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ABSTRAK 

Oktavia Nur Qhoirunnisa, 20042010154, Pengaruh Social Information 

Processing and Perceived Usefulness dalam Membangun Customer Trust pada 

Pengguna Halodoc 

Perkembangan teknologi digital yang pesat telah membentuk ulang layanan 

kesehatan, dengan aplikasi mobile seperti Halodoc yang muncul sebagai alat utama 

untuk akses cepat dan efisien ke layanan dan informasi medis. Namun, keberhasilan 

aplikasi kesehatan tersebut bergantung pada customer trust. Penelitian ini 

menyelidiki hubungan antara teori social information processing (SIP), perceived 

usefulness, dan customer trust di antara pengguna Halodoc di Kota Surabaya 

menggunakan metode kuantitatif. Sebanyak 157 responden menjadi sampel 

penelitian, dan analisis data dilakukan dengan menggunakan aplikasi SPSS. Hasil 

penelitian menunjukkan bahwa social information processing dan perceived 

usefulness signifikan secara simultan maupun parsial dalam mempengaruhi 

perkembangan customer trust, dimana pengguna menilai fitur-fitur informasi 

Halodoc dan mengekspresikan kepuasan terhadap layanannya, yang kemudian 

menumbuhkan kepercayaan. Temuan ini menyoroti pentingnya social information 

processing dan perceived usefulness dalam membangun customer trust, 

menawarkan wawasan untuk meningkatkan kepercayaan aplikasi layanan 

kesehatan dan menginformasikan strategi pemasaran dan pengembangan produk di 

industri telemedicine.  

Kata Kunci: Social Information Processing, Perceived Usefulness, Customer 

Trust, Telemedicine, Halodoc. 
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ABSTRACT 

Oktavia Nur Qhoirunnisa, 20042010154, The Effect of Social Information 

Processing and Perceived Usefulness in Building Customer Trust in Halodoc 

Users 

The rapid development of digital technology has reshaped healthcare, with mobile 

apps such as Halodoc emerging as key tools for quick and efficient access to 

medical services and information. However, the success of such health apps 

depends on customer trust. This study investigated the relationship between social 

information processing (SIP) theory, perceived usefulness, and customer trust 

among Halodoc users in Surabaya City using quantitative methods. A total of 157 

respondents were sampled, and data analysis was conducted using the SPSS 

application. The results showed that social information processing and perceived 

usefulness are simultaneously and partially significant in influencing the 

development of customer trust, where users assess Halodoc's information features 

and express satisfaction with its services, which then fosters trust. The findings 

highlight the importance of social information processing and perceived usefulness 

in building customer trust, offer insights for increasing trust in healthcare 

applications and inform marketing and product development strategies in the 

telemedicine industry. 

Keywords: Social Information Processing, Perceived Usefulness, Customer Trust, 

Telemedicine, Halodoc.  

 

  


