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ABSTRACT 

Study aim For know influence quality information and perception convenience to interest use 

mobile app jkn for people in the city Medan with satisfaction participant as intervening 

variables, good That in a way direct whatever in a way No direct. Study This use approach 

quantitative with technique analysis statistics that is Partial Least Square Model (PLS SEM). 

Influence results Quality Information and Perception Convenience towards Interest in Use is 

equal to 0.543 meaning magnitude influence 54.3% or with that's the model classified as 

moderate (medium). Then results influence Quality Information and Perception Convenience 

to Satisfaction Participant is equal to 0.382 meaning magnitude influence 38.2% or with that's 

the model classified as weak (weak). 

Keywords:  Quality Information, Perception Convenience, Re-Interest Usage, 

Satisfaction Participant. 

 

 

INTRODUCTION 

Re -Interest Use refers to the extent to which a person or a group of interested and 

willing people use something products, services or technology. In context mobile 

application, interest repeat use refers to how much big user interested and willing use 
application the For fulfil need or reach objective certain. Quality information is extent of 

information contain element content, appearance, and temporal characteristics that provide 

benefit for user end certain. In applying the Delone and Mclean model, for reach quality 

optimal information, a system is also needed effective application in processing data into 

information that has value and benefits (Nurajizah & Sari, 2023) . If user end of the 

information system believe that quality the information produced from an information 

system is OK, then user end will feel satisfaction in using information systems the 

(Budhiarta, 2016) . Problems that arise related with quality information presented in JKN 

Mobile application is exists Obscurity or minimal information in instruction For user 

application in use features available in the Mobile JKN application. Perception convenience 

use refers to the extent to which a person believe that using a certain system will free from 

effort, (Langelo, 2013) . Study (Olivia, 2022) put forward that perception convenience 

become foundation and construct main influence somebody in interest sustainable use e-

wallet application. Besides that (Ashghar & Nurlatifah, 2020) , (Brahmin, 2021) prove that 
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perception convenience own influence positive to interest sustainable using e-wallet because 

consumers who feel convenience will Keep going use technology the. Satisfaction customer 

is related parts with creation mark customer. Because of its creation satisfaction customer 

means give benefit for company (Sasongko, 2021) . But when hope more big from mark 

reality so customer will feel No satisfied even feel disappointed. Satisfaction seen be one 

causing factors interest use (Maharani, 2023). 

 

LITERATURE REVIEW 

Re -Interest Use 

 Interests (Interest), namely trend or great desire to something. Re- interest according 

to (Indrawati & Pattinama, 2021) is interest purchase or consumer - based usage on 

experience purchase or use that has been carried out by consumers in the past To use can 

become consideration in use product the in a way repeat. 

 

Quality Information 

 Information is data that can be form notice, description, or processed news or 

modified like that appearance so that can beneficial for recipient message. According to 

(Romney, 2015) quality information is data that has been managed and processed For 

provide meaning and improve the retrieval process decision. 

 

Perception Convenience 

 Perception convenience use the JKN Mobile application refers to how user or 

participants of the National Health Insurance (JKN) program in Indonesia see extent of 

application the easy used in matter functionality. Perception is about understanding 

consumer in a way subjective No based on reality objective (Elliott, 2004) . Perception 

convenience is also a factor important in effort  use technology as well as For know extent 

of innovation difficult For understood or used (Raida & Bouslama, 2013) . 

 

Satisfaction Participant 

 Satisfaction participant in use JKN Mobile application refers to the level satisfaction 

to experience they in use JKN Mobile application. Satisfaction customer defined by (Kotler 

& Keller, 2018) , as feeling like or disappointed someone who comes from from comparison 

between the impression to performance (result) of something product with his hopes. 

 

METHODS 

 Study This use study quantitative with method Associative and Quantitative. 

(Sugiyono, 2019) explain that population is an area of generalization consisting of from 

object or the subject has quantity and characteristics certain conditions determined by the 

researcher For studied and then taken the conclusion. In research This its population is 

people in the city of Medan who have or have experience download The number of JKN 

Mobile applications population as many as 2,449,259 people have JKN registered. 

According to (Sugiyono, 2019) sample is part from quantity and characteristics population. 

For determine big samples taken from population researcher use formula proposed by Isaac 

and Michael. Lots sample from a population of 2,449,259 with level 10% error is 100. In 
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research This researcher use sample 100 with level 10% error based on Isaac and Michael's 

formula (Sugiyono, 2019) . 

 

RESULTS 

Discriminant Validity 

Discriminant validity examination of the measurement model reflective ones 

assessed based on cross loading and comparing between AVE value with square correlation 

interconstruct. Size cross loading is compare correlation indicator with the construct and 

construct from another block. Good discriminant validity will capable explain variable the 

indicator more tall compared to with explain variant from indicator another construct. 

Following This is discriminant validity value for each indicator. 

Table 1. Discriminant Validity (Cross Loading) 

 Indicator Y X1 X2 Z 

KI 1 0.382 0.770 0.462 0.646 0.382 

KI 2 0.405 0.695 0.567 0.470 0.405 

KI 3 0.215 0.289 0.283 0.065 0.215 

KI 4 0.448 0.823 0.610 0.573 0.448 

KI 5 0.354 0.731 0.368 0.548 0.354 

KI 6 0.442 0.794 0.557 0.669 0.442 

KI 7 0.508 0.657 0.361 0.473 0.508 

KI 8 0.450 0.773 0.436 0.598 0.450 

KP 1 0.800 0.484 0.558 0.524 0.800 

KP 2 0.860 0.471 0.550 0.478 0.860 

KP 3 0.756 0.460 0.461 0.522 0.756 

KP 4 0.831 0.464 0.468 0.340 0.831 

KP 5 0.639 0.431 0.391 0.437 0.639 

KP 6 0.797 0.410 0.489 0.367 0.797 

KP 7 0.881 0.511 0.540 0.529 0.881 

KP 8 0.896 0.495 0.593 0.514 0.896 

MUP 1 0.502 0.544 0.837 0.486 0.502 

MUP 2 0.525 0.579 0.852 0.492 0.525 

MUP 3 0.514 0.499 0.759 0.481 0.514 

MUP 4 0.442 0.489 0.691 0.511 0.442 

MUP 5 0.265 0.362 0.447 0.294 0.265 

MUP 6 0.424 0.524 0.786 0.373 0.424 

MUP 7 0.489 0.406 0.721 0.450 0.489 

MUP 8 0.505 0.472 0.740 0.539 0.505 

PK 1 0.445 0.640 0.530 0.839 0.445 

PK 2 0.496 0.585 0.462 0.827 0.496 

PK 3 0.466 0.549 0.471 0.875 0.466 

PK 4 0.389 0.612 0.405 0.773 0.389 

PK 5 0.548 0.669 0.587 0.850 0.548 

PK 6 0.530 0.611 0.564 0.804 0.530 
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Source : Data processed 2023 

Based on the data in table 1 above can is known that each indicator on the variable 

study own cross loading value on the variable other. Based on results obtained that, you can 

stated that indicators used in study This has has good discriminant validity in compile their 

respective variables. 

 

Convergent Validity 

Convergent validity of the measurement model with indicator reflective use 

SmartPLS software can seen from mark loading factors as well as mark Average Variance 

Extracted (AVE). Size Individual reflexivity is expressed tall If mark loading factor > 0.7 

with desired construct be measured. However For study stage beginning from development 

scale measurement mark loading factors 0.5 until 0.6 Still considered Enough as well 

as AVE value > 0.5 meaning that 50 % or more variance from indicator Can explained. 

(Ghozali & Latan, 2015). Following This is AVE results and results Outer Loading: 

Table 2. AVE (Average Variant Extracted) Results 

Variable AVE Results Test 

Y 0.546 Valid 

X1 0.504 Valid 

X2 0.690 Valid 

Z 0.658 Valid 

Source : Data processed 2023 

Based on table on is known that AVE value each variable is more big of 0.5. So that 

can concluded that variable or construct used is valid. 

 

Inner Model Analysis 

F-Square is size used For evaluate impact relatively from something variables that 

influence (exogenous) the influenced (endogenous) variables. If the value of f2 = 0.02 => 

this show small effect from exogenous variables on endogenous variables. If the value of f2 

= 0.15 => this show moderate effect or moderate from exogenous variables on endogenous 

variables. If the value of f2 = 0.35 => this show great effect from exogenous variables on 

endogenous variables 

Table 3. F Square Test Results 

 Quality 
Information 

 X1 

Perception 
Convenience 

(X2) 

Re -Interest 
Use 

Y 

Satisfaction 
Participant 

Z 

 

X1 Quality 

Information 

  0.104 0.079 

X2 Perception 

Convenience 

  0.029 0.081 

PK 7 0.453 0.635 0.553 0.843 0.453 
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Y Interest in Use      

Z Participant 

Satisfaction 

  0.149  

Source : Data processed 2023 

 Variable Quality Information (X1) against The Use Interest Variable (Y) has the 

value of F 2 = 0.104 indicates that there is small effect (weak). Variable Quality Information 

(X1) to satisfaction Participant (Z) own the value of F 2 = 0.079 indicates that there is small 

(weak) effect Variable Perception Convenience (X2) Interest in Use (Y) own the value of 

F 2 = 0.029 indicates that there is small (weak) effect Variable Perception Convenience (X2) 

to satisfaction Participant (Z) own the value of F 2 = 0.081 indicates that there is small 

(weak) effect. Variable Satisfaction Participant (Z) towards Interest in Use (Y) own the 

value of F 2 = 0.149 indicates that there is small (weak) effect 

  

R Square 

 The definition of R-Square is size proportion variation mark influenced 

(endogenous) variables that can explained by the variables that influence it (exogenous). 

This is useful For predict whether the model is good / bad (Juliandi, 2018) . Criteria from R-

Square (Juliandi, 2018) that is This (adjusted) value = 0.75 interpreted as indication that 

model substantial (strong) explanation variation in the data. Value (adjusted) = 0.50 

interpreted as indication of models with moderate (Moderate) explains variation in the data. 

Value (adjusted) = 0.25 is interpreted as indication that model weak (weak) explained 

variation in the data. 

Table 4. R-Square 

 R-Square R-Square Adjusted 

Re -Interest Y Usage 0.543 0.529 

Satisfaction Participant Z 0.382 0.369 

Source : Data processed 2023 

In the table above obtained results influence Quality Information and Perception 

Convenience towards Re- Interest Use is equal to 0.543 meaning magnitude influence 54.3% 

or with that's the model classified as moderate (medium). Then results influence Quality 

Information and Perception Convenience to Satisfaction Participant is equal to 0.382 

meaning magnitude influence 38.2% or with that's the model classified as weak (weak). 
 

Hypothesis Testing 

Analysis effect direct aim For test hypothesis about impact in a way direct from One 

variable (variable exogenous) against other variables that are influenced (endogenous 

variables). Testing process effect direct This involve evaluation probability / significance 

(P-Value): (1) If the P-Value value < 0.05, then impact the considered significant ; and (2) 

If the P-Value value is > 0.05, then impact considered No significant. 
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Table 5. Direct Effect 

 Original 

Sample 

Standard 

deviation 

(STDEV) 

T - 

Values 

P-Values 

X1 →Y 0.337 0.141 2,398 0.017 

X1 →Z 0.329 0.131 2,511 0.012 

X2 →Y 0.180 0.123 1,456 0.145 

X2 →Z 0.334 0.119 2,810 0.005 

Z →Y 0.332 0.108 3,060 0.002 

Source : Data processed 2023 

Coefficient The path (path coefficient) in Table 5 shows that all over mark coefficient 

track is positive (seen in the original sample), namely, influence between Quality 

Information with Re- Interest Use is 0.337 and p-values of 0.017 indicate positive and 

significant relationship. Influence between Quality Information and Satisfaction Participant 

is 0.329 and p-values of 0.012 indicate positive and significant relationship. Influence 

between Perception Ease and Interest of Use is 0.180 and p-values of 0.145 indicate positive 

and negative relationships significant. Influence between Perception Convenience and 

Satisfaction Participant is 0.334 and p-values of 0.005 indicate positive and significant 

relationship. Influence between Satisfaction Participants and Interest in Use is 0.332 and p-

values of 0.002 indicate positive and significant relationship. 

 

Indirect Effect (Indirect Effect) 

The purpose of indirect effect analysis is useful For test hypothesis influence No 

direct a variable that influences (exogenous) the variable that is influenced (endogenous) 

which is mediated by an intervening variable (mediator variable). Criteria determined 

influence No direct (inderct effect) (Juliandi, 2018) is : (1) if P- Values <0.05, then 

significant, meaning variable mediate influence variable exogenous to variable. In other 

words, its influence is No direct and (2) if P- Values > 0.05, then No significant It means the 

mediator variable does not mediate influence something variable exogenous to something 

variable. In other words, its influence is direct. 

Table 6. Specific Indirect Effect 

 Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T - Values P - 

Values 

X1 →Z →Y 0.109 0.107 0.051 2,131 0.033 

X2 →Z →Y 0.111 0.108 0.056 1,970 0.049 

Source : Data processed 2023 

From the table above can taken conclusion that In research This Quality Information 

(X1) has an effect towards Re- Interest Use (Y) is mediated by satisfaction Participant (Z) 

Mobile JKN application p This because The P-value is 0.033 < 0.05. In research This 

Perception Convenience (X2) has an effect towards Re- Interest Use (Y) is mediated by 

satisfaction Participant (Z) Mobile JKN application p This because The P-value is 0.049 < 

0.05. 
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Figure 1. 1Inner Model 

Source : Processed Data 

 

DISCUSSION 

Influence Quality Information towards Interest in Use 

Based on results test above influence quality information towards re- interest use 

have coefficient track of 0.337. Influence the have mark probability (p-values) of 0.017 < 

0.05. Findings the meaningful that influence quality information towards interest in use have 

significant relationship, if mark variable quality information increase / rise then mark use 

interest variable will increase. Findings the meaningful that influence quality information 

towards interest in use have significant relationship, if mark variable quality information 
increase / rise then mark use interest variable will increase. Significant value indicated that 

quality information influencing interest in use. Study this accept hypothesis that there is 

influence quality information on interest in use. 

 

Influence Satisfaction Participant towards Interest in Use 

 Based on results testing on Satisfaction Participant influential significant towards 

Interest in Use where P-values are 0.002<0.05 and research This reject hypothesis that No 

exists influence satisfaction participant to interest use. Research result This in line with 

research conducted by (Ernawati, 2022) and (Maharani, 2023) about influence satisfaction 

customer to interest use. Satisfaction customer create bond emotional and practical between 

customers and products, ultimately increase interest use long- term. 

 

Influence Quality Information To Satisfaction Participant  

 Based on results testing on influence Quality Information to Satisfaction Participant 

have coefficient track of 0.329. Influence the have p-values are 0.012 < 0.05. Then Quality 
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Information influential significant to Satisfaction Participant JKN Mobile application and 

accept hypothesis that There is influence Quality Information to Satisfaction Participant. 

Research result This in line with research conducted by (Fendini, 2020), (Rudini, 2015). The 

results showed that the systemquality (X1) and the information quality (X2) have an effect 

either simultaneously or partially on user satisfaction of AP2T (Y). The results also showed 

that the quality of information (X2) has a dominant influence on user satisfaction AP2T (Y). 

Based on this study it can be concluded that the system of good quality and the resulting 

information is accurate, timely, and quality, it will improve the satisfaction of users of the 

system. Although the results of the study found the systemquality and the information quality 

are in good condition, but they still need regular maintenance and rejuvenation of both 

computer systems and devices used, especially on tools that were damaged and need to be 

replaced soon. It is intended to minimize disruption to the system response (Wirawan, 2018) 

about influence A quality information to satisfaction customer. 

 

Influence Quality Information towards Re- Interest Use through Satisfaction 

Participant 

 In research This Quality Information influential significant on Use Interest mediated 

by Satisfaction Participant JKN Mobile application. This matter because the P-value is 

valuable amounted to 0.033<0.05 and research This accept hypothesis exists influence 

positive quality information againsta interest use through satisfaction customer. Study This 

in line with research conducted by (Yandi & Septrizola, 2019) about influence quality 

information to interest use through satisfaction customer. Customer feel satisfaction 

separately to information obtained from application, then satisfaction This will influence 

subsequent actions is customer will return to use or No. 

 

Influence Perception Convenience towards Re- Interest Use 

 Based on results testing on influence perception convenience on interest in use have 

coefficient track of 0.180. influence the have P-Value value is 0.145 > 0.05. Findings the 

meaningful that influence perception convenience to interest repeat use No influential 
significant. The value is not significant indicated that perception convenience No influence 

interest use. Study This reject hypothesis exists influence perception convenience to interest 

use. 

 

Influence Perception Convenience to Satisfaction Participant 

 Based on results test above influence perception convenience to satisfaction 

participant have coefficient track of 0.334. influence the have mark probability (P-Value) of 

0.005 > 0.05. So perception convenience influential in a way significant to satisfaction 

participant JKN Mobile application. Research result accept hypothesis exists influence 

perception convenience to satisfaction customer. Research result This in line with previous 

research conducted by (Basyar & Sanaji, 2018) and (Hong et al., 2015) about influence A 

perception convenience to satisfaction customer. The more Good perception convenience, 

then satisfaction will also be the more increase. 
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Influence Perception Convenience towards Re- Interest Use through Satisfaction 

Participant 

 Based on results research above influence Perception Convenience on interest in use 

mediated by satisfaction participant have coefficient track of 0.111. Influence the have mark 

probability (p-value) is 0.049 < 0.05. Then Quality Information influential significant 

towards Re- Interest Use through Satisfaction Participant JKN Mobile application. Study 

This accept hypothesis that exists influence significant perception convenience to interest 

use mediated by satisfaction participant. Research result This in line with previous research 

carried out by (Oktarini, 2018) that satisfaction customer capable mediate perception 

convenience with interest repeat use in a way positive and significant. With thereby 

satisfaction customer need created For increase influence perception convenience to interest 

repeat use. 

 

CONCLUSION 

 There is Influence Quality Information towards Re- Interest Use with mark 

Probability (p-value) is 0.017 < 0.05. There is Influence Satisfaction Participant towards Re- 

Interest Use with mark The probability (p-value) is 0.002. There is Influence Quality 

Information to Satisfaction Participant with mark Probability (p-value) is 0.012 < 0.05. There 

is Influence Quality Information towards Re- Interest Use through Satisfaction Participant 

as an intervening variable with mark Probability equal to 0.033 < 0.05. There is Influence 

Perception Convenience towards Re- Interest Use with mark Probability (p-value) is 0.145 

> 0.05. There is Influence Perception Convenience to Satisfaction Participant with mark 

Probability (p-value) is 0.005. There is Influence Perception Convenience towards Re- 

Interest Use through Satisfaction Participant as a variable with mark Probability (p-value) 

0.049. 
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