reviews their
families (Kementerian Keuangan Republik Indonesia,
2004). Unlike commercial insurance, social insurance
covers only basic protection the which is usually
specified in legislation (Darmawi, 2000).

Service Quality

Quality is a dynamic condition that affects pro-
ducts, services, people, processes and environments
that meet or exceed expectations (Tjiptono, 2014). In
order that the definition of services quality is able be
interpreted as an effort to meet the needs and desires of
consumers and the accuracy of Reviews their delivery
in balancing consumer expectations (Tjiptono, 2014).
The services quality is able be known by comparing
consumers' perceptions of the service that they actually
receive/ get with the service they actually expect/want
for the service attributes of a company. If the service
received or perceived (perceived service) is as ex-
pected, the service quality is perceived to be good and
satisfying, if the service received exceeds consumer
expectations, then the service quality is perceived to be
very good and quality.

According to Kotler and Armstrong (2012),
definition of service is any action or activity that are
able be offered by one party to another, the which is
essentially intangible and does not result in any
ownership. Production may be linked or not linked to
aphysical product. Service is the behavior of producers
in order to meet consumer needs and desires in order to
achieve customer satisfaction in itself. Kotler also said
that the behavior is able occur during, before and after
the transaction occurred. In general, a high level of
service that will generate high satisfaction and repeat
purchase more often.
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From the definitions of service quality, it could be
able to conclude that service quality is all forms of
activities Carried out by the company in order to meet
consumer expectations. Services in this case are
defined as services provided by the service owner in
the form of ease, accessibility, speed, relationships,
abilities, and hospitality aimed at attitudes and
properties in providing services for customer satis-
faction. Service quality are able be known by com-
paring consumers' perceptions of the service that they
actually receive/get with the service they actually
expect/want for the service attributes of a company.
The relationship between producers and consumers
extends far beyond the time of purchase to after-sales
service, lasting forever beyond the period of product
ownership.

Quality is a dynamic condition that affects the
products, services, people, processes, and environ-
ments that meet or exceed expectations (Tjiptono,
2014). Furthermore, the quality of service is able be
interpreted as an effort to fulfill the needs and desires
of consumers and delivery accuracy in balancing con-
sumer expectations (Tjiptono, 2007). Service quality is
a focused evaluation that Reflects the customer's per-
ception of elements of service such as interaction qua-
lity, physical environment quality, and outcome qua-
lity. Reviews These elements are in turn evaluated
based on specific service quality dimensions; reliabi-
lity, assurance, responsiveness, empathy and tangibles
(Sahinetal., 2011).

Parasuraman et al. (1988) in Azizan and Moha-
med (2013) had offered significant advances to the
understanding and measurement of service quality in
five aspects, tangibility, reliability, responsiveness, as-
surance, and empathy. Tjiptono (2011) suggested that
the ten dimensions of service quality that existed before
are able be summarized in five key dimensions’ items,
namely direct evidence, reliability, responsiveness, as-
surance, empathy.

The indicators of service quality (Sahin et al.,
2011) are follows:

1. Facilities and public service infrastructure in the
social security administration of health Malang
branch well maintained.

2. Ability social security administration of health Ma-
lang branch in meeting the needs of participants.

3. Ability social security administration of health Ma-
lang branch in dealing with complaints of partici-
pants.

4. Compliance social security administration of health
Malang branch employees in providing services to
the of participants in accordance with standard ope-
rating procedures that have been established

5. Understand the needs of the of participants and pro-
vide effective communication of the of participants.

Perceived Value

Perceived value has various meanings raised by
Several experts. Customer value or customer perceived
value items, namely perceptual preference and
customer evaluation of product attributes, performance
attributes, and the consequences obtained from the use
of products that Facilitate the achievement of goals and
objectives in usage situations (Tjiptono, 2014).
Tjiptono (2014) stated that customer value was the
difference between the total value added obtained by
consumers compared to the total costs incurred.
According to Gale (1994) in Palilati (2007) customer
value is the consumer's perception of the value of the
quality offered relatively higher than competitors will
affect the level of customer loyalty, the higher the
perceived value perceived by the customer, the greater
the likelihood of a relationship (transaction). The
desired relationship is a long-term relationship,
because the business and costs incurred by the
company are believed to be far greater if they have to
attract new customers or customers who have left the
company, rather than maintaining it. Thus, the
perceived value is able be defined as the difference
between the value of the benefits of an item or service
obtained by the customer and the value of the benefit
that is expected by the customer.

Customer value or perceived value and customer
preferences that perceptual evaluation of the perform-
ance attributes of the product attributes and the conse-
quences derived from the use of products that facilitate
the achievement of goals and objectives in usage situ-
ations (Tjiptono, 2014). Customers choose between
products that offer more value, the which is the sum of
product benefits, both tangible and intangible, and
costs (Kotler & Keller, 2012). Cai et al. (2015) describe
that perception may be shaped by the person concerned
eventually kin who will have almost the same percep-
tion that gives the perception. Higher perceived value
will lead to repurchasing intention towards the services
and products offered the roommates develops cus-
tomer loyalty in the long run (Hasan et al., 2014).

According to Sweeney and Soutar (2001) in
Tjiptono (2014), the dimensions of perceived value
consisted of the following four aspects play:

1. Emotional value, which is a utility that comes from
feeling or affective/positive emotions arising from
consuming the product.

2. Social value, the utility gained from the ability of
products to enhance the self-concept of social cus-
tomer.

3. Functional value, the usefulness which comes from
the quality of the product or product performance.

4. Price/value of money, the utility gained from the
perception of quality and performance expected for
the product.
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The indicators of perceived value (Hasan et al.,
2014) are follows:
1. Price: dues social security administration of health
affordable to the public.
2. The benefits: more of the benefits than drawbacks.
3. Sacrifice: providing a memorable experience of
enjoying a similar product with the money and time
spent.

Brand Image

Kotler and Keller (2012) defined brand image as
the perceptions and beliefs held by consumers, as
reflected in the associations held in consumer memory.
This are able be interpreted as perceptions and trust
held by consumers, which are reflected or embedded
in the minds and memory of a consumer himself. This
perception is able be formed from information or past
experience of consumers towards the brand. While
Aaker (2011) said that brand image was a collection of
associations that are formed and attached to the minds
of consumers. Brand image formed in the minds of
consumers. Consumers who are accustomed to using
the certain brands growing niche to have consistency
with the brand image.

From various reviews from experts it is able be
concluded that brand image is a representation of the
overall perception of the brand and is formed from
information and past experience of the brand. The
image of a brand is related to attitudes in the form of
beliefs and preferences towards a brand. Aaker (2011)
stated that the brand image was a set of associations
formed and attached to the consumer's mind. Brand
image was formed in the minds of consumers. Aaker
(2010) suggested the brand image was able be
measured from four things: recognition, reputation,
affinity, domain. Kotler and Keller (2012) defined
brand image as the perceptions and beliefs held by
consumers, as reflected in the associations held in
consumer memory.

According to Keller (2013) the factors that shape
the brand image were:

1. Excellence brand association

2. The Power of brands association

3. Uniqueness brand association

The indicators of brand image (Alhaddad, 2015)
are follows:

1. Total quality management, the social security ad-
ministration of health Malang branch a good repu-
tation in providing services.

2. Contribution, health product guarantees social se-
curity administration program of health Malang
branch for poor people.

w

Social values, social awareness.

4. Product trust, quality health insurance offered re-
liable.

5. Competitive price, product prices more competi-

tive.

Brand Trust

Alif dan Harahap (2013) defined trust as a gesture
showing the likes and stick to use a product or brand.
Trust will arise from the minds of consumers when the
products purchased are able to provide the benefit or
value that consumers want in a product.

Consumer confidence according to Mowen and
Minor (2002) was all the knowledge possessed by
consumers and all consumers about the conclusions
made objects, attributes, and benefits. Companies that
have a good reputation that the advertisements tend to
be trusted by the audience, people are more likely to
accept the company's brand, as well as the company's
logo are also more easily recognizable, and in turn
consumers become more loyal (Herbig, Milewics, &
Golen, 1994).

From some sense it is able to conclude that
customer confidence is a belief that arises on con-
sumers caused by various factors that influence his
judgment, customer trust itself are able be either
positive or negative to a product or company.

Cai et al. (2015) described brand trust reflected
consumers' beliefs about a brand's reliability, safety,
and honesty. Furthermore, brand trust was a key deter-
minant of brand loyalty, both attitudinal loyalty and
purchase loyalty. Trust as amultidimensional construct
in the research of business to business (B to B) or
business to consumer (B to C), with two dimensions:
honesty/reliability/expectancy and fairness/benevolen-
ce (Oktora & Achyar, 2014). Jasfar (2009) stated that
the confidence indicator consisted of three components
items, namely: integrity, benevolence, competence.

The indicators of brand trust (Hasan et al., 2014)
are as follows:

1. Trust in use, the confidence of participants to use
health insurance products such as JKN KIS from
the social security administration of health Malang
branch in health facilities.

2. Attention for quality, attention to product quality
health insurance products offered such as JKN KIS.

3. Attention for service, attention to the services pro-
vided at the branch office.

4. Product integrity, the quality of the health insurance
products sold such as JKN KIS are trustworthy.
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Conceptual Mapping

Service
Quality

Percieved H>
Value

Figure 1. The conceptual research framework
Relations Service Quality on Brand Trust

Trust (confidence) the consumers of a pro-
duct/service is a very important factor, high confidence
for a product/service provided by the consumer to be
an indicator of comfort and perceived safety of
consumers in the transaction (use/purchase). The better
the quality of services provided companies then
consumers will be more confidence in the company
and the products are given. Moreover, the company is
able to provide services with more value than expected
customer (Tjiptono, 2007). Trust occurs because of the
satisfaction felt by consumers will be a good quality of
service received, thereby service quality or better
service quality have an impact on the trust. The studies
by Sahin et al. (2011), Han et al. (2015), Harris and
Goode (2004), and Chinomona et al. (2013) showed
that brand trust was influenced by the quality of service
received by consumers. Based on the above researches,
the hypothesis in this study are as follows:

Ha: Service quality has an influence brand trust.

Relations Percieved Value on Brand Trust

If customers receive good value from a product
then it are able raise confidence in the brand (Shirin &
Puth, 2011). When the perceived value of giving
effects to the brand image of a product/ service,
psychologically he woke confidence that the products/
services it provides satisfaction, meaning that the
higher the value of perceived value also then be given
a more significant impact on the trust. Researches by
Harris and Goode (2004), Hasan et al. (2014), Oktora
and Achyar (2014), Cai et al. (2014), and Roca et al.
(2009) showed the influence of perceived value of the
trust. Based on these findings, the research hypothesis
proposed as follows:

H.: Percieved value has an influence on brand trust.

Relations Service Quality on the Brand Image

Gronroos (1984) in Lertwannawit and Gulid
(2011) described the research quality of service during
the early 1980s concluded that service quality was
closely associated with the trust and commitment that
service providers promised to deliver to consumers,
which have a direct impact on the image of the
organization. Service quality or service quality is one
thing that is very fundamental, especially in the field of
services, quality of services provided shall be in
accordance with customer expectations, good service
quality perceived by the consumer will have a positive
impact on consumer behavior in response to the image
of products/services received, so the likelihood that
consumers return to make a purchase or use of the
products/services it was very large. Influence of
Service quality or service quality to the brand image is
shown in the researches of Heri (2017) and Nyadzayo
and Khajehzadeh (2016). Based on these findings, the
research hypothesis proposed as follows:

Hs: Service quality has an influence on brand image.

Relations Percieved Value to Brand Image

Brand image is the perception of a brand is a
reflection of consumer associations in memory of the
brand (Keller, 1993). The consumer's perception of the
value of a product/service is very important for
manufacturers, manufacturers of these perceptions will
create a marketing strategy to raise the price that is
acceptable to consumers based on perceptions. if the
price of a brand that is cheaper than perceived value,
consumers will buy products/services of the brand.
Brand image will have a higher value if the perceived
value is built to give satisfaction and confidence in the
minds of consumers that the brand is different from the
products/services like. In other words, perceived value
has an influence on brand image as the results shown
from researches of Kayaman and Arasli (2007),
Alhaddad (2015) and Heri (2017). Based on these
findings, the research hypothesis proposed as follows:
H.: Percieved value has an influence on brand image.

Relations Brand Image to Brand Trust

Lau and Lee (1999) suggested that the charac-
teristics of brand building brand image was relatively
more important in their influence on consumer
confidence in the brand. brand image which have a
high value as a result of perceived value that is built up
in the minds of consumers will give an assurance that
the Brand is satisfactory for consumers so the
confidence to buy/reuse of products/services with the
brand high, meaning that the brand image has an
influence on brand trust as demonstrated in studies of
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Han et al. (2015), Mohamed and Daud (2010),
Alhaddad (2015). Based on these findings, the research
hypothesis is proposed as follows:

Hs: Brand image has an influence on brand trust.

Relations Service Quality on Brand Trust Through
Brand Image

In general, a good service will give high sa-
tisfaction to customers, such as the results of researches
by Sahin et al. (2011) and Han et al. (2015), but good
service is not necessarily also provide customer
satisfaction if the image of the goods/services received
by consumers do not have the brand value is high in the
minds of consumers, establishing a good image for a
product/ service is important, as this will give positive
impetus to the customer's decision to choose the pro-
ducts/services that the like, in other words the
confidence (trust) is high for a product/service that
arise because of the influence of self-image that is built
into the consumer. Heri (2017) provided that service
quality had an influence on the trust through brand
image. Based on these findings, the research
hypothesis is proposed as follows:

He: Service quality has an influence on brand trust
through brand image.

Relations Percieved Value of the Brand Trust
Through Brand Image

As shown in the studies of Harris and Goode
(2004), Hasan et al. (2014), Oktora and Achyar (2014),
Cai et al. (2015), Roca et al. (2009) that perceived
value gave effect to the Trust. While the research
conducted by Harris and Goode (2004), Hasan et al.
(2014), Oktora and Achyar (2014), Cai et al. (2015),
Roca et al. (2009) showed conclusively where the
brand image gave an effect to the trust. On previous
researches conducted by Harris and Goode (2004)
showed that the perceived value had an influence on
the trust through brand image. In this research, brand
image is identified as intermediate variables
(mediation). Based on those findings, the research
hypothesis is proposed as follows:

H7: Perceived value has an influence on brand trust
through brand image.

Operational Definition of Variables
Service Quality

Quality of service are able be interpreted as an
effort to fulfill the needs and desires of consumers and
delivery accuracy in balancing the expectations of
consumers (Tjiptono, 2007). Indicators used to
measure the quality of service refers to the studies of

Sahin et al. (2011) and Parasuraman cited by Tjiptono
(2011) as the object of research in the form of
customers vote on a new product are:

Direct evidence (Tangibles)

Reliability (Reliability)

Responsiveness (Responsiveness)

Assurance (Assurance)

Empathy (Empathy)

®op o

Percieved Value

Customer value or customer perceived value that
customer perception of the value at which the company
should consider the value in developing products and
services that conform to what is expected of customers
(Gaffar, 2007). Measurement of perceived value in this
study are:

1. Social value
2. Functional value
3. Price/value of money

Brand Image

Kotler and Keller (2012) defined brand image as
the perceptions and beliefs held by consumers, as
reflected in the associations held in consumer memory.
This are able be interpreted as the perceptions and
beliefs held by consumers, which is reflected or
embedded in the minds and memories of the con-
sumers themselves. Components brand image as
measured in this study were participants National
Health Insurance Services consisting of various
segments of the membership.

In measuring brand image of a product, according
to Alhaddad (2015) there are three important parts in
measuring brand image:

1. Overall management quality
2. Institutional contributions to society
3. Quality goods/services

Brand Trust

Barnes (2003) defined that trust was the belief
that someone will find what he wanted in the other
person, and not what he feared. Trust involves the
willingness of a person to behave in particular because
of the belief that its partners will provide the
satisfaction he had hoped and a hope that is generally a
person that says, promises or statements of other
people are able be trusted. Components of trust or
confidence as measured in this study were participants
of BPJS Kesehatan who have used the services of
health funding in health facility in collaboration with
BPJS Kesehatan.

This research refers to research by Hasan et al.
(2014) for the object under study have similarities as a



Wijaya: The Effect of Service Quality, Perceived Value and Mediating Effect of Brand Image 51

fellow financial institution, namely banks. Confidence
indicators in this study based on the opinions of Mayer,
Davis, and Schooman (1995), which consists of three
components, namely:

1. Perception integrity (integrity)

2. Virtue (benevolence)

3. Capability (competence)

Research Methods

This study uses a pattern of explanation and using
the questionnaire as th instrument to gather data. Po-
pulation and sample in this study were BPJS Kese-
hatan of participants listed in Malang and have used the
services of a health financing social security adminis-
tration Health and Knew thoroughly associated rights
and obligations of participants as social security admi-
nistration of health Malang branch.

Sugiyono (2009) stated that the determination of
the amount of the sample using the formula Roscoe,
that was at least 10 times the number of observed va-
riables or 170 indicators. The sampling technique used
in this research was purposive sampling according to
several criteria (Sugiyono, 2009). Total questionnaires
were distributed in this study a number of 205 ques-
tionnaires and 35 questionnaires were not returned to.

This study used a questionnaire using a Likert
scale with 1-5 points ranging from strongly disagree
(score 1) to strongly agree (score 5). The Data analysis
technique used was Partial Least Square (PLS) because
it was possible to do structural equation modeling with
a sample size that were able be adjusted and did not
require multivariate normal assumptions. It was a po-
werful analysis method because it was able be applied
to all the data scales. In addition to being used as con-
firmation of theory it was also used to build whether
there was no theoretical relationship or proposition
testing. It was used as structural modeling with reflec-
tive indicators that were indicators considered to be
influenced or reflect latent constructs.

Results and Discussion
Results

The respondents in this research are mostly men
(54.8%), aged between 26-35 years old (55%), mar-
ried status (70.6%), with a bachelor's degree as much
as 63.5%. In addition, the respondents work in the
private sector (30.6%) with a salary between 5,000,001
to 10,000,000 Rupiah (42.3%).

The result of convergent validity on Table 1
shows that all indicators have factor loading the which
are bigger than 0.4. The value of the Average Variance
Extracted (AVE) and communality value of more than
0.5. So, all indicators are able used for further analysis.

Table 1
The Result of Convergent Validity Test

Indicator ngaa::jtlc?rg AVE Communality
Service Quality (X1)
Tangible 0.764
Reliable 0.869
Responsiveness 0.888 0.700 0.700
Assurance 0.818
Empathy 0.839
Perceived Value (Xy)
Price 0.780
Benefit 0878  0.720 0.720
Sacrifice 0.884
Brand Image (2)
Total Quality
Management 0.820
Contribution 0.714
Social Value o731 09%  05%
Product Trust 0.863
Competitive Price 0.722
Brand Trust (Y)
Trust in Use 0.813
Attention for Quality 0.911
Attention for Service 0.830 0.706 0.706
Product Integrity 0.804

The result of discriminant validity on Table 2
shows cross loading value is more than 0.5. So that in-
dicate the variable is valid.

The result of the reliability test on Table 3 shows
that both Cronbach's Alpha and Composite Reliability
has higher than 0.7 indicate that each variable is re-
liable.

Table 2
The Result of Discriminant Validity
Cross
L oading SQ PV BI BT

SQ1 0.764 0.508 0.619 0.635
SQ2 0.869 0.518 0.635 0.713
SQ3 0.888 0.480 0.658 0.699
SQ4 0.818 0.467 0571 0.575
SQ5 0.839 0.569 0.668 0.676
PV1 0.430 0.780 0.504 0.408
PV2 0.542 0.878 0.645 0.552
PV3 0.564 0.884 0.660 0.592
BI1 0.755 0.578 0.820 0.692
BI2 0.501 0475 0.714 0.497
BI3 0.539 0.495 0.731 0.462
Bl4 0.620 0.626 0.863 0.735
BI5 0.461 0.580 0.722 0.581
BT1 0.634 0.568 0.638 0.813
BT2 0.733 0.534 0.736 0.911
BT3 0.696 0.525 0.634 0.830
BT4 0.588 0.450 0614 0.804
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The test results from the direct effect hypothesis
1 to hypothesis 5 shown in Table 4 indicate that the Hy,
Hs, Ha, and Hs received with the value of each p-value
of 0.00, the which means the value is less than 0.05,
while H: is rejected Because the p-value of 0.378 the
which means greater than 0.05. Table 5 shows the
results of the indirect test on Hes and H; with p-values
of 0.000 each smaller than 0.05, so it are able be
concluded that Hs and H7 accepted.

Table 3
The result of Cronbach's Alpha and Composite
Reliability

. Cronbach's ~ Composite

Variable Alpha  Reliability
Service Quality (SQ) 0.892 0.921
Perceived Value (PV) 0.806 0.885
Brand Image (BI) 0.830 0.880
Brand Trust (BT) 0.861 0.906

The research findings show that service quality
signified ability influence brand trust. This means that
the better quality of service or service quality provided
by BPJS Kesehatan it will increase the level of
confidence or brand trust of society to BPJS
Kesehatan. The results of this study confirm some
previous studies by Sahin et al. (2011), Han et al.
(2015), Harris and Goode (2004), and Chinomona et
al. (2013) which suggests that service quality signi-
ficate ability influence brand trust.

Table4
The results of the analysis of the Direct Impact
Hypothesis Testing

Hypothesis Co gf?itg ent t-statistics v aFIJU o

H; 0.459 6.779 0.000

H. 0.055 0.882 0.378

Hs 0.507 9.376 0.000

Hy 0.409 6.359 0.000

Hs 0.396 5.757 0.000
Table5

The Results of the Analysis of the Direct Impact
Hypothesis Testing

. Path t-
Hypothesis  ~oefficient  statistics P VAIUeS
He 0.467 5.025 0.000
Hy 0.116 4.642 0.000

Effect of Service Quality on Brand Trust

BPJS Kesehatan Malang branch strives to pro-
vide the best services for its participants. It is able be
seen from the facilities and infrastructure of the
participants are quite complete and adequate, such as
the availability of seats in the waiting participant, signs

counter clear, queuing system integration, toilet
participants are clean and online service counter.

BPJS Kesehatan Malang branch employees who
served as customer service also friendly, responsive
and solution-to the participants or customers.
Participants of BPJS Kesehatan Malang branch of the
needed information will be described in detail, and for
students who have problems in the use of health
financing services JKN KIS will be assisted in
accordance with established procedures. In providing
services to the participants of BPJS Kesehatan Malang
branch standards mandatory service time for
employees and the designation of the SLA (service
level agreement) for the handling of customer
complaints related to the service of BPJS Kesehatan
Malang branch.

It is a constraint of BPJS Kesehatan Malang
branch of service delivery is the cone overlapping
authority with partner health facilities. Some par-
ticipants often complain of health services by health
facilities partners to BPJS Kesehatan Malang branch,
whereas the regulation (Sekretariat Kabinet Republik
Indonesia, 2018). Each party is set up with their
respective authorities. However, BPJS Kesehatan
Malang branch remains consistent with applicable
laws and regulations. Thus, it helps keep the public
received complaints related to health facilities are then
mediated by the relevant health facilities.

Effect of Percieved Value on Brand Trust

These research findings indicate that the per-
ceived value does not signifiers ability influence brand
trust. This means that the higher the perceived value of
society then increase public trust towards BPJS
Kesehatan services. The results of this study confirm
the research of Roca et al. (2009) found that perceived
value had no effect on trust.

The public perception that arise from other con-
sumer experiences affect public confidence. Initially
society considers health insurance products from BPJS
Kesehatan an accurate solution of the government to
cope with the expensive health costs. The govern-
ment's commitment to the aspects of education and
health is also very high, it is reflected in the budget
2019 which the government allocates five percent of
the health budget, equivalent to 123 trillion Rupiah
(Kementerian Keuangan Republik Indonesia, 2019)
However, in its development, there are still elements
partner health providers who provide unsatisfactory
health services for the community or participants of
BPJS Kesehatan Malang branch, so that when any
problems occur then the negative news will quickly
spread and the effect on public confidence. This is quite
unfortunate.
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Effect of Service Quality on the Brand Image

These research findings show that service quality
signifiers ability influence the brand image. This
means that the better quality of service or service
quality provided by BPJS Kesehatan will increase
BPJS Kesehatan Malang branch’s brand image in the
public eye. The results of this study confirm the
research of Nyadzayo and Khajehzadeh (2016) and
Heri (2017) which stated that service quality signi-
ficantly influenced the brand image.

BPJS Kesehatan Malang branch seeks to provide
a good quality service to the participants or customers.
It is able to see from the efforts to improve the quality
of services that implement standardization of services,
such as smiles, greetings, and greetings, informative
response friendly program, define a service level
agreement (SLA) to deal with complaints of
participants. On the other side, BPJS Kesehatan
Malang branch always holds regular training for
frontline officers and chief relationship officer. So each
officer of BPJS Kesehatan Malang branch will be able
to consistently provide the best services in accordance
with applicable regulations. Along with the develop-
ment of technology, innovation of BPJS Kesehatan
Malang branch also issues online services through
mobile applications that are able be downloaded JKN
PlayStore and AppleStore. By with this application,
participants no longer need to queue up for adminis-
trative purposes. BPJS Kesehatan Malang branch is a
state institution of public service is also integrated with
www.lapor. go.id website so that all forms of
complaints and dissatisfaction are able soon be directly
reported to include supporting evidence and its
completion are able be monitored openly. Thus, BPJS
Kesehatan Malang branch are able to maintain and im-
prove the quality of service so that brand its image is
able also be improved.

Effect of Percieved Value to Brand Image

These research findings indicate that the per-
ceived value signifiers ability influence the brand
image. This means that the higher the perceived value
of society, it will increase people's brand image of
BPJS Kesehatan Malang branch. The results of this
study confirm the research of Kayaman and Arasli
(2007), Heri (2017) and Alhaddad (2015) which states
perceived value significate ability influence the brand
image.

BPJS Kesehatan Malang branch is the only health
insurance with the state as a guarantor is a fundamental
factor for people to be able to trust the new health
insurance product, which isa JKN KIS is a product that
is sufficiently trustworthy. Dues of BPJS Kesehatan
Malang branch is more affordable compared with

other private insurance and guarantee programs. They
are more extensive health care costs with no limit fees
provided that the appropriate procedures applied will
be borne entirely. The government also initiates
specific program guarantees for citizens who are not
able to afford. To guarantee the health is through public
health insurance (Assurance) which is funded by the
state through the state budget or regional health
insurance. It’s financed through the budget increase for
weak economy people to enroll into the program of
BPJS Kesehatan. The central government and the local
governments themselves are always to prioritize public
health guarantee by routine budget of APBN (national
budget) and APBD (regional budget) to include the
community in the health insurance program of JKN
KIS. It makes BPJS Kesehatan to have more value in
the eyes of society. Thus, the high perceived value will
raise the brand image society to BPJS Kesehatan.

Effect of Brand Image on Brand Trust

These research findings indicate that a significant
effect on brand image brand trust. This means that the
higher the brand image of BPJS Kesehatan Malang
branch will increase trust of the public. The results of
this study confirm the researches of Chiang and Jang
(2007), Mohamed and Daud (2010), Alhaddad (2015),
and Maliyah (2015) which concluded that the brand
image significate ability influence brand trust.

BPJS Kesehatan Malang branch is a body of
public services continue to be consistent in providing
the best service to participants that aims to maintain the
trust of the public and the government in carrying out
the responsibility of providing for the public health
financing. Poor image development of society on
health facilities provided is BPJS Kesehatan’s
responsibility. It is related, because as BPJS Kesehatan
insurance has its own role and health facilities as health
care providers also have their own role. But in reality
some health facilities accidentally took the blame BPJS
Kesehatan when there is a group of people who
complain about their health care.

BPJS Kesehatan as financial institution also is
maintaining its reputation in maintaining the trust
funds from the public. Payments to BPJS Kesehatan
such as dues and fines of health services through a
virtual bank account through a different one every
individual or institution. With the system then
accountability of BPJS Kesehatan as financial
institutions are well preserved because automation
system will minimize the deviation. In terms of claims
payment, BPJS Kesehatan implements a FIFO (first in
first out). It means the claim which enters first will be
paid prior to such regulation and fair system in payouts
claim. This will have an impact on the reputation BPJS
Kesehatan in the eyes of partner health facilities.
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Effect Service Quality to Brand Trust through Brand
Image

The test results indicate that the effect of me-
diation on service quality brand trust by involving
brand image as a mediating variable. Mediation impact
of the brand image is mediating part (partial
mediation). Its meaning is the absence of the brand
image of the service quality are able still to affect brand
trust. The results of this study confirm the results of
previous studies of Heri (2017) and Han et al. (2015).

BPJS Kesehatan Malang branch is a state agency
in charge of serving the general public in the field of
health insurance. BPJS Kesehatan is obliged to provide
a good service for the whole community that become
participants. Communities that have been satisfied
using the services of partner of BPJS Kesehatan
Malang branch in health facilities as well as from direct
service of BPJS Kesehatan itsself will judge that BPJS
Kesehatan’s trustworthy image which would then re-
commend health insurance products from BPJS
Kesehatan to their colleagues.

The principle of mutual assistance in BPJS
Kesehatan is a major fundamental in shaping the image
of BPJS Kesehatan Malang branch as social institution.
Community must be very happy if in making a
purchase, the money that is issued is not just a
commercial nature, but there are social values
contained therein. Thus brand image is able mediate
the relationship between service quality to brand trust.

Effect perceived Value to Brand Trust through
Brand Image

The test results indicate that the effect of me-
diation on the perceived value brand trust by involving
brand image as a mediating variable. Mediation impact
the brand image is the full mediation (full mediation).
Its meaning is the absence of the perceived value of
brand image are able not affect brand trust. The results
of this study confirm the results of previous researches
done by Harris and Goode (2004) and Alhaddad
(2015) which suggests brand image may mediate the
relationship between perceived value of the brand trust.

The public has good perception of health insu-
rance from BPJS Kesehatan since as the embodiment
of the state's presence in the fulfillment of health
financing needs of its people. The government is very
serious in implementing the universal insurance
program for all Indonesian people so that the health
insurance program JKN KIS of BPJS Kesehatan
always is well guarded by a related party. Undeniably
also health insurance program JKN KIS of BPJS
Kesehatan is also experiencing problems, especially
problems of sufficient funds for the financing needs of
the health of Indonesian society. However, this does

not matter the participants of BPJS Kesehatan, as long
as it is borne entirely by the state and throughout the
country still exist it they are able be said BPJS Ke-
sehatan and the program are not able to be bankrupt.

Conclusion

This study has implications for the development
of related concepts of service quality, perceived value,
brand image, and brand trust of the BPJS Kesehatan
Malang branch. We hope this research are able to be
references relating to the effect on service quality and
perceived value to the brand image mediating role in
affecting brand trust.

Empirically, this study shows that the variables of
service quality has a significant impact on brand trust
supported by researches of Sahin et al. (2011), Han et
al. (2015), Harris and Goode (2004), Chinomona et al.
(2013), and Azizan and Mohamed (2013). Variable
service quality has a significant impact on the brand
image that is supported by the results of researches of
Nyadzayo and Khajehzadeh (2016) and Heri (2017).
Brand image variable has a mediating role between the
variables of service quality with brand trust. It also has
asignificant effect. It is supported by researches of Heri
(2017) and Han et al. (2015). Thus the brand image
variables are able be used as a mediation between
service quality with brand trust,

Perceived value variable shows no significant
relationship to the brand trust. It is contrary to
researches of Harris and Goode (2004), Hasan et al.
(2014), Oktoraand Achyar (2014) and Cai et al. (2015)
but it has the same conclusion as the study Roca et al.
(2009). Perceived value has a significant ability effect
on brand image. It is in line with researches of
Kayaman and Arasli (2007), Heri (2017), and
Alhaddad (2015). Variable perceived value shows a
significant relationship to brand trust with mediating
variable given brand image. This is according to
researches of Harris and Goode (2004) and Alhaddad
(2015). Perceived value has no direct influence on the
brand trust. So the brand image indicates mediation
role as a bridge linking the influence of perceived value
against brand trust.

Practical contributions are able to be explained as
follows: BPJS Kesehatan Malang branch has to
maintain the quality of its services to participants.
Along with the increasing number of participants of
BPJS Kesehatan and rising health costs are borne.
BPJS Kesehatan needs to deliver new innovations in
the development of its services, so that the challenges
ahead to maintain the trust and related services are able
to overcome with good quality.

BPJS Kesehatan Malang branch needs actively to
maintain the public perception of BPJS Kesehatan
remains positive. Reality on the ground suggests that
the perception of BPJS Kesehatan influenced by the
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health services in partner health facilities is a significate
ability challenge, since each party actually has the
rights and obligations of each.

BPJS Kesehatan Malang branch needs to keep
always positive brand image to maintain brand trust.
With a positive brand image that will strengthen the
influence perceived value to trust and influence service
quality to brand trust. Things to BPJS Kesehatan
Malang branch are able to do direct promotion through
various media such as other commercial advertising,
but the content of the ad contains a message of social
and moral for people to regularly pay dues BPJS Ke-
sehatan and registering other acquaintances.

General research has addressed the formulation
of the problem, but there are still many limitations,
among others: There are a few samples of participants
of BPJS Kesehatan which are located in Malang but
are not registered BPJS Kesehatan Malang branch. So
itis able not to be used as a sample.

Several samples are still less understood asso-
ciated rights and obligations between partners of BPJS
Kesehatan Malang branch with health facilities that
need educational efforts against these samples. Some
of the samples did not want to directly fill out the
questionnaire but get someone else to insert it.
Measurement of brand trust are able still be measured
by other variables in addition to service quality and
perceived value, such as the brand experience (Baser,
Cintamir, & Arslan, 2015), brand awareness
(Alkhawaldeh, Al-Salaymeh, Alshare, & Eneizan,
2017), and satisfaction (Park, Lee, Lee, & Truex,
2012).
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