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Abstract

In the face of increasing business challenges, especially in the digital business, trust in a brand is the most
important capital in building good brand performance. One of the e-wallet businesses that is currently trending
in Indonesia is Dana which is an online transaction applicalitﬂﬂmve ver, in recent times, the fund application
has experienced a decrease in users due to many complaints. This study @mposed to examine the effect of
service quality and brand trust on the intention to use the e-Money Dana application. This type of research is
quantitative research using explanatory method by using purposive sampling techniqs determine the
criteria for sampling. In addition, a survey method was used in this study to obtain primary data in the form of
direct responses from respondents. The sample selected in this study were 200 respondents who were among
fund application users in Bandung. Based on the test results, oefficient of determination for the brand
trust variable is 41.34%, while the coefficient of determination for the service quality variable is 77.08. This
shows that the two variables have a strong relationship, especially on the service quality variable. The
limitation of this research is that the respondents are Iidtd only in the city of Bandung. This study provides
several recommendations, namely; (1) companies must pay attention to the sghed in responding to complaints
from consumers through the addition of customer service so that they can respond to consumer complaints
quickly.(2) companies must provide contii infe ion about the latest services so that consumers do not
seek information from other e-commerce via social media.

Keyword: Brand Trust, Intention to use, service quality.

Introduction

The develop of internet technology can be felt in various aspects of human daily life. Among
them are ease of communication, electronic facilities, online transportation, and electronic or digital
transactions (Syifa, 2020). As a result of these technological developments, it encourages an increase in active
internet users every time (Soegoto, 2020). Along with the development of online business, nowadays many
transaction applications are emerging to make it easier for consumers to make purchases (Tomar, 2020).
Applications in the form of funds, gopay, ovo, etc. are one of the tools used by consumers to make payment
transactions.

According to Safitri, (2019) The presence of e-wallet has become a trend that has developed in the
community, namely the cashless society by using gadgets, people can transact easily without the hassle of
preparing cash. The trend of cashless society can make business people transform by presenting digital
transaction services (Arslan and Frojdh, 2019). In Indonesia, there are several companies that are currently
present in the digital transaction industry. Among them are ovo, gopay, link-aja, shope pay and funds (Arslan
and Frajdh, 2019)

The trend that is currently in great demand by the public is by transacting without using cash, namely
by using digital transactions, known as e-wallet (Abrilia and Sudarwanto, 2020). One of them is the Dana
application. Dana is a startup company that was founded in 2017 that provides infrastructure for people to pay
non-cash and non-card (Mahartin, 2020). Electronic or digital transaction applications are intended as a means
that can provide convenience in transactions so that consumers no longer need face-to-face transactions.
Although banking services have provided facilities in the form of internet banking or mobile banking,
consumers prefer to use non-banking facilities because the transaction fees charged for each transaction are
relatively lower (Subaramaniam, 2020).

According to Lafraxo (2018), consumers in developed countries are accustomed to using Internet
facilities for transactions, on the other hand, consumers in developing countries are more comfortable with
direct or face-to-face transactions because of the high concerns about problems in electronic processes and the
potential risks that occur due to the use of these digital facilities. (Ridaryanto, 2020). Research on the intention
to use an application is very necessary, given that there are still people who have a sense of distrust of
technological products that aim to provide convenience and comfort for users. This situation shows the need
to study the factors that can influence consumers' intenti use (Ke, 2019). To assist the research process,
the researcher refers to Nunes et al., (2018) which states that there are several factors that can influence the
intention to purchase or use a product or brand including:
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TABLE 1
FACTORS AFFECTING BUY INTENTION
No | Factors Percentage
1 Brand awareness 35
2 | Brand image 20
3 Layout 23
4 | Service quality 12
5 | Brand trust 10

Source: Similarweb.com diakses 2021

Based on table 1, service quality and brand trust are factors that have a small percentage. In the context
of online business, trust and service quality are important (Nurfath and Utami, 2017). Based on table 1, brand
trust is a factor that has the lowest percentage compared to other factors, such as brand image, layout, service
quality, and brand trust. This shows that trust in a brand is the most important thing in the current digital
business context. this.

According to Adzkiya, (2017) consumer trust is important for an application, especially in the context
of online marketing. The level of consumer confidence in an application can be seen from the number of
downloaders and the rating value given by the to an application. C who use the Android
operating system can use the Playstore to find, download and rate the applications they use (Pramelani and
Fitra, 2020). In the playstore application, each application has a rating and the number of downloaders that
indicate the number of users. The following is the ranking of digital transaction application brands in Indonesia
that are included in the Playstore

TABLE 2
TYPES OF TRANSFER APPLICATIONS IN INDONESIA
Name Rankin,
Dana 45
Gopay 44
Sakuku 4.1
Ovo 38
Paytren 37

Soruce: Playstore 2021
Based on table 2, the type of application that currently occupies the highest rank is funds, but the acquisition
of this rating is not in accordance with the reviews given by consumers using Dana, so that it has an impact on
the trust of the brand itself. Table 3 shows several factors of complaints that are often felt by consumers.

TABLE 3.
COMPLAINTS USERS OF DIGITAL TRANSACTION APPLICATIONS
Complaint factors Percentage
Transfer delay 52
System is always busy 27
R d balance 13
Always Mai when going to withdraw money | 8

£Ed Source: Similarweb.com

The service quality factor is one of the crucial factors in responding to any complaints, especially in the

context of online business to regain consumer trust. If the company gets a lot of negative responses, then

confidence is decreasing day by day. This requires the company to always direct employees to be
responsive in dealing with complaints so that consumer confidence does not decrease (Jacky, 2019). Good
service is the key to the company's success in retaining and finding new customers. In this study, the context
studied is the digital wallet application, namely DANA, given that the number of users of the application has
more funds compared to other digital wallet applications (Panaka And Khasanah, 2021).

Based on this background, the author tries to examine the effect of brand trust and service quality on
purchase intention in using the DANA application on students at Widyatama University Bandung. Brand trust
is based on consumer experiences received from other consumers. Mahartin's research (2020) states that brand
trust has no effect on consumers' purchase intentions, while Hendro's (2020) research states ll‘brand trust has
an infl on ¢ s' purchase i i Likewise with research (Masoud, 2020) which states that
service quality has no effect on consumer purchase intentions. While research (Nugraha, Amin And Me, 2020)
states that service quality can have an iréncc on ¢ intentions to make purchases. Given that there
are inconsistencies in the results in this study, the purpose of this study is to develop and re-investigate the
factors that influence consumers' purchase intentions.

The limitations of this res@lih are also limited to two crucial factors, firstly on consumer trust, and
secondly on service quality. The purpose of this study is to find out how much influence brand trust has on
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intentions to use the Dana application and to find out how much influence the quality of service has on the
intention to use the Dana application?

Literature
The Effect of Brand Trust on Intention to use

Brand trust is an individual's willingness to trust the brand's ability to satisfy their needs (Singh, 2020)
and is an important concept in building long-term relationships with customers. The importance of trust in
brands can help consumers to make decisions that involve experience and consideration (Adil, Asdar and
Ismail, 2018). One of the key variables in analyzing brand trust is satisfaction and service provided. Brand trust
has an influence on the sustainability of a brand itself. AdzKiya, (2017) explains that brand trust is the
willingness of individuals to trust the ability of the brand itself to satisfy customer needs. Singh (202) states
that brand trust includes the intention to trust and play a facilitating role in the buying process. Mateus (2017)
states that brand trust means that consumers believe that a brand will offer reliable products or services such
as complete functions, quality and after-sales {iiljice to consumers. Trust in the brand shows the
credibility of the brand so that the purchase. Consumers, develop trust in the brand based on positive beliefs
about their expectations for organizational behavior and product performance represented by the brand. Based
on the elaboration of the opinions of experts and researchers above, it can be concluded that brand trust is a
behavior of a consumer believing in a brand that is in d with his expectations, is reliable, can be
responsible and can show positive results so as to produce satisfaction.

Satisfa is the most fund | part of the process of generating trust. Trust can increase and
decrease in situations where buyers perceive that the product or service used has an unfavorable impact. In
online-based businesses, a trust plays an important role in determining purchase intentions. According to
Hidayah (%) brand trust has two dimensions, namely brand reliability and brand intention. Previous research
has stated that there is a significant influence between brand truston intentions (@juy/use products and services
(Mateus, 2017). Research results According to research by Shamsudin, (2020) states that there is an influence
between the brand trust variable on the intention to use the Dana application. Therefore, the hypothesis is
proposed as follows:

H1: There is a significant effect of the brand trust variable on the purchase intention of fund application users.

28
The effect of service quality on intention to use
The concept of service has been defined for quite a long time by experts, especially in marketing §iEflies
as a way to provide satisfaction to consumers (Anas And Sukresna, 2018). Khatoon, (2020) defines service
quality as an effort to fulfill customer needs and desires as well as the accuracy of delivery. Service quality is
a must that must be maintained and improved so that the company can still exist in the competition. Service
quality is a factor that can be used as an advantage in ing customer desires. If the service received by
exceeds expectations, then the service quality is perceived as ideal quality, otherwise if the service
quality received is lower than expected, then the service quality is perceived as poor. Thus, whether or not the
quality of service will depend on the company's ability to consistently meet the expectations of its c
At first the service quality dimensions were divided into three dimensions, namely, physical quality,
company quality, and interactive quality (Johanes, m). Then Parasuraman (1988) in Hamari, (2017) expands
the service concept into five dimensions consisting of physical evidence, reliability, responsiveness, assurance
and empathy. Physical evidence includes physical appearance, equi inf¢ ion advice, empathy
speed in responding to ¢

laints, maintaining good relations with consumers),
responsiveness (quick in handling complaints, ability to provide good and correct service, officers can
cooperate with consumers ), reliability (trustworthy service, accuracy of officers in performing services, and
sistency), assurance (employees' knowledge and skills in carrying out their duties, reliable employees). This
service quality is the most important differentiator in a competitive business environment so that it can improve
business performance, so its role is considered as one part of the company's strategy (Khatoon, 2020). Service
quality is a must for companies to be able to survive and continue to gain customer trust. Research conducted
by Choi, (2019) states that service quality can affect customer satisfaction so that it has an impact on customers
to make repurchases. Intention to buy or use arises in consumers towards a product or service as a result of the
consumer's observation of the product or service. According to Choi, (2019) intention to use is considered as
a measurement of the possibility of consumers to buy certain products, where high purchase intentions will
have a large impact on the probability of m; a purchase decision. Previous research conducted by Pakurdr,
(2019) stated that there is an influence between service quality and purchase intention. Therefore, the
hy, sis is proposed as follows:
H2: There is a significant effect between the variables between service quality and purchase intention.

Method
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The approach used is verification with the population in this study is the Dana Application with a
sample of 200 respondents to conduct tests on brand trust and service quality on intentions to use the Dana
application. This study uses a purposive sampling technique to determine and meet the criteria that must be
met as a consideration in sampling. The sample used is all people who are users of the Dana application in
the city of Bandung, namely 200 respondents using problem solving techniques (Malhotra, 2007). The survey
method to obtain primary data sources is in the form of direct responses from questionnaires that contain a
series of questions asked to ents to find out " answers so that it is possible to solve
problems. The analysis technique used is validity test, reliability test, Spearman rank correlation coefficient
test, coefficient of determination test and hypothesis testing using t test.

Results and Discussions
Based on the results of the distribution of questionnaires conducted on 200 respondents, the researchers
obtained data based on the cha istics of the respondents as follows:
TABLE 4. PROFILE OF RESPONDENTS
Profil Responden Persentase
Gender Male 2%
Female 68%
Age 20- 30 year 2%
31 - 40 year 28%
Education Senior High School 21%
Bachelor 68%
Magister 11%

Source: Processed data (2021)

From the results of distributing questionnaires to respondents using the Dana application in Kita
Bandung, the majority of users are women with a percentage gain of 68% when compared to men. Meanwhile,
based on the age of 20-30 years, it is more dominant when compared to the age range of 31-40 years. This
means that in general, the users of the Dana application are the millennial generation who often make online
transactions. And baa on educati dergraduate is more dominant when compared to SMA and Masters.

In an effort to determine the effect of brand trust and service quality on intentions f§use the Dana
application, it is necessary to first determine the relatig@i§hip between each of these variables and the strength
or weakness of the relationship. Then the measurement through the Spearman rank correlation test and obtained
the following results:

TABLE §
SPEARMAN RANK CORRELATION RESULTS
Table 5. Spearman Rank Correlation Coefficient Test

g Peningkatan_Niat
Spearman's tho Brand Trust rrelation Coefficient 643"
Sig. (2-tailed) ,000
N 30
Service Quality Correlation Coefficient 878"
Sig. (2-tailed) ,000
N 30
Intention Correlation Coefficient 1,000
Sig. (2-tailed) ‘
N 200
Sumber: Hasil diolah 2021

Based on the results of the Spcarm Rank correlation calculation in table 3, the correlation coefficient
value is 0.643. This means that brand trust has a strong relationship with the intention to use the Dana
application because it is in the 0.51 — 0.75 interval. The correlation value is positive which indicates that the
relationship is unidirectional. Where the better the b trust, the higher the intention to use. Furthermore, the
calculation of service quality obtained a correlation value of 0.878. This means that the quality of service has
a very strong relationship with the intention to use the Dana application because it is in the 0.76 interval.
the correlation value is positive which indicates that the relationship is unidirectional. Where the better the
quality of serBe. the higher the intention to use the application.

The coefficient of determination (R?) is used to measure how far the ability of the independent variable
to contribute or influence the variable. The following are the results obtained by the author in a paniaml of
the coefficient of determination of Brand Trust on Intention to use the Fund application and Service Quality
on Intention to use the Fund application. The correlation value obtained between Brand Trust and Intention to
Use Fund Applications is 0.643. Thus, the coefficient ofdlletermination can be calculated as follows:

Kd = (rs)*x 100%
Kd =(0643)*x 100%
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Kd =41.34%

From the calculation results above, it can be seen that the value of the coefficient of determination
obtained is 41.34 percent. This shows that Brand Trust contributes to the Intention to use Fund Applications
by 41.34 percent while the remaining 58.66 percent is a contribution from other variables not examined. Where
the influence of Brand Trust has a not so high influence on the Intention to use the Fund Application.

The correlation value obtained between Service Quality and Return Interest is 0.878. Thus, the coefficient of
determination can be calculated as follows: h
Kd = (rs)*x 100%
Kd = (0.878)* x 100%

Kd =77.08%
From the calculation results above, it can be seen that the coefficient of determination obtained is
7708 percent. This shows that Service Quality contributes to the Intention to Use Fund Applications by

77.08 percent wigSthe remaining 22.92 percent is a contribution from other variables not examined. Where
the influence of Service Q:Bty has a high influence on the intention to use the Fund application.

To find out how the influence of Brand Trust on Intentions to use the Dana application with reference
to the tcount value obtained is 4.4429. This value will be compared with the ttable value in the t distribution
table. With =5%, the t-table value is 2.47266. From the values above, it can be seen that the value of tcount
(4.4429.) > ttable (2.472». In accordance with the criteria for testing the hypothesis that hypothesis-1 is
acceptable, it means that Brand Trust has a positive effect on Intention to use the Dana application. To find
out how the influence of Service Quality on Intentions using the Dana application with reference to the
tcount value obtained is 9.7072. This value will be compared with the ttable value in the t distribution table.
With =5%, the t-table value is 2.47266. From the values above, it can be seen that the value of tcount
(9.7072) > lmblm47266). In accordance with the criteria for testing thﬂ)olhcsis that hypothesis-2 can
be accepted, it means that the quality of service has a positive effect on the intention to use the Fund
application.

Discussion
The Effect of Brand Trust on Intention to P44 the Dana Application

From the research that has been done, there is a relationship between Brand Trust and Intention to use
the Dana application, this can be seen in the partial hypothesis testing. Brand trust has a tcount value greater
than the ttable value. In the Coefficient of Determination test, the results obtained for the Brand Trust variable
are 41.34%, this number is still not too high to affect the intention to use the application. This can happen
because consumers may still choose other applications. In fact, if viewed from the advantages of the product,
the Dana application has convenience facilities for consumers engaged in the MSME sector, such as
monitoring business developments. In addition, the application of funds can integrate transactions with bank
services that consumers use. This percentage is not very high, because there are other variables that can
support the increase in the variable Intention to use the Fund Application. A not so high percentage could
happen because consumers still prefer and trust online transaction applications other than the Dana
application.

Based on the questionnaire items, feel that using the DANA application provides
convenience and there are no cost discounts in conducting transactions. These results are in line with the
research of Aditya, I (2020) that brand trust plays a very important role in an online service when compared
to physical stores. Trust in the brand shows the credibility of the brand so that consume$lo not hesitate to
use the service, especially in an online context. The findings in the study indicate that the brand trust variable
has a positive influence on the intention to use online services. In addition, these findings are also supported
by research by Aditya, I (2020) which states that the higher the consumer's trust in a service, the higher the
intention to reuse it.

The Influence of Service Quality on Intention to Use Fund Applications 12

From the research that has been done, the researchers obtained the results that there is a relationship
bclweﬂacrvicc Quality and Intention to use the Fund application, this can be seen in the partial hypothesis
testing. Service Quality has a tcount value greater than the ttable value. In the Coefficient of Determination
test, the results obtained for the Service Quality variable are 77.08%, this percentage is high and means that
the Dana application has provided service to its users. However, if viewed from a business
perspective and the development of the Dana application in the future, the quality of service alone cannot
optimally influence the Intention to use the Dana application if the Brand Trust from the customer still has a
coefficient of determination that is not so high. In addition, this percentage is based on consumer responses
stating that the quality of service offered by the Dana application has ad ges over other applications. The
Dana application provides facilities in the form of a digital wallet that can be increased up to Rp. 10,000,000,
can make inter-bank transactions without any additional admin fees, Dana provides good services for MSME
actors in the form of monitoring business development.
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3
The !sults of Ihieudy are also in line with research conducted by Choi (2019) that the results of his
arch stated that the service quality variable had a positive effect on intention to use. This result means
that the better the oty of service provided, the higher the intention to reuse, but if the service quality is
low, the lower the intention to use. Therefore, the quality of service provided, especially in the context of
online busi (b increase satisfaction so that consumers can reuse the service. According to
Khatoon (2020) service quality is an important aspect in building ¢ trust in digital b

Conclusion
In this study, responses to the Brand Trust queslion items have a high average score Respo&nls
stated that they agreed with the Brand Trust factor in infl g the Intention to Use the Ap ion. Based
on the results of partial hypothesis testing or t-test and the results of the coefficient .le(enmn.mon test that
has been camed out, it can be concluded that the Brand Trust variable shows that HO is rejected and H1 is
d that the intention to use the application is strongly influenced by the Brand Trust factor.
In thls study, rccponscsmardmg Service Quality have a high average score. This indicator states Ihamt
respondents agree that Service Quality has a significant influence on Intention to Use Applications. Based
on the msuesof partial hypothesis testing or t-test and the coefﬁciclm determination test that has been
carried out, it can be concluded that the Service Quality variable shows that HO is rejected and H1 is accepted.
From the results of the study, it was found that the average of all statements for the Brand Trust
variable had a fairly high value. However, there is a statement that has the least value, namely the statement
"This Brand (Fund) will be honest and sincere in dealing with problems". Suggestions from researchers are,
the management of the Dana application must continue to evaluate what problems are experienced by
consumers. This evaluation can be carried out by the Dana Application by providing a feedback column or
an assessment from consumers that appears in the application. If the feedback column is felt to be lacking,
then the Fund can provide more services in the form of discounts, so that it can attract consumers to fill in
the feedback column. From the results of the study, it was found that the average of all statements for the
Service Quality variable had a fairly high value. However, there is a statement that has the smallest value,
namely the statement "Is the response of the staff friendly when you submit a complaint?". Suggestions from
researchers are, the management of the Dana application should be more responsive in responding to
b is conveyed by Fund application management must provide good direction or training
to each of its staff, for example holding a training with the theme "Up Your Service", this training contains
how each related staff can provide maximum service to their relationships. For example, the cleaning staff
at Dana's office can provide maximum service to surrounding employees by creating a clean environment,
IT staff provide appropriate troubleshooting that can be reported to their superiors, and Customer Service
staff provide maximum service to consumers and their superiors.
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