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Abstract:  

This research aimed to develop a basic theoretical model and a new empirical 
one to resolve the gap in previous research results regarding the role of 
Interaction Quality and Outcome Quality on Public Trust through Public 
Satisfaction and social media. This research uses descriptive and explanatory 
quantitative methods. The population in this study are people in Serang City 
with social media accounts aged 15 - 64 years who have experienced or received 
public services from BNN Banten Province. The sampling technique in this 
study used a non-probability sampling technique, namely the purposive 
sampling method. The data analysis technique uses Partial Least Square (PLS) 
with SmartPLS software. The results of the study are known: Interaction quality 
has a positive and significant effect on public trust; Interaction quality has a 
positive and significant effect on public satisfaction; Outcome quality has a 
positive and significant effect on public trust; Outcome quality has a positive 
and significant effect on public satisfaction; Public satisfaction has a positive and 
significant effect on public trust; Social media has a positive and significant 
effect on public trust; Social media moderates the effect of interaction quality on 
public trust. 

Keywords: Quality of Interaction, Quality of Results, Public Satisfaction, Social-
Media, Public Trust 

 

INTRODUCTION 
One of the performances produced by the public sector is public trust. The level of public trust 

in government institutions is based on the expectations and demands of the community to get 
quality services, especially health and a sense of security. Realizing the importance of this, BNN 
seeks to maintain public trust and participation. BNN makes integrated and comprehensive efforts 
and balances the soft, complex, and intelligent power approaches and cooperation as the leading 
sector in overcoming drug problems. In the Public Trust Index Report on BNN, there was a decrease 
in the level of public trust in the Banten Province BNN by 2.48 in 2023 (86.84) compared to 2022 
(89.32). It is necessary to conduct studies on improving public sector services to increase public trust. 
This research focuses on service quality (interaction and outcome quality), public satisfaction, social 
media, and public trust. 

Public trust in government can be one of the essential factors for the legitimacy and the 
functioning of the government system that encourages citizens not only to comply with laws and 
regulations but also to cooperate with the government (Park et al., 2016). Trust in government 
reflects "a person's rational or affective belief in the motivation and performance capacity of another 
party that is good," in this case, the government (Porumbescu, 2016). Research (Qin et al., 2009; Wang 
& Chen, 2016; Lanin & Hermanto, 2019) uses indicators of honesty, integrity, competence, 
consistency, and good moral qualities as indicators to reflect trust. 
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Data source: Report on the Index of Public Trust in BNN 

Figure 1. Public Trust Index for BNN in Banten Province 
 
Interaction quality is the interaction between customers and staff during the service on the 

customer's overall perception of service quality (Glaveli et al., 2023). Research Wang (2019), uses 
indicators of attitude, behavior, expertise, problem-solving, and information. Service-oriented 
organizations need to ensure the attitude and expertise of service personnel who can provide good 
service to customers because it will affect customer evaluations regarding interactions with service 
providers (Purwati et al., 2023). Research conducted by Lee (2014), found that interaction quality 
significantly affects trust. Service employees' interpersonal experience and consistent quality are 
essential in terms of service. 
H1: The better interaction quality, the more public trust increases 
H2: The better interaction quality, the more public satisfaction increases 

Outcome quality is defined as what customers receive after the service process is delivered 
and the buyer-seller interaction is complete (Keshavarz & Jamshidi, 2018). Outcome quality reflects 
actual service and is a determining factor in assessing service quality. Research conducted by Lien 
et al. (2014) shows that interaction and outcome quality positively affect patient trust in the original 
hospital. 
H3: The better outcome quality, the more public trust increases 
H4: The better the outcome quality, the more public satisfaction increases. 

Public satisfaction is defined as one or more experiences with services (goods, processes, or 
programs) provided by government bureaucracies or institutions (Morgeson, 2014). Public 
satisfaction is an essential measure in assessing the quality of services provided by institutions 
(Oliver, 2014). Customer satisfaction is also hypothesized to be an antecedent of customer trust 
(Boonlertvanich, 2019). Research Lanin and Hermanto (2019), shows that public satisfaction 
significantly affects trust. 
H5: The more public satisfaction increases, the more public trust increases. 

Social media is defined by its browser-based, cloud-located, mobile-compatible nature and 
predominantly copyright-compatible structure. It enables users to contribute content in an 
environment with limited control over data or access (Evans, 2018). The study Porumbescu (2016), 
revealed that social media positively affects trust in government. It was explained that the public 
sector is now capable of disseminating information in large quantities at a low cost and that there is 
a correlation between transparency and the level of trust in the government. 
H6: The better the social media, the more public trust increases. 
H7: The better the quality of interaction, the more public trust moderated by social media. 
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The conceptual framework of the research is described as follows. 
 

 
Figure 1. Research Thinking Framework 

 
METHODS 

The respondents in this study are residents of Serang City between the ages of 15 and 64 who 
have previously utilized public services provided by the BNN Provincial of Banten and possess an 
active social media account. The sample size was determined based on a range of 5–10 times the 
number of variables under analysis (Ferdinand, 2014). This study's data were distributed through a 
questionnaire (Dananjaya et al., 2023). In order to determine the data quality test, which comprises 
validity and reliability testing, this research instrument must be tested (Nupus, 2022). A scale of 1 to 
10 is used, with 1 denoting strong disagreement and 10 denoting excellent agreement. This scale was 
chosen because it has a wide range, which allows us to see the respondents' distribution or variance 
(Ramdansyah, 2017). 

The sample for this study was selected using non-probability sampling with the accidental 
sampling method. The data analysis technique employed in this study was partial least squares 
structural equation modeling (PLS-SEM), which was analyzed using the Statistical Package for the 
Social Sciences (SPSS) for instrument testing. 
 
RESULT AND DISCUSSION 

Validity and Reliability Test. The validity test results are displayed in Table 1, showing the 
values generated by the construct interaction quality, outcome quality, and public satisfaction. 
Public trust has met the convergent validity standard because the loading factor value is more 
significant than 0.7 (Ghozali, 2021). Thus, the 25 construct indicators used in the research are valid. 

 
Table 1. Validity Test Results 

Variable Indicators 
Loading 

factors 
Interaction 
quality 

KI1. Service personnel are alert 0.892 

KI2. Service officers behave in a friendly manner 0.902 

 KI3. Service personnel have expertise 0.889 

 KI4. Service officers can handle obstacles 0.886 

 KI5. Service personnel provide accurate information 0.877 



 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

1283 

Outcome quality KH1. The service process can be completed  
following the promised time 

0.916 

 KH2. Service personnel provide tangible evidence of 
the results of the service 

0.883 

 KH3. Service personnel serve well to get good 
valence 

0.796 

 KH4. Services provided by officers are accurate 0.913 

 KH5. Service results provided do not require a long 

time 

0.875 

Public 
satisfaction 

KSP1. Provide services that  
follow 
the needs 

0.872 

 KSP2. Pleasant experience receiving services 0.755 

 KSP3. The right choice to use the service 0.871 

 KSP4. Service was delivered impressively 0.885 

 KSP5. The service I received I would recommend 0.882 

Social media MS1. The uploaded news content is factual 0.892 

 MS2. The information uploaded is diverse 0.911 

 MS3. The information uploaded is accurate 0.937 

 MS4. Information uploaded on social media is easy to 
understand 

0.872 

 MS5. There are access links to other information on 

social media accounts 

0.866 

Public trust KCP1. Service personnel have honesty 0.892 

 KCP2. Service personnel have integrity 0.917 

 KCP3. Service personnel have appropriate competence 0.897 

 KCP4. Service officers show consistency in 
providing services 

0.915 

 KCP5. Service personnel have good moral qualities 0.897 

 
The reliability test results in Table 2 show the Cronbach's Alpha value. The research results 

show that the CR value of each construct is equal to and above 0.7 (Ghozali, 2021). It means that all 
indicators consistently reflect the same latent construct. 

 
Table 2. Reliability Test Results 

Variable Cronbach’s Alpha 

Interaction quality 0.934 

Outcome quality 0.925 

Public satisfaction 0.907 

Social media 0.938 

Public trust 0.944 

 
The R-square value of the public satisfaction variable is 0.793, and the public trust variable is 

0.812. So, the output results above show that the R-square value for the public satisfaction public 
trust variable is in the high category. This means that the variation in changes in public satisfaction 
of 79.3% contributes to changes in the quality of interactions and results. In comparison, the 
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remaining 20.7% contributes to other variables not analyzed in this research model. Then, the R 
Square value of public trust is 0.812, which means that the variation in changes in public trust of 
81.2% contributes to changes in interaction quality, outcome quality, public satisfaction, and social 
media. At the same time, the remaining 18.8% is a contribution from other variables not analyzed in 
this study. 

The test results prove that this research model has met the requirements and is suitable for 
further analysis because each dependent variable studied has an R-square value greater than 0.10. 
The next stage is the hypothesis testing stage. 

Hypothesis Testing. Interaction quality has a positive and significant effect on public trust. A 
p-value of 0.018 <0.05 indicates this. Thus, the first hypothesis is accepted. Interaction quality affects 
public satisfaction with a p-value of 0.006 <0.05. Thus, H2 is accepted. Outcome quality has a positive 
and significant effect on public trust. A p-value of 0.006 <0.05 indicates this. Thus, H3 is accepted. 
Outcome quality positively affects community satisfaction, and this relationship is significant with 
a p-value of 0.000 < 0.05. Thus, H4 is accepted. Public satisfaction affects public trust, and this 
relationship is significant at a significance level of 0.009 < 0.05; thus, H5 is accepted.   Social media 
affects public trust, and this relationship is significant, as indicated by a significance value of 0.009 
<0.05, so H6 is accepted. 

Social media is proven to successfully moderate the relationship between the effect of 
interaction quality on public trust positively and significantly, indicated by a value of 0.021 <0.05. 
Thus, H7 is accepted. 

 
Table 3. Path Analysis and Significance Testing 

Variable 
Original 
Sample 

P Value T statistic Description 

Interaction quality -> Public trust 0.179 0.018 2.096 Significant 

Interaction quality -> Public satisfaction 0.256 0.006 2.543 Significant 

Outcome quality -> Public trust 0.304 0.006 2.532 Significant 

Outcome quality -> Public satisfaction 0.661 0.000 7.035 Significant 

Public satisfaction -> Public trust 0.280 0.009 2.393 Significant 

Media social -> Public trust 0.145 0.009 2.369 Significant 

Interaction quality X Media Sosial -> Public 
trust 

0.188 0.021 2.041 Significant 

Source: Data Processed 2024 

 
The Influence of Interaction Quality on Public Trust. The research results on the effect of 

interaction quality on public trust are positive and significant. This is indicated by the original 
sample value of 0.179, the t-statistic value of 2.096> t-table 1.96, and a p-value of 0.018<0.05. This 
means that the interaction quality variable has a positive and significant effect on public trust, 
meaning that the better the quality of interaction, the more public trust will increase. These results 
are following the results of research conducted by (Lien et al., 2014; Zarei et al., 2015; Lee, 2014; Auh, 
2005; Hsieh & Hiang, 2004). 

In the interaction quality variable, respondents considered that to increase or maintain public 
trust, services must be maintained and improved by being swift and responsive, serving politely 
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and friendly, having good public speaking, helping the public without discrimination and 
explaining information in detail and straightforwardly. 

The Influence of Interaction Quality on Public Satisfaction. The research results on the effect 
of interaction quality on public satisfaction are positive and significant. This is indicated by the 
original sample value of 0.256, the t-statistic value of 2.543> t-table 1.96, and a p-value of 0.006 <0.05. 
This means that the interaction quality variable has a positive and significant effect on public 
satisfaction, meaning that the better the quality of interaction, the more public satisfaction will 
increase. These results follow the results of research conducted by (Lanin & Hermanto, 2019; Wang 
et al., 2019; Jalilvand et al., 2017; Wang et al., 2016; Ranjan et al., 2015). 

Respondents assess interaction quality, assessing that maintaining and increasing public 
satisfaction can be achieved by providing fast and friendly service, having excellent but firm speech, 
and having officers who can process services professionally. 

The Influence of Outcome Quality on Public Trust. The research results on the effect of 
outcome quality on public trust are positive and significant. This is indicated by the original sample 
value of 0.304, the t-statistic value of 2.532> t-table 1.96, and a p-value of 0.006 <0.05. This means 
that the better the quality of the outcome, the more public trust will be increased. These results 
follow the results of research conducted by (Walle & Migchelbrink, 2022; Lien et al., 2014; Hsieh & 
Hiang, 2004) 

Regarding outcome quality, most respondents considered that maintaining or increasing 
public trust could be achieved through services that can provide appropriate results both from 
service output and the time it takes for the community to get the needed services. 

The Influence of Outcome Quality on Public Satisfaction. The research results on the effect 
of outcome quality on public satisfaction are positive and significant. This is indicated by the original 
sample value of 0661, the t-statistic value of 7.035> t-table 1.96, and a p-value of 0.000 <0.05. This 
means there is a positive and significant effect of the outcome quality variable on public satisfaction, 
meaning that the better the outcome quality, the more public satisfaction will increase. These results 
follow the results of research conducted by (Lanin & Hermanto, 2019; Howat & Assaker, 2016; Choi 
& Kim, 2013; and Theodorakis et al., 2013). 

In outcome quality, the respondent assesses that if there are problems with the service system, 
the waiting time for service completion will be longer, so it does not match the service promise. In 
addition, it can also occur due to the bureaucratic flow required to complete the service. However, 
evaluations related to service procedures need to be carried out so that the community's waiting 
time is precise. If obstacles can be resolved quickly, the community will be considered satisfactory. 

The Influence of Public Satisfaction on Public Trust. The research results on the effect of 
satisfaction on public trust are positive and significant. This is indicated by the original sample value 
of 0.280, the t-statistic value of 2.393> t-table 1.96, and a p-value of 0.009 <0.05. This means that the 
satisfaction variable positively and significantly affects public trust. This means that the more public 
satisfaction increases, the more public trust increases. These results follow the results of research 
conducted by (Lanin & Hermanto, 2019; Jain et al., 2020; Jalilvand et al., 2017; Wang et al., 2016) 

The variable of public satisfaction is that respondents assess that maintaining and increasing 
public trust can be done by providing services with precise and appropriate, friendly with the public 
and according to the time promised with facts and data, without extortion, consistent and following 
ethical standards. 

The Influence of Social Media on Public Trust. The research results on social media's effect 
on public trust are positive and significant. This is indicated by the original sample value of 0.145, 
the t-statistic value of 2.369> t-table 1.96, and a p-value of 0.009 <0.05. This means that social media 
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variables positively and significantly influence public trust. This follows the results of research 
conducted by (Mari et al., 2022; Althuwaini, 2022; Ha & Lee, 2018; Porumbescu, 2016). 

These results emphasize that to improve social media variables, respondents assess that 
maintaining and increasing public trust can be achieved by providing news content based on facts 
and information that is easy to understand (Messakh et al., 2024). 

The Influence of Moderating effects of Social-Media between interaction quality and 
Public Trust. The results showed that social media proved successful in moderating the relationship 
between the effect of interaction quality on public trust, which is positive and significant. This is 
indicated by the original sample value of 0.188, the t-statistic value of 2.041> t-table 1.96, and a p-
value of 0.021 <0.05. Social media moderates the effect of interaction quality on public trust, meaning 
that the better the social media, the level of the relationship between interaction quality and public 
trust will also increase (Mansoor, 2021; Arshad & Khurram, 2020; Porumbescu, 2016; Warren et al., 
2014; Song & Lee, 2016) 

Social media is proven to moderate the effect of interaction quality on public trust with the 
type of quasi-moderation (Solimun, 2010), where the effect of social media on public trust is 
significant, with a p-value of 0.009 <0.05. The quality of interaction significantly affects public trust 
through social media, with a p-value of 0.021 <0.05. 

These results emphasize a synergistic effect of interaction quality and social media on trust. In 
this case, the Banten Province BNN needs to increase the role of social media because the higher the 
role of social media, the higher the relationship between interaction quality and public trust will also 
increase. 
 
CONCLUSION 

In public sector marketing strategies, governments will find the information provided in this 
valuable study as public satisfaction and social media are relevant in increasing public trust. 
Interaction quality has a positive and significant effect on public trust. Interaction quality has a 
positive and significant effect on public satisfaction. Outcome quality has a positive and significant 
effect on public trust. Outcome quality has a positive and significant effect on public satisfaction. 
Public satisfaction has a positive and significant effect on public trust. Social media has a positive 
and significant effect on public trust. Social media moderates the effect of interaction quality on 
public trust. 

The results of this study strengthen the conceptualization of service-centered marketing theory 
(customer-centric). Value creation is based on the experience of people who have received public 
services from the government. The government needs to optimally utilize social media as a platform 
for interaction and encourage feedback from the public. Dynamic community needs and 
expectations need to be balanced with an adaptive government. 

Banten Province BNN is expected to continue to improve service quality, both the quality of 
interactions and the quality of results, to increase Public Trust either directly or through increasing 
Public Satisfaction and optimal utilization of social media in order to increase public trust on an 
ongoing basis and better adapt to technological developments and community conditions. The 
results of this study are expected to expand the research results on Interaction Quality, Outcome 
Quality, Public Satisfaction, social media, and Public Trust, especially for essential public services 
such as health and education. 

Further research with a broader range of respondents is recommended. Then, further research 
on Interaction Quality, Outcome Quality, Public Satisfaction, Social Media, and Public Trust can also 
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be conducted in other communities for different services and increase the number of variables and 
indicators that are not in this study. 
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